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Abstract 
The current literature indicates that research concerning the area of industrial inter­
organisational relationships (lORs) and relationship marketing (RM) in an international 
context is growing in size as well as importance, and is regarded by many as constituting 
a paradigmatic shift in contemporary marketing thought. The study of lORs, however, 
has suffered from empirical neglect, particularly in an international context. The extant 
literature is unclear concerning the development process of relationships. In particular, 
the antecedents of commitment in affectively committed relationships (positive 
attachment) and calculatively committed relationships (negative attachment) and their 
performance outcomes, the causes of dissolution in previously committed relationships 
and the impact national culture has on the process when it traverses national borders is 
not well understood. Therefore, the primary objectives of this study were to investigate 
the stages of the development process of international lORs, and to determine the level of 
influence national culture exerted on this process. 
Two stages of empirical research using a mixed methodology were conducted. The first 
stage of fieldwork - an exploratory case study approach - used seven in-depth interviews 
with UK. import/export executives in charge of relationship development within their 
respective companies. The first stage of fieldwork was used to examine the stages of 
international lOR development and the influence national culture exerts on it in order to 
develop a set of hypotheses for subsequent testing. Stage two - a mail survey approach ­
was mailed to 3000 UK import/export executives and used data from 322 questionnaires 
to test a set of hypotheses developed from the first stage of fieldwork. 
The study had significant findings in three key areas. Firstly, the research identified that 
the antecedents of commitment in affectively and caculatively committed relationships 
differed significantly and furthermore, relationships based on affective commitment 
enjoyed relatively greater levels of performance outcomes in comparison to relationships 
based on calculative commitment. Secondly, the study identified the causes of dissolution 
in previously committed relationships in four categories: buyer factors, supplier factors, 
competitor factors, and environmental factors. The findings also indicated that 
relationship dissolution could be classified in three ways: full exit, partial exit and 
temporary exit, and that dissolution was influenced by the motive for commitment prior 
to dissolution. The period of time spent in dissolving relationships was often found to be 
lengthy and was influenced by five categories of factors that impede partners' speed of 
exit. Finally, the study applied the assumptions of Hofstede (1980; 1991) to examine the 
extent to which national culture affects relationship development when it crosses national 
borders. The findings revealed little concrete evidence to suggest that national culture has 
a strong influence on international business relationships. International business 
relationships were, however, susceptible to factors such as infrastructure barriers and 
political barriers that were obstacles to foreign market success. 
The thesis contributes to current knowledge by offering the first empirically supported 
model of lOR development from pre-formation to dissolution in the extant literature; 
principally, identifying the antecedents of effective and ineffective relationships and also 
the stages of dissolution when relationships dissolve. The national culture literature 
within the domain of Marketing, and in particular, the literature concerning lORs, is 
advanced by suggesting that Hofstede's (1980; 1991) cross-cultural assumptions may not 
impact significantly on international lORs in a manner prescribed by Hofstede. In order 
to achieve the primary research objectives a number of scales were operationalised 
including scales to measure the influence of national culture on lORs, and aspects of 
relationship development including a multi-dimensional scale to measure trust. 
The study offers a number of recommendations for practitioners, and presents a number 
of future research directions. These are principally, to identify the antecedents of 
I 
calculative commitment (that are hitherto unknown), and incorporate variables that may I 

legitimately act as antecedents of commitment not examined in this study. 
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I 
1.0 Introduction I 
It is advocated that finns should shift their focus away from anns-Iength transactional 
exchanges in favour of developing long-term buyer-seller relationships in order to 
attain greater levels of efficiency and to seek competitive advantage (Williams et at, 
1998). Firms are moving away from simple market-based transactions, developing 
relationships that are viewed as valuable resources in order to compete in dynamic 
global markets (Webster, 1992). The growing evidence has led some to argue that 
much of the research conducted previously may even become obsolete as in many 
instances, companies move away from their transaction oriented strategies in favour 
of relationship oriented strategies (Sheth and Sharma, 1997). 
Considerable research has been focused' on understanding relationship marketing 
(RM) and the inter-organisational relationship (lOR) development process between 
buyers and suppliers in an industrial context!. There still remains, however, a 
significant number of unanswered questions. As Stewart (1997) argues: "The 
relationship marketing literature offers conceptual developments and suggestions, but, 
as yet lacks an empirical basis." The study of inter-organisational relationships, from 
the broader field of RM, is a sub-discipline of marketing that examines issues 
concerned with the long-term development of relationships between buyers and 
sellers. The relationship marketing ethos centres on attracting and maintaining 
relationships with accounts which (it is hoped) will yield greater competitive 
advantage and performance outcomes over the course of their lifetime (Berry, 1983; 
Jackson, 1985; Bursk, 1966). 
As firms decide to seek out foreign buyers or suppliers in order to be increasingly 
competitive, an ability to l~arn how to develop successful relationships and to 
overcome significant barriers such as national culture will be required. A number of 
authors, however, note that the lOR development process J:1as been paid ~cant 
attention empirically, particularly in an international context (Ahmed et aI, 1998; 
I In the current study, industrial marketing is defined as the following: "Industrial marketing consists of 
aliI activities involved in the marketing of products and services to organisations ... that use products and 
services in the production of consumer or industrial goods and services and to facilitate the operation of 
their enterprises" The Industrial Marketing Committee Review Board (1984, p.1S3). 
2 
Williams et ai, 1998). Furthermore, although national culture is described as one of 
the primary obstacles to success in international markets (e.g. Kale and McIntyre, 
1991; Cunningham, 1982), there is still a dearth of empirical evidence to explore the 
effect of culture on lORs. 
This thesis focuses on two interrelated areas: (1) the process through which long-term 
, \ .. \ ~ t 
lORs evolve and dissolve in ~n industrial context in international markets for lJK 
importers and exporters, and (2) the influence national cultural differences exert on 
relationship development. 
1.1 Inter-organisational Relationship Development 
Studies that attempt to explain buyer-seller relationship development are regularly 
reported in the literature and are considered to be rich theoretical examples of 
relationship development (e.g. Ford, 1980; Hakansson, 1982; Dwyer et aI, 1987; 
Guillet de Monthoux, 1975). Some of these studies do not have empirical evidence to 
support their assumptions and draw upon areas such as sociology or contract law (e.g. 
Guillet de Monthoux, 1975; Dwyer et ai, 1987). Furthermore, many of the studies 
offering empirical evidence often neglect to explore the stages of development 
thoroughly from pre-relationship formation to decay, often ignoring key stages such 
as the reasons for formation and dissolution (e.g. Ford, 1980; Hakansson, 1982). 
Thus, a considerable lacuna exists, raising a number of significant questions. For 
example, little is known conceming the factors that encourage companies to engage in 
relationships and how awareness of feasible partners is facilitated (Blois, 1996; 
Mattsson, 1997; Webster, 1992; Eiriz and Wilson, 1999). The literature is beginning 
to recognise that relationships evolve over time, often leading to dirferent motives for 
commitment in highly evolved, long-term, relations (Ahmed et ai, 1998; Geyskens et 
ai, 1996). Many empirical studies, however, focus on single motives for commitment 
and its antecedents, thus leading to limited interpretative power with regards to the 
state of relations in highly evolved exchanges. The literature also assumes that 
committed relationships lead to greater performance outcomes than can be achieved 
by engaging in arms-length, transactional exchanges (Turnbull and Wilson, 1989). 
Nevertheless, the performance outcomes of relationships (partiCUlarly based on 
divergent motives for commitment) has been unaccompanied by empirical evidence. 
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Scant attention has also been paid to the causes of deterioration and dissolution in 
previously committed relationships, resulting in a considerable lack of information on 
an important topic (Wilson, 1995; Eiriz and Wilson, 1999). Therefore, the extant 
literature indicates that there are many important unanswered questions concerning 
the way in which relationships evolve and dissolve. 
1.2 The Influence of National Culture on Relationship Development 
A number of authors suggest that cultural differences are one of the most powerful 
barriers or obstacles to achieving performance and success in international 
relationships (Cunningham, 1982; Kale and McIntyre, 1991; Ahmed et ai, 1996; 
1998). Most of the research gathered on lOR issues is based on domestic marketsl in 
international settings the amount of research is sparse. Ahmed et al (1998, p.l31) 
argue: " ... While it is accepted that buyer-seller relationships play an important role in 
marketing, little research has been done to determine their nature and role in an 
international setting." One of the key factors to understanding how international 
relationships differ from those in a domestic context is determining the influence of 
national culture. This viewpoint is supported by Williams et al (1998, p.l36) when 
they suggest that: " .. .It is crucial to understand the role of [national] culture in 
business marketing and especially in establishing and maintaining cross-national 
relationships if we are ever going to be able to predict their success." Quite how 
culture exerts an influence on lOR development when it traverses national boundaries 
remains unclear. Unless the influence of culture on relationship development can be 
addressed, a gap in knowledge will exist and implications for practitioners will remain 
unresolved. 
A significant aspect of the research is to investigate and determine the influence 
cultural differences have on international relationship development. This thesis 
applies five cultural indices developed by Hofstede (1980; 1991) - from extensive 
cross-cultural research - to determine the influence they have on a number of salient 
relationship dimensions. The number of studies which utilise Hofstede's dimensions 
of culture to analyse international IORs empirically is limited (Williams et aI, 1998). 
Despite this, these indices of national culture are widely espoused as being the most 
valid framework to apply to the lOR development process in a cross-cultural context 
(Kale and McIntyre, 1991; Ahmed and Cicic, 1996). 
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The gaps in knowledge identified raise a number of significant questions. Primarily, 
how might a framework of cultural differences be applied to lOR development? 
(Palmer, 1997; Kale and McIntyre, 1991). Furthermore, how might cultural 
differences affect the development of relationships that traverse national boundaries 
and how might this information be used to develop unique country profiles for 
practitioners? 
1.3 Research Problem 
Many relationships between UK and foreign companIes often evolve over 
considerable periods of time, ultimately developing into long-term, committed 
relationships. It is important that importers and exporters understand not only how 
close mutually dependent relationships develop, but also, how the differences between 
countries can affect this process in diverse contexts in order to develop more 
successful international business relationships. As a field of enquiry, however, RM 
and more specifically the study of international lORs, suffers from a lack of 
empiricism, often only investigating: 
1. 	 Domestic relationships (i.e. between buyers and sellers based in the same 
country) (e.g. Morgan and Hunt, 1994; Perrien et aI, 1995); and 
11. 	 Fragments or disparate parts of the buyer-seller relationship development 
process. For example, the factors causing dissolution (e.g. Perrien et aI, 1995), 
the antecedents of commitment (e.g. Morgan and Hunt, 1994). 
Few holistic explanations of the stages of relationship development exist that 
empirically examine international relationship development and the influence of 
national culture in a detailed manner, even the work conducted by individuals or the 
prevailing 'schools of thought' are often disparate in nature with little common 
understanding (Ralinen, 1998). More research into the factors that drive and weaken 
IORs especially in diverse cultural contexts has long been called for (Eiriz and 
Wilson, 1999; Ahmed et aI, 1998). 
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Given the aforementioned limitations of the literature this thesis aims to establish how 
international inter-organisational relationships evolve and dissolve, and the degree to I 
which national culture influences this process. 
1.4 Scope of the Research 
It is argued that the term 'relationship marketing' originates from the services 
marketing literature (e.g. Berry, 1983), however, for some time industrial marketers 
have called for the focus of industrial marketing to be on relationships rather than 
products (Webster, 1979). Millman (1993, p.6) notes that Eric Shankleman, Professor 
of Industrial Marketing at Cranfield, defined industrial marketing in the 1960s as: 
" ...Principally a process of worry minimisation and relationship management." Both 
areas define the concept in slightly different ways. The services literature suggests 
that "Relationship marketing is attracting, maintaining and - in multi -service 
organizations - enhancing customer relationships" (Berry, 1983, p.2S), whereas RM 
in an industrial context is perceived to be "Marketing oriented toward strong, lasting 
relationships with individual accounts" (Jackson, 1985, p.2). Despite these views, 
both bodies of literature propose that RM is concerned with retaining customers over 
long-periods of time in favour of discrete or transactional exchange. However, an 
aspect of industrial marketing that differs from consumer marketing is that there are 
often more stable relationships in an industrial context because of fewer customers. 
There is also a greater need for personal selling in industrial markets, thus, 
emphasising the need for stronger, more stable, relationships and retention strategies 
in order to increase company performance (Reeder, et aI, 1991). 
The typical interaction between buyers and sellers has previously been seen as 'arms­
length' based upon competition as the key to good buying. Being too dependent on 
one supplier was considered unethical, however, this led to firms constantly searching 
for possible replacements, buyers needing to constantly readjust at regular intervals 
and increased costs because of regular supplier replacement (Syson, 1992). The new 
approach to inter-organisational relationship development building is at total variance 
with the traditional method of industrial buying, both buyer and supplier strive for 
mutual advantage by becoming increasingly dependent on one another and committed 
to future exchange. The current literature argues that industrial marketing has been 
" ...Excessively preoccupied with products ...", calling for the focus of industrial 
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marketing to be on relationships rather than products (Webster, 1979). Recent studies 
have been less concerned with the industry segment in favour of the characteristics of 
the relationship (Geyskens et ai, 1996; Morgan and Hunt, 1994). The focus of the 
current study is relationships not specific products or industries. 
RM strategies are not exclusively between the focal firm and its customers or 
suppliers but can be between a number of parties including the focal firm and its 
employees or government, although most research examines dyadic exchange 
(Morgan and Hunt, 1994). However, the dyadic relationship between buyer and 
supplier is often part of a complex network of relationships (Johanson and Gunnar­
Mattsson, 1995). A number of labels have been ascribed to lORs including buyer­
seller relationships and long-term relationships. Despite the plethora of names given 
to lORs, it has been argued that little is known about them (Williams et ai, 1998). 
There are a number of salient reasons for research focusing on international lORs: 
1. The study ofRM and international relationships is considered to be growing in 
importance as well as significance (Ahmed et ai, 1998), 
11. The area is regarded as having many important unanswered questions (Eiriz 
and Wilson, 1999), 
111. The relatively limited holistic study of the stages of development; and 
IV. The relative neglect of studies of relationship marketing in an international 
context (Styles and Ambler, 1994). 
The primary obstacle impeding successful international exchange is regarded to be 
national cultural differences (Kale and McIntyre, 1991). National culture is regarded 
as a difficult concept to define (Triandis et aI, 1986) leading to many definitions in the 
literature. Many anthropologists, however, perceive culture to be derived from 
historical and religious roots and educational systems that shape individuals values in 
different countries and lead to differences in behaviour between societies (e.g. 
Kroeber and Kluckhohn, 1952; Hofstede, 1980). 
The literature has suggested for some time that industrial markets should be 
'sensitive' to cultural differences (e.g. Hall, 1960) as they".. .Influence the behaviour 
of people within international organisations" (Reeder et ai, 1991). Being able to 
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confonn with the values of foreign partners has been described as vital in achieving 
international marketing success (Deshpande and Webster, 1989), however, little 
empirical research has been conducted on culture and international IORs. Therefore, 
there are a number of important reasons for examining the influence of culture on 
IORs: 
1. 	 The empirical examination of the influence of national culture on international 
business relationship development is regarded as a neglected (but nevertheless 
important) area of contemporary marketing thought (Williams et ai, 1998; 
Palmer, 1996), 
11. 	 Many international studies are based on the neo-classical approach rather than 
the relational paradigm (Styles and Ambler, 1994); and 
111. 	 Hofstede's (1980; 1991) indices of national culture are argued by some to be 
the most valid framework to study international relationships In a cross­
cultural context (Kale and McIntyre, 1991; Ahmed et ai, 1996). 
1.5 Specific Objectives of the Research 
This thesis seeks to achieve a number of objectives: 
1. 	 To critique the extant literature on lOR development with the aIm of 
developing a conceptualisation of the stages of relationship development 
incorporating key variables. 
The purpose of the first objective is to examine studies of relationship development in 
both domestic and international contexts to identify the stages of development and 
principal constructs, thus generating a model that draws upon the commonalties 
amongst the extant literature in a holistic manner from pre-formation to dissolution. 
11. 	 To develop an empirically supported model of the stages ofIOR development. 
The purpose of the second objective is to conduct empirical research to test the 
assumptions of each stage of the model. 
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111. 	 To apply a conceptual framework for studying the possible influence of 
culture in an lOR context. 
The purpose of the third objective is to suggest ways in which culture might affect 
relationship development when it traverses national borders. 
IV. 	 To examine the influence of culture on lORs for UK importers and exporters. 
The purpose of the fourth objective is to conduct empirical research to determine the 
influence of national culture on relationships between UK importers and exporters and 
their foreign partners, and to identify the variance in attitudes managers from different 
countries have with regards to relationship development. 
v. 	 To offer recommendations for practitioners. 
The purpose of the final objective is to offer recommendations for practitioners that 
they can act upon in order to increase the effectiveness of their international IORs. 
1.6 Research Methodology 
The extant literature outlines the need for empirical research concerning business 
relationships and the nature of cultural influences exerted on them. The literature 
proposes a number of key variables at five discernible stages of relationship 
development and also indicates how national culture might affect IORs. These 
assertions are not, however, matched by an empirical awareness of the stages of lOR 
development or the degree of influence culture exerts. The literature therefore, 
provides the thesis with a 'blueprint' for a research design, but initially with no clear 
hypotheses, leading to a preliminary exploratory qualitative approach. 
The research design contains both qualitative and quantitative research techniques 
conducted at two stages of fieldwork (see Figure 1.1 for a schematic overview of the 
research design). The first stage of research employs an exploratory case study design, 
reflecting the priority that the thesis aims to give to practitioners' perspectives and to 
gain a better understanding of the phenomena. It has been argued that a qualitative 
approach allows for detailed in-depth research without the constraints of pre­
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determined categories of analysis associated with a quantitative approach (Cresswell, 
1994; Patton, 1990; Bryman, 1988). Thus, the qualitative approach often allows 
greater flexibility and promotes the emergence of theories from the data (Bryman, 
1988; 1989; Denzin and Lincoln, 1994; Gall et ai, 1996; Marshall and Rossman, 
1989; Patton, 1990; Silverman, 1985). The first stage of the fieldwork was used to 
identify the stages and variables of lOR development in order to construct a model, 
and to identify if practitioners perceived that national culture affects relationship 
development. 
The second stage of the research employs a quantitative approach (mail survey) 
attempting to confirm with a wider population, the findings from the qualitative 
phase. A quantitative approach is deemed useful when a wide geographical area needs 
to be covered requiring standardised responses in a cost-effective manner (Bagozzi, 
1994). Furthermore, a quantitative approach permits the collection of data that can 
adequately test hypotheses generated from previous research (e.g. assumptions based 
on qualitative evidence). The study uses a mail survey method to analyse the 
constructs pertaining to the model, thus serving to confirm or refute a number of 
hypotheses relating to relationship development. A quantitative approach was also 
used to examine the extent to which cultural differences affect the lOR process 
between UK and foreign firms. 
A number of advantages are attained by incorporating qualitative and quantitative 
research approaches into one research design (Rossman and Wilson 1984). The two 
methods are inherently complementary as they both address fundamentally different 
types of research questions and can be used at different stages of the same research 
project (Malhotra, 1996; Brannen, 1995). Quantitative studies 'persuade' the reader 
through de-emphasising individual judgement and stressing the use of established 
procedures, leading to more practised and generalisable results, whereas qualitative 
research persuades through rich depiction and strategic comparison across cases 
thereby overcoming the 'abstraction inherent in quantitative studies' (Firestone, 
1987). 
At the stages of fieldwork data is gathered from both importers (buyers) and exporters 
(suppliers). The reasons for examining both sides of the dyad (i.e. importers and 
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exporters) are twofold. Firstly, there is a dearth of empirical studies examining the 
relationship development process from both sides of the dyad. Therefore, an 
examination of both sides of the dyad offers data for the purposes of comparison. It 
has also been advocated that studies of relationship development should attempt to 
canvass the opinions of both buyers and suppliers leading to more robust studies with 
wider reaching implications (Anderson, 1994). 
1.7 Contribution of the Study 

The thesis contributes to knowledge in three discernible areas: 

1.7.1 Inter-organisational Relationship Development 

The thesis contributes to knowledge by developing an empirically supported model of 

the stages of lOR development. 

The extant literature is unclear regarding the factors that facilitate awareness prior to 
relationship formation or indeed, the determinants of formation. The study proposes 
the principal factors that facilitate awareness at a stage of pre-formation and the 
principal determinants (or reasons) for forming relationships. 
The thesis explores the different motivations for commitment, i.e. commitment based 
on negative factors such as the costs of association (calculative commitment), or 
commitment based on positive factors (affective commitment) (Geyskens et ai, 1996). 
The antecedents of these types of commitment are established (variables that are 
rarely integrated into an individual study), they are: trust, social bonds, power, 
communication, level of alternatives, investment and switching costs. By examining 
the different motives for commitment and their antecedents, a comparison between 
the two was possible. The thesis also examines the performance outcomes of the 
different motives for commitment, indicating which yields the greatest outcomes than 
has previously been attained within the literature. The thesis also treats certain 
variables as multi-dimensional measures (i.e. trust and commitment). In many 
instances these variables are treated as single measures in previous empirical studies, 
and thus, forfeit considerable interpretative power. 
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The study makes a significant contribution to the relationship dissolution literature; a 
previously neglected aspect ofIOR development research (Wilson, 1995; Morgan and 
Hunt, 1994). The detenninants of dissolution in previously committed, long-tenn 
lORs are identified. Furthermore, two key elements of the dissolution process are 
examined: the intensity of exit and speed of exit. 
The study examines the forces that impede relationship development which is an 
aspect of relationship development that is largely absent from the literature. A number 
of dynamic factors are identified that stem from two sources: macro level factors (i.e. 
industry forces) and micro level factors (i.e. relationship specific forces). 
1.7.2 Cultural Influence on Inter-organisational Relationship Development 
Previous literature has been criticised for not applying a systematic framework of 
national culture to relationship development to determine its influence (Kale and 
McIntyre, 1991). A cultural framework based on research by Hofstede (1980; 1991) 
was adapted and applied to a number of salient dimensions of international lOR 
development. The study suggests how the behaviour of managers from different 
countries will act in their relationships with UK firms and whether this is attributable 
to national cultural values. 
The study applies five indices of national culture (purporting to explain the 
differences between countries) developed by Hofstede (1980; 1991) in order to 
determine the influence of national culture on international relationships. 
1.7.3 Methodological Contribution 
There are few studies of RM, particularly in an international context (Collins, 1999, 
Patterson et aI, 1998). The current study adopts a mixed-methodology approach 
(exploratory case study and mail survey) in order meet the specific obj ectives of the 
study. A case study protocol was developed for data collection at the first stage of 
fieldwork and a detailed coding method. Many of the scales used in the second stage 
of the fieldwork (mail survey) were not operationalised in the extant literature. 
Therefore, a number of scales were operationalised based on the literature for use in 
the mail survey. 
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1.8 The Structure of the Thesis 
The thesis has ten chapters. The first chapter is the introductory chapter and IS 
concerned with explaining the problems and lacuna that motivated the research. 
Chapter Two examines the extant literature concerned with the inter-organisational 
relationship development process. Specifically, it examines the methods available to 
measure development in relationships, identifies the principal constmcts in 
relationship development, and draws these factors together to develop a conceptual 
model of the stages of relationship development. 
Chapter Three explores the influence national culture might have on relationships 
that traverse national borders. The chapter proposes a number of ways in which 
national culture might affect relationship development by employing the cross­
cultural implications of Hofstede (1980; 1991). 
The fourth chapter discusses the research design adopted, and proposes a 
justification for the use of a qualitative (case study) and quantitative (mail survey) 
mixed-methods approach. The chapter also indicates the sampling methods chosen, 
the scale development procedure adopted and the methods of analysis selected for 
both stages of fieldwork. 
In Chapter Five the stages of lOR development are examined based on evidence 
obtained from seven exploratory interviews (first stage of fieldwork). Propositions are 
examined concerning the stages of relationship development: facilitators for 
awareness, the determinants of formation, early relationship development, 
commitment and the outcomes of commitment (i.e. performance). The chapter also 
explores the causes of dissolution in long-term relationships and the dynamic factors 
that impede linear relationship development. A model of relationship development is 
generated (including the linkages between many constructs) and provides a number of 
hypotheses for subsequent analysis. 
Chapter Six exammes the influence of national culture on a number of salient 
relationship dimensions based on evidence obtained from seven exploratory 
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interviews also used in chapter five (first stage of fieldwork). The chapter examines 
the influence of national culture using a number of propositions based on Hofstede's 
(1980; 1991) indices of national culture and presents a number of hypotheses for 
subsequent examination. 
Using data generated from the second stage of fieldwork (mail survey), Chapter 
Seven quantitatively examines the stages of lOR development, testing a number of 
hypotheses borne out of the first stage of fieldwork (Chapter Five). This chapter 
identifies the principal factors that create awareness and identifies the determinants of 
relationship formation. The chapter also examines the relationship between a number 
of antecedents at a stage of early relationship development and the different motives 
for commitment they lead to (i.e. affective/calculative). The factors that enforce 
commitment in advanced stages of development are also explored. The chapter 
suggests which of the different motives for commitment leads to the greatest 
performance outcomes. The chief determinants for dissolution in highly evolved 
relationships are identified as well as the process by which these exchanges dissolve. 
The forces that impede relationship development (macro and micro factors) are also 
examined. 
Chapter Eight explores the influence of national culture on relationship development 
using data generated from the second stage of fieldwork. UK exporter perceptions of 
buyers from the United States of America (USA), the Peoples Republic of China 
(PRC), the Netherlands, Spain, Germany, Italy, Eire, Norway, France and the Czech 
Republic and UK importer attitudes are examined to determine the influence of 
culture on international business relationships. Sixteen relationship constructs are 
examined based on each country's scores across five indices of culture (Hofstede, 
1980; 1991). Profiles of each country are generated according to their behaviour on 
the relationship dimensions. The chapter also presents evidence in regards to the 
respondents' perceptions of the factors that influence international relationships. 
The significant findings of the thesis are presented In Chapter Nine, bringing 
together the findings from the empirical chapters. The stages of relationship 
development from pre-formation to dissolution are examined incorporating 
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suggestions of how managers from the countries studied might behave at each stage of 
development. 
Chapter Ten offers a summary of the research concentrating on the major findings 
and contribution, outlines the research conclusions, limitations of the study and offers 
recommendations for future research. This chapter also considers the implications for 
practitioners. 
More detailed contents can be found at the beginning of each chapter. A Harvard 
referencing system is employed and collated at the end of the thesis. The appendices 
referred to in the thesis can be found starting on page 376. 
I 
I 
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Figure 1.1 Schematic Outline of the Research Design 
Research staee Purpose Method Relevant Chapter 
Phase I 
Exploratory conceptual study To identify research problem: Literature Review 
i. Develop model of relationship development 2 
based on the literature, 
ii. To identify the manner in which national culture 3 
influences international IORs, 
iii. To develop an appropriate methodology. 4 
Phase n 
Fieldwork: stage one To empirically examine the stages of relationship Exploratory case studies (In­ 5 
development, specifically: depth interviews) 
i. Pre-formation, 
ii. Formation, 
iii. Early relationship development, 
iv. Commitment, 
v. Dissolution and 
vi. Dynamic factors that impede development 
To empirically determine the influence of national 
culture on relationship development 6 
Phase ill 
Fieldwork: stage two To confirm the stages of relationship development Survey (mail questionnaire) 7 
with a wider sample; and 
To determine the influence national cultural 
differences have on relationship development 8 
Integrating the findings from the empirical chapters 
9 
Phase IV 
Research fmdings/ Conclusions Recommendations 10 
Implications 
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2.0 Inter-organisational Relationship development: Stages and 
Constructs 
2.1 Introduction 
Achieving a practical and theoretical understanding of inter-organisational 
relationships has been defined as one of the most pressing areas of marketing in the 
1990s. Lewin and Johnston (1997, p.23) suggest: 
"When the decade of the 1990s is reviewed, perhaps the most important 
contribution marketing scholars will have made to the discipline will be in 
the area of our conceptual and practical understanding of these increasingly 
important co-operative, buyer-seller relationships." 
It has been argued that much of the research previously conducted concemmg 
industrial buying and selling may even become obsolete as in many instances, 
companies move away from transaction oriented strategies in favour of relationship 
oriented strategies (Sheth and Sharma, 1997). Despite this, there is limited empirical 
understanding of the lOR development process (Stewart, 1997; Eiriz and Wilson, 
1999). In order to understand the process by which lORs develop it has been argued 
that researchers look at relationships at key stages of development (Mackenzie and 
Hardy, 1996). 
The purpose of this chapter is to: a) identify the nature of relationship marketing and 
its theoretical background, b) examine the ways in which lOR development has been 
measured, c) to review the extant conceptualisations of relationship development from 
a number of sources to identify what the principal constructs and stages of inter­
organisational relationship development and dissolution are, and; d) to discuss these 
constructs, suggesting what the relationship between them might be. 
2.2 Relationship Marketing: An Evolving Stream of Research 
RM has been described by some as a paradigmatic shift in contemporary marketing 
thought (Gronroos, 1994a; 1994b). Kuhn (1970) describes a paradigm as an entire 
constellation of beliefs, values, techniques shared by members of a given community. 
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For RM to be truly a paradigm shift in marketing it has to be considered a dominant 
theory that becomes accepted and substantiated. Although in the case of many 
European and world conferences, articles grounded in the RM approach are prevalent 
and growing, this is not, however, widely reflected in many of the core or 
introductory texts of marketing principles. 
A number of schools of thought examining relationship development exist providing 
several evolving streams of research. Inevitably there is no clear consensus 
concerning the theoretical basis for relationship marketing or the antecedents from 
which it draws its foundations (Moller and Halinen, 1998). For example, Gronroos 
and Strandvik (1997, p.34l) suggest that RM comes from the following schools of 
thought or movements: 
1. The Nordic school of service management (focus on relationship marketing as 
a paradigm shift), 
11. The Network approach to industrial marketing (networks of buyers and 
suppliers, e.g. IMP group research), 
111. The Anglo-Australian approach to integrating quality, customer service, and 
marketing (enhancing product quality with increased after-sales service, lIT), 
IV. The strategic alliances and partnerships literature; and 
v. The nature of relationships in marketing (reflected m the work of social 
psychology, e.g. Duck, 1982; Thibaut and Kelley, 1959). 
RM also draws from a number of disparate literature sources, including contract law 
(e.g. Macneil, 1980), economics (e.g. Williamson, 1975), organisational and political 
sciences (e.g. Benson, 1975; Provan and Milward, 1995) from which a number of 
academics have drawn (e.g. Dwyer et aI, 1987). Cooper et al (1997) conducted a 
bibliometric study in order to ascertain the nature of RM, however, they concluded 
that there is little consistency in the theoretical underpirmings of RM. Arriving at a 
similar conclusion, Lindgreen (1999) argues: "As a result of the diverse ways of 
understanding relationship marketing, no set of 'best practice' has been promoted 
although several approaches nevertheless have been proposed." Therefore, research 
investigating RM (including lOR development) could be described as a 'pragmatist 
structuralist' approach. Pragmatists believe in a constant process of correction, 
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emphasising progress in favour of revering existing studies. Pragmatist structuralists 
consider the need to constantly re-evaluate 'and re-interpret models and theories. RM 
and the study ofIOR development is a field of work and a concept that constantly re­
invents itself. 
The RM concept is similar in nature to the market orientation ideology. Market 
orientation - defined as " ...the implementation of the customer-oriented marketing 
concept that focuses on an all-company effort for long-term profit (Kohli and 
Jaworski, 1990) - anticipates that the employment of the market orientation concept 
through understanding customer needs, understanding the capabilities of competitors, 
integrating all functions within the organisation and greater profit orientation, should 
lead to greater customer satisfaction and retention (Deng and Dart, 1994; Jaworski 
and Kohli, 1993). Narver and Slater (1990) offered empirical support to suggest a link 
between the implementation of market orientation and performance, similarly, 
Deshpande et al (1992) found a link between innovativeness, customer orientation and 
long-term profitability in a sample of Japanese firms. Adopting an RM strategy is 
considered to lead to greater retention of customers and long-term profitability 
(Jackson, 1985). The term 'relationship marketing' is attributed to Berry (1983) 
writing in the services literature, however, for some time industrial marketers have 
called for greater emphasis on relationships (Jackson, 1985; Webster, 1979). 
Nevertheless, there is a consistency in the way RM is defined regardless of the 
context. For example, RM has been defined (in an industrial and consumer context 
respectively) as: 
" ...Marketing oriented toward strong, lasting relationships with individual 
accounts" (Jackson, 1985, p.2); and 
" ...Attracting, maintaining and - in multi-service organizations - enhancing 
customer relationships" (Berry, 1983, p.2S). 
More holistic definitions ofRM have defined it as: 
" ...To establish, maintain and enhance relationships with customers and other 
partners, at a profit, so that the objectives of the parties involved are met. This is 
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achieved by a mutual exchange and fulfilment of promises" (Gronroos, 1994, 
p.355c); and 
" ...Marketing activities oriented towards establishing, developing, maintaining 
and terminated relational exchanges" (Eiriz and Wilson, 1999, p.2). 
Gummesson (1994) attempted to define the essence and scope ofRM. In an attempt to 
define the parameters ofRM theory, Gummesson (1994) suggested the '30Rs' ofRM. 
These ranged from the classic buyer-seller dyad (as examined in this thesis) to the 
relationships between internal and external customers, alliances, internal marketing 
relationships and criminal relationships. 
The objectives of RM have also been described in a number of different ways. For 
example, share of customer (Hammond and Ehrenberg, 1995), customer retention 
(Buchanan and Gillies, 1990) and loyalty (Palmer, 1994). Despite the differing 
definitions of RM and its objectives, the consensus appears to be that RM (in both an 
industrial and consumer context) is concerned with not only attracting customers but 
also with retaining customers over long-periods of time in favour of discrete or 
transactional exchange in order to make a profit. It is argued that companies focusing 
on RM strategies can convert customers into advocates through successful interaction 
(Figure 2.1). 
Figure 2.1: The Relationship Marketing Ladder of Customer Loyalty 
Emphasis on 
Advocate ---i developing and 
enhancing 
Supporter ---i relationships (customer 
keeping) 
Client 
Emphasis on 
new customers 
(customer 
catching) 1 Customer ---I Prospect 
Source: Christopher et al (1991) 
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In an industrial context the focus of research was initially based on elements of the 
marketing mix, focusing on production-oriented strategies rather than customer­
oriented strategies. A greater understanding of buyer-supplier relationships was 
afforded with research concerning the buying activity or the decision making process 
prior to purchase. For example, early models of buyer behaviour included the 
'buygrid' spanning from problem recognition to purchase evaluation (incorporating 
buy-classes, e.g. new buy, modified rebuy, straight rebuy) (Robinson and Faris, 
1967), Webster and Wind's (1972) organisational buyer behaviour model, and Sheth's 
(1973) model of buyer behaviour. These models, however, have been described as 
static representations of a dynamic situation (Hill and Hillier, 1977). Furthermore, 
they treat the buying process, as one-sided and as a series of discrete transactions, 
indicating that interaction is an adversarial process that ends at delivery. These early 
models suggest that the most effective way a buyer could conduct business was by 
maintaining an arms-length exchange in order to reduce any dependency that might 
creep in, rather than stressing the importance of on-going relationships. Thus, the 
emphasis of the industrial marketing literature has often been on the relationship with 
the product rather than on the on-going relationship between the actors involved in 
both sides of the focal dyad (i.e. buyer-supplier). 
The early 1980s, however, witnessed a change in the research focus in industrial 
marketing predominantly influenced by the Industrial Marketing and Purchasing 
Group (IMP). The IMP group emphasised the importance of long-term relationships 
that exist between buyers and sellers termed the 'interaction approach'. The new 
approach to inter-organisational relationship development building was at total 
variance with the traditional method of industrial buying, the current literature 
suggests that both buyer and supplier should strive for mutual advantage by becoming 
increasingly dependent on one another and committed to future exchange. The 1980s 
and 90s have witnessed (in stark contrast to many of the earlier models of 
organisational buying behaviour) an approach that emphasises the importance of both 
sides of a relationship and also the importance of building long-term relationships 
based on mutual commitment. Although RM is deemed to have been created in the 
consumer literature its applicability to industrial marketing is not only highly 
compatible but also more relevant than in a consumer context. Some of the reasons 
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that make RM more applicable to industrial marketing rather than consumer 
marketing are inherent in the differences between the two areas: 
1. There are often more stable relationships in industrial markets often due to 
limited buyers compared to mass consumer markets (Hakansson, 1982), 
11. There is a greater emphasis on personal selling (Reeder et aI, 1991), 
111. There is an ability to have close relationships over time (Knox, 2000) 
lV. There is likely to be complex interaction (Reeder et ai, 1991). 
v. The focus is on dyads with small numbers of actors (Moller and Halinen, 
1998). 
VI. There is mutual interdependence through resource ties making switching 
difficult (Moller and Halinen, 1998). 
Vll. Transactions are episodes in long-term relationships (Moller and Halinen, 
1998). 
VIll. There is a greater emphasis on resources and social ties (Moller and Halinen, 
1998). 
Despite the importance placed on the topic of industrial RM, however, little empirical 
research has been conducted, as Jackson (1985, p.1) argues: 
" ...Surprisingly there are gaping holes in the coverage of individual customer 
relationships by marketing academics and by marketing practitioners. Extremely 
few marketing practitioners can provide meaningful estimates of the profitability 
of their individual customer accounts. Surprisingly few practitioners even keep 
clear and accessible records of the histories of sales from specific customer 
accounts. Literature on marketing clearly acknowledges the importance of the 
customer, but it pays surprisingly scant attention to the dynamics of customer 
relationships over extended periods, to patterns of account relationships over time 
and to strategies and tactics for winning and keeping customers for the long-term." 
Eiriz and Wilson (1999) provide a number of research priorities for RM that they 
perceive provide the main focus for future research. The authors assert that future 
research should prioritise three elements, focusing on the rationale for: " ... The 
process through which relationships are established, developed, maintained and 
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terminated... " (p.20). The literature suggests a number of managerial challenges 
within the domain of RM and IORs, however, three dominant questions arise: how do 
relationships develop, how are they maintained, and why do they dissolve? These 
questions are slowly being answered, albeit in a piecemeal manner. In conclusion, 
perhaps the most important contribution to be made to the RM literature is by offering 
a greater understanding of how long-term relationships evolve and dissolve. 
2.3 Measuring Development in Inter-organisational Relationships 
Halinen (1995, p.545) argues: " ...Empirical research that is designed to develop or test 
a model ofrelationship development is particularly scarce." A number of approaches, 
however, exist to explain or measure the different stages of relationship development 
ranging from the most popular perspective of the 'life-cycle' approach to 'teleogolical 
development theory'. These approaches are described as follows. 
1. 	 'Input-output' models focus on the influence some independent variables have 
on some dependent outcome (cf. Halinen, 1998). The factors that account for a 
relationship's success or failure are examined, for example, concentrating on 
the factors that influence commitment (e.g. Morgan and Hunt, 1994). 
11. 	 The 'change' perspective looks at the development process in terms of how 
particular variables change over time or from one point to another, e.g. trust 
(Halinen, 1998). Change models typically interpret whether change has 
occurred, not why the change occurred. 
Both of these perspectives consider time as being a linear concept and the stage of the 
relationship is exp lained according to the relationship's age. 
111. 	 The 'processual' approach specifically examines how change has occurred, 
" ... The nature, sequence, and order of events and activities that unfold over 
time" (Van de Ven, 1992). The evolution of a relationship according to a 
process approach is described by various dynamic concepts that pertain to 
particular stages in the exchange. The passage of time is not the focus but 
rather, actual events such as past, present, and future that define the 
relationship (Van de Yen, 1992). 
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IV. 	 The 'life-cycle' process assumes that development is deterministic and follows 
a natural progression of evolution. Relationships are posited to develop from 
one clear stage to another until dissolution. Typical models of life-cycle 
development are input-output ones (e.g. Dwyer et aI, 1987; Guillet de 
Monthoux, 1975). 
v. 	 'Evolutionary' theory explains development as cumulative, and conceptualises 
development in an a priori manner, similar to that of life-cycle theory. 
VI. 	 'Teleological' development theory contends that organisations work towards a 
goal, describing development as a pattern of goal formulation, implementation 
and evaluation (Van de Ven, 1992). The 'dialectical' approach assumes that an 
organisation faces a number of forces and events that shape relations 
(Hakansson, 1982). 
A majority of models adopt the life-cycle approach by prescribing stages through 
which a relationship will evolve in an a priori manner (Guillet de Monthoux, 1975; 
Dwyer et ai, 1987). Although this method has its critics, it serves to define key stages 
through which many relationships evolve. Some claim that this is a prescriptive or 
normative method suggesting that in reality, many relationships do not follow a 
prescriptive life-cycle method as " ...There are no nice neat stages in relationships" 
(Ford, 1989, p.833). A good model of relationship development, however, can adopt a 
life-cycle approach and also pay credence to dynamic factors of development and 
thus, attempt to understand why lORs do not always evolve in a smooth linear manner 
over time (Tyler, 1997). 
This thesis explores the development process of lORs through a life-cyclelinput­
output perspective. There are a number of reasons for adopting this approach. Firstly, 
it has been argued that research should focus primarily on identifying the key stages 
of development (Halinen, 1998; Mackenzie and Hardy, 1996). Furthermore, by 
adopting this approach some of the most pressing questions in lOR development can 
be addressed, including: why do relationships form? What are the antecedents and 
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outcomes of different motives for commitment? And, what causes the dissolution of 
previously committed relationships? (Eiriz and Wilson, 1999). 
2.4 Principal Stages and Constructs in lOR Development 
2.4.1 Stages of IORs 
It may be necessary to define the 'reality' that is measured in models of relationship 
development, by defining the variables, stages, factors, actions and events which 
divide a relationship into measurable entities (Halinen, 1998). Wilson (1995, p.343) 
suggests that: 
"Tracking the process of a relationship is a daunting task; it will be time 
consuming and difficult. However, the payoff may be outstanding. We may 
fare better by focusing on the different stages to gain a better understanding 
of how relationships progress." 
A considerable body of research within the social psychology discipline examining 
the development of human relationships has provided the basis for many lOR 
development models (Guillet de Monthoux, 1975; Dwyer et ai, 1987), leading some 
to criticise marketing for being a 'borrowing' discipline (Oburai and Baker, 1999). 
Peterson (1989) examined the development of human relationships identifying a 
number of key stages, suggesting that when two people interact two sets of individual 
needs come into play that are causally interconnected. Peterson's (1989) model asserts 
that relationships progress through five discernible stages, with the caveat that not all 
relationships go through all stages (see Figure 2.2). 
Figure 2.2: Relationship Development in Human Romantic Interaction 
Sta2e Title Characteristics 
I Acquaintance Attraction factors include appearance and 
availability 
II Build-ujJ Transition to this stage is through compatibility 
III Continuation A committed, stable relationship, where "mainly 
satisfying patterns of interaction devel~' 
IV Deterioration Characterised by periods of frequent conflict and 
possible separation. The relationship is now regarded 
as one of 'conflict habituation' and being 
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'devitalised' l 
lv Ending Relationship dissolves 
Source: adapted from Peterson (1989, p.345) 
Peterson (1989) suggests that an interpretation of any of the stages, or episodes, in the 
model is difficult unless the history of the interaction and preceding stages are known. 
The evidence suggests that social psychologists focus on stages and the drivers of 
these stages in relationship development, in what is an established field of the social 
sCIences. 
A number of models within the marketing domain attempt to explain buyer~seller 
relationship development by relying on the tenets of social psychology to underpin 
their assumptions (Dwyer et aI, 1987). It is evident that many parallels between 
human relationships and industrial buyer-seller relationships can be drawn. Although 
the implications for marketing theory are broad, it nevertheless remains to be seen if 
the parallels that have been assumed to exist between the two theories are so concrete. 
Eiriz and Wilson (1999) suggest that it is unclear what the key discernible stages in 
lOR development are. Furthermore, there are only a few models of lOR development 
that outline the stages by which they develop. There are, however, some common 
assumptions regarding the development process of buyer-seller relations. Firstly, that 
" ... A relationship progresses from an initial point of contact between the two parties, 
through increasing levels of awareness of what is on offer, interaction between the 
parties, and finally interdependence" (Bennett, 1996, p.421). A relationship may also 
encounter a final stage: dissolution. 
One of the earliest academics to propose a model of how relationships develop in an 
industrial context was Guillet de Monthoux (1975). Guillet de Monthoux (1975) 
carried out a small number of interviews and constructed a model reflective of human 
relationship development, spanning 'romance' to 'divorce', and 'new romance'. 
Although simplistic, and without any discernible constructs, Guillet de Monthoux's 
model suggests a series of clear stages through which buyer-seller relationship 
development is proposed to evolve . 
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Ford (1980), influenced by the IMP Group, identified that buyer-seller relationships 
had received scant attention in the literature. Ford suggested that either buyer or seller 
could take the initiative in seeking a new relationship partner in an industrial 
marketing context, thus differentiating itself from the previous view of marketing 
whereby the reaction of buyer's to a seller's offering was examined. Ford (1980, 
p.340) argued that " ... Companies will develop close relationships rather than play the 
market, where they can obtain benefits in the form of cost reduction or increased 
revenue." The central thesis ofFord's model contends that in order to achieve specific 
benefits individual parties tailor their resources, which might include investment of 
some kind often regarded as adaptations. The concept of 'adaptation' is not too 
dissimilar to investment actions, noted extensively in the literature (cf. Jackson, 
1985). Furthermore, adaptations are considered only to be of value to the relationship 
for which they were intended (i.e. relationship specific), thus requiring a degree of 
commitment. 
Ford's (1980) model explains development through a number of stages that reflect the 
evolutionary process of relationships in an industrial context. Ford considered 
industrial relationships to develop through five stages: pre-relationship, early, 
development, long-term, and final. Subsequently, Ford and Rosson (1982) and Rosson 
(1986), built upon the earlier model, adapting it to suit international relationships, 
with the states: 'new', 'growing', 'troubled', 'static', and 'inert'. 
In one of the most widely referenced conceptualisations of buyer-seller relationship 
development, Dwyer et al (1987) perceived the relationship process to evolve through 
five stages starting with 'awareness' and evolving to 'commitment', with the 
possibility of 'dissolution' inherent in every stage of the relationship. Dwyer et aI's 
(1987) model regarded the relationship development process as one of deepening 
dependence with a number of sub-processes including the use of power and 
communication. Halinen (1995, p.549) asserts that " ... The model provides a rich 
theoretical description of the development process of exchange relationships," 
however, the foundations of the model are built on empirical evidence from social 
psychology and contract law and not research conducted in an industrial context. 
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Many of the models reviewed share a number of similarities with each other and also 
with a social psychology perspective cif relationship development, suggesting 
comparable 'discernible' stages or states of development in relationships. Thus, five 
distinct stages in lOR development emerge from the literature (see Figure 2.3). 
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Figure 2.3 Identifying the Stages of Inter-organisational Relationship Development 
Guillet de Dwyer et al Ford (1982) Peterson (1989) Characteristics of stages Similarities across models 
Monthoux (1987) 
(1975) 
Awareness Awareness Pre- No comparable The buying fim1s considers Pre-formation 
relationship stage feasible suppliers 
Romance Exploration Early Acquaintance Attraction to another party in FOID1ation 
relationship order to fulfil some criteria 
Affair Expansion Development Build-up 	 The sale begins and witnesses a Early development 
steady increase of compatibility in 
effective relations 
Marriage Commitment Maturity Continuation 	 Desire to continue the relationship Commitment 
due to high levels of commitment 
in effective relations 
Divorce Dissolution Final Deterioration and The relationship is Relationship Dissolution 
ending devitalised/relationship dissolves 
Adapted from: Guillet de Monthoux (1975), Dwyer et al (1987), Ford (1982) and Peterson (1989). 
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The models reviewed span some twenty-five years of thought concerning buyer-seller 
relationship development in industrial markets. Few models exist that examine the 
development of relationships from both sides of the dyad throughout their lifetime, 
however, a number of stages are discernible. The extant literature proposes that 
greater integration between similar and compatible research topics should take place 
and more empirical research should be undertaken (Halinen, 1998; Palmer and Bejou, 
1994). 
A problem inherent in the extant models that explore lOR development through a 
number of stages is that as well as being relatively few, they offer limited discernible 
constructs. A number of models and frameworks (both conceptual and empirical) that 
explore other aspects of relationship development were examined in order to identify 
the principal constructs in lOR development. 
2.4.2 Constructs in lOR Development 
A number of models make significant conceptual and empirical contributions towards 
better understanding lOR development in an industrial context (e.g. Dwyer et aI, 
1987; Ford, 1980). Many of these models, however, are based on conceptual 
foundations and nearly all use different terminology to describe similar processes or 
activities which indicates a lack of integration and common understanding (Halinen, 
1998). 
Many of the earliest models of lOR development, either conceptual or empirical, lack 
clearly discernible constructs (e.g. Guillet de Monthoux, 1975; Ford, 1980; Dwyer et 
aI, 1987), reSUlting in a significant criticism of many of the relationship development 
models. The IMP (industrial marketing and purchasing) group developed a significant 
and widely referenced interaction model based on a large international study of 
ethnographic evidence (Hakansson, 1982; Turnbull and Valla, 1985). However, 
Wilson and Moller (1988, pp.574-575) argue that " ...Although buyer and seller 
interaction is detailed in some depth ... the constructs are not well defined in terms of 
measurement and operationalisation." 
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The prevailing groups of research often fail to draw upon each other's complementary 
research. A lack of integration complicates the possibility of formulating a singular 
stream of research with a common language that would serve to improve future 
models. In this respect, a significant criticism of both the RM and the IMP interaction 
approach, is that academics across both disciplines fail to recognise each others work. 
As Gummesson (1997, p.l4) notes: "IMP researchers in Northern Europe have kept to 
their tribe more than have Nordic school researchers. IMP researchers rarely mention 
RM, although they are increasingly presenting papers at RM conferences." Mattsson 
(1997) declared that he found it quite strange that two evolving streams of research 
that have so much in common do not overlap. 
There are many similarities between both IMP and RM approaches, as Eiriz and 
Wilson (1999, p.13) note: " ... The relationship marketing and network approaches 
have much in common and are a good compliment to each other." An extended list of 
relationship variables from both theoretical and empirical work carried out by the IMP 
group suggests a number of similarities with that of the evolving RM approach. 
Variables that seemed constant in both fields include: commitment, trust, co­
operation, mutual goals, interdependence/power-imbalance, performance satisfaction, 
comparison level of alternatives, shared technology, adaptation/investment and social 
bonds (Wilson, 1995). For example, 'adaptation' is described in the IMP literature as 
the supplier's adaptation to meet the customer's requirements (Ford, 1982). 
Adaptation is strongly reflected in the RM literature conceptualised as "Looking for 
or granting accommodation within a current rather than a new exchange association, 
the buyer and seller verify their mutual investment in the relationship" (Dwyer et aI, 
1987, p.17). The IMP interaction approach accepts that relationships would often take 
place with a number of parties (principally dyadic), this is not too dissimilar to the 
RM ethos which has been described as " ...Relationships, networks and interaction" 
(Gummesson, 1994) Furthermore, both streams of research recognise that 
relationships require the basic unit of buyer and seller, but subsequently may evolve 
to include more parties in an ever-developing constellation of complex networks 
(Gummesson, 1994). 
Despite being praised as a rich theoretical description of the relationship development 
process, Dwyer et at's (1987) model is based on empirical evidence from social 
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psychology and contract law and not from an industrial context. Furthermore, the 
model pays scant attention to the factors that determine formation and dissolution, and 
also omits to discuss in any detail a number of important dimensions such as social 
bonds and switching costs. The model also treats constructs such as commitment and 
trust as uni-dimensional, whilst subsequent research has shown that these constructs 
are in fact, more accurately measured using multiple measures to reflect their 
complexity (Sako, 1992; Geyskens et ai, 1996). Since its conception, however, Dwyer 
et aI's (1987) model has received widespread endorsement, to the extent that few 
studies that explore IORs omit a reference to their work. The model is regarded as 
defining the evolutionary stages of relationship development in a very effective 
manner (Young et ai, 1996; Clewes and Shardlow, 1997). Despite some disagreement 
about its prescriptive methodology (and relatively unclear operationalisations of 
variables) it is still considered to. be a significant contribution to lOR thought 
(Halinen, 1998). 
Several authors have examined the relationships between manufacturers and various 
channel members (channel models). Frazier (1983) developed a framework for inter­
organisational exchange in marketing channels but failed to offer any empirical 
evidence to support the assumptions of the model. Anderson and Narus (1984) 
developed a channel model, examining the long-term relationships between 
manufacturers and channel members which they later refined (Anderson and Narus, 
1987). Their work is grounded in social exchange theory, drawing upon the works of 
social psychologists Thibault and Kelley (1959) and Homans (1958). The model 
revolves around the concept of the actual outcomes of the interaction in terms of 
rewards and possible costs and these are evaluated against the anticipated quality 
outcome both parties expected. In their model, Anderson and Narus (1984) focused on 
two constructs: comparison level, and comparison level of alternatives. The 
comparison level is defined as the expected outcomes that either party has come to 
expect from a particular relationship based upon present and past experiences with 
other exchange partners. Comparison level of alternatives is conceived as the average 
quality outcome that can be obtained from the best alternative exchange partner. 
Although undoubtedly a significant contribution, the model does not attempt to 
examine the development of relationships through their lifetime, but does indicate that 
relationships may continue due to a lack of feasible alternatives. Anderson and Weitz 
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(1987) examined eleven variables and their relationship with one another in the 
context of channel management. Although this "is one of the more complex models to 
examine relationship development, it neglects to examine reasons for formation or 
dissolution, and treats 'commitment' as a single measure. Subsequent research 
suggests that motives for commitment might be different for each relationship 
(Geyskens et ai, 1996). 
Wilson (1995) generated a conceptual model of buyer-seller relationships that 
integrated a number of 'popular' constructs from a diverse literature base. Wilson 
(1995) conceptualised relationships as evolving through five discernible stages: 
search and selection, defining purpose,setting relationship boundaries, creating 
relationship value, and relationship maintenance. The process model builds on the 
earlier work of Dwyer et al (1987) from the relationship literature and Borys and 
Jemison (1989) from the strategic alliance literature. Wilson (1995) suggested four 
areas that warranted serious attention in future research programmes. The areas 
considered important included: identifying the best reward system to support 
development in relationships, understanding the impact of the negotiation process on 
relationship development, identifying why firms create relationships over time, and 
addressing the factors which cause relationships to dissolve. 
Morgan and Hunt (1994) developed an empirically supported model exploring the 
antecedents and outcomes of commitment and trust that is widely referenced in the 
literature. However, Morgan and Hunt's (1994) treatment of commitment and trust as 
single measures, is in the light of subsequent research, too simplistic. In a more 
advanced model, Ahmed et al (1998) proposed examining the antecedents of 
commitment by treating a number of constructs as multi-dimensional measures rather 
than as uni-dimensional measures. Ahmed et al (1998) conceptualisation casts doubts 
on the results of earlier models that treat dimensions such as commitment and trust as 
single measures. By treating some constructs as multiple measures a higher degree of 
interpretation of relationship development is possible. For example, one can more 
accurately identify the variables that are antecedents of successful relationships. 
Ahmed et aI's (1998) model built on the contribution of other authors in an attempt to 
examine conceptually the influence of a number of factors on commitment and 
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interdependence. Although the model has no clear stages it suggests that some 
constructs should be treated as multi-dimensional measures. In particular, Ahmed et 
al (1998) argued that commitment should be measured as two separate constructs: 
affective commitment (positive based commitment) and calculative commitment 
(commitment based on negative factors such as the level of switching costs) based on 
earlier literature (Geyskens et aI, 1996). Furthermore, Ahmed et al (1998) suggest that 
the traditional view of trust as a global 'goodwill' measure is likely to be inaccurate, 
instead prescribing Sako's (1992) multiple measure approach. Sako (1992) suggested 
that in order for trust to be measured accurately it should focus on three elements: 
goodwill trust (positive trust), competence trust (trust in partners management 
capabilities) and contractual trust (the belief that the other party will adhere to written 
and oral contracts). Ahmed et al (1998) argue that previous research may be 
misinterpreting relationships unless it is understood that some constructs are multi­
dimensional. 
2.5 Conclusions 
Few models of lORs offer clearly operational variables or constructs. Previous 
empirical studies of relationship development may even become obsolete as the 
literature now accepts that many of the constructs of relationship development should 
be treated as multi-dimensional or else risk misinterpreting relationship development 
(Ahmed et aI, 1998). Despite this, there is currently no model that examines lORs 
from pre-formation to dissolution which treats specific constructs (where necessary) 
multi-dimensionally. Over two decades have passed since some of the earliest 
conceptions of relationship development, however, a number of key questions remain 
unanswered (Wilson, 1995; Eiriz and Wilson, 1999; Perrien et ai, 1995). 
The models that exarmne aspects of relationship development offer a wealth of 
constructs that in many cases are common to other studies in the area. Figure 2.4 
highlights the disparate nature of the numerous constructs espoused within the 
literature. 
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F' 2.4 Construct dS 
Author and Model 
Guillet de Monthoux (1975) 
The mating process of industrial 
organisations 
Hakansson (1982) 
Industrial Marketing and 
Purchasing: Interaction approach 
Ford (1982) 
Manufacturer-overseas distributor 
relationshi2s 
Frazier (1983) 
Inter-organisational relationships 
in marketing channels 
Anderson and Narus (1984; 1987) 
Manufacturer-distributor working 
partnerships 
Wilson and Mummalaneni (1986) 
Framework of relationship 
development 
Dwyer, Schurr and Oh (1987) 
Relationship development process 
. fflnt 	 I Model dF k 
Methodology Constructs 
Cross-sectional interviews No clearly discernible constructs 
Cross-sectional interviews 	 Trust, co-operation, conflict, expectations, organisational 
factors, individual factors, environmental factors, 
Cross-sectional and survey data 	 No clearly discernible constructs 
Cross-sectional interviews 	 No clearly discernible constructs i 
I 
Survey (quantitative) 	 Level of alternatives, manufacturer control, conflict, 
satisfaction, satisfaction, communication, co-operation, trust, 
N/A 	 Trust, age of relationship, outcomes (e.g. performance), 
transaction costs, investment, social bonding, level of 
alternatives 
N/A 	 Trust, Power, dependence, communication, investment, social 
bonding, expectations, norm development, governance 
structures 
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Figure 2.4 Constructs and Sources of In ter-organisational Models and Frameworks (Con tin ued) 
Author and Model 
Anderson and Weitz (1987) 
A model of hypothesised 
relationships 
Frazier, Spekman and O'Neal 
(1988) 
Just-in-Time exchange 
relationships 
Morgan and Hunt (1994) 
Antecedents of commitment and 
trust 
Wilson (1995) 
Framework of relationship 
development 
Ahmed et al (1998) 
International buyer-seller 
partnership performance 
Methodology 
NIA 
NIA 
Survey (quantitative) 
NIA 
NIA 
Adapted from Wilson and Moller (1988) and Halinen (1998) 
Constructs 

Trust, support provided, negative reputation, goal congruence, 

age of relationship, perceived continuity of relationship, power 

imbalance, cultural similarity, communications, stakes, 
 I 
I 
perceived competence 
Outcomes (e.g. performance), transaction costs, investment, 
level of alternatives, replaceability, expectations, organisational 
factors, environmental factors, norm development, exchange 
Trust, power, communication, outcome (shared benefits), co­
operation, functionality of conflict, commitment, ease of 
tennination, uncertainty, opportunistic behaviour, termination 
costs 
Trust, power, dependence, outcome, investment, social 
bonding, level of alternatives, commitment, reputation, goal 
congruence, co-operation, 
Reputation, time, culture, goodwill, partner fit, competence 
trust, contractual trust, goodwill trust, communication, 
calculative commitment, affective commitment, performance 
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The discussion so far has outlined that there are numerous approaches to describe the 
development of relationships reflected in the work of the IMP group (e.g. Hakansson, 
1982), channel model theorists (e.g. Anderson and Narus, 1984; 1987), and those 
advocating inter-organisational buyer-seller relationship development (e.g. Dwyer et 
aI, 1987; Morgan and Hunt, 1994). Despite some similarities, there still remain 
differing interpretations of the constructs used, and even in circumstances where 
constructs are labelled as the same in two models, their definition and 
operationalisation may vary (Wilson and Moller, 1988). In many cases studies that are 
often complementary fail to acknowledge one another despite being underpinned by 
similar constructs. In the case of many of the constructs listed in Figure 2.4, however, 
there is a narrow theoretical proximity between many of them. 
It is clear from previous research that the theoretical underpinnings and constructs for 
each model of relationship development often differ significantly (due to some extent 
to the differing schools of thought). Despite this divergence, it may be necessary for 
researchers who attempt to generate models of relationship development to use 
wherever possible, constructs that are reflected in the work of others, focusing on the 
more salient and consistently reported constructs. In attempting to do this a more 
coherent theory may emerge. 
It is hard to identify what the principal constructs of a model of relationship . 
development should be, or indeed to attempt to prioritise them. However, there appear 
to be some constructs that are reported repeatedly. The most popular constructs 
appear to be trust, power, communication, investment, social bonding, level of 
alternatives, commitment and outcomes, or performance. These constructs appear in 
many models of relationship development from a number of schools of thought. This 
is by no means an attempt to prioritise the constructs of relationship development and 
to discard others, but instead, to develop some kind of foundation on which a 
subsequent model of lOR development might be based. It is acknowledged, however, 
that these constructs may differ in both definition and operationalisation between 
studies. 
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2.6 Development and Dissolution in Inter-organisational Relationships 
2.6.1 Introduction 
There are a number of discernible stages through which relationships develop (see 
Figure 2.3). Each relationship, however, will undoubtedly comprise a number of 
different antecedents that drive its success or failure. As identified earlier in the 
discussion, despite the common ground shared between models of buyer-seller 
relationship development, both empirical and conceptual, almost all work conducted 
in the area uses a different vocabulary to interpret and describe their assumptions. The 
purpose of this review, therefore, is to draw together the key variables at each stage of 
a hypothesised relationship development process. The discussion follows a number of 
stages of relationship development elicited from the extant literature (Dwyer et ai, 
1987; Bennett, 1996; Ford 1980,1982; Ford and Rosson, 1982) (highlighted in Figure 
2.3). Furthermore, it focuses on the most widely reported variables elicited from the 
literature and suggests the relationships between these variables in order to produce a 
hypothesised model of inter-organisational relationship development. 
2.6.2 Facilitators of Awareness Pre-Relationship Formation 
The pre-formation (or awareness) stage appears in several models of lOR 
development (e.g. Ford, 1980; Dwyer et ai, 1987). It is posited that this stage in 
relationship development is characterised by 'positioning' activities that are carried 
out unilaterally by each party in order to enhance their attractiveness, with no formal 
relationship structure or framework existing (Dwyer et ai, 1987). However, the factors 
that determine awareness in IORs have not previously been examined in any great 
detail. Furthem10re, the point at which the relationship between buyer and seller 
actually begins is not entirely clear within the literature: some contend that it may be 
when an advertisement is seen by the customer or by some form of promotional 
activity (Stewart, 1997). 
In one of the earliest models of relationship development, Guillet de Monthoux 
(1975) proposes that the first stage of relations, 'romance', is characterised by the 
buying company considering quotations from a number of prospective suppliers 
principally facilitated through the direct contact of sales people. Ford (1980) offers 
more detail of this stage in relations, suggesting that buying companies suffer from 
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'inertia' or a reluctance to seek new sources of supply. Instead, finns rely on previous 
experience in order to alleviate their feelings of uncertainty. The notion of previous 
experience has also received support from other studies (Young and Danize, 1995). 
Ford (1980, p.341) argues that: "Experience in existing and previous relationships 
provides the criteria by which the potential and performance of a new partner will be 
judged... " If finns really do suffer from inertia (as the literature suggests), then it is 
more likely that previous experience or knowledge, is a strong motivator for the 
awareness of feasible suppliers. 
In their model of buyer-seller relationship development, Dwyer et al (1987) offer little 
detail concerning the first stage of their conceptual framework 'awareness', instead, 
suggesting that awareness is chiefly facilitated by situational proximity (propinquity) 
and the recognition that a particular party would make a feasible exchange partner. As 
markets become increasingly global, and competition accelerates, many buying finns 
will have a wide experience of a number of feasible suppliers (e.g. through tenders for 
contracts or tradeshows), therefore, the proximity of fim.s seems unlikely to be a 
principal trigger of awareness. 
The literature indicates that one of the key factors for gaining awareness (and possibly 
choosing suppliers) is through referrals from satisfied customers (Young and Danize, 
1995). Referral sources have been espoused as a key aspect of relationship theory in 
terms of not just trying to attract and maintain customer relationships often over long 
periods of time, but also to use satisfied partners as vocal advocates for the company 
(Christopher et aI, 1991). Morris (1994) identified that a powerful referral system can 
allow companies to use advertising budgets more strategically with existing 
customers. Satisfied customers tend to infom1 other prospective customers. As a 
result, satisfied customers are posited to not only act as a referral source but also to 
lead to increased repeat purchase, resulting in lower costs associated with satisfying 
existing customers as opposed to the costs of attracting new ones (Conrad, 1997; 
Evans and Laskins, 1994). 
Trade shows have been cited as a key method of gaining awareness of feasible 
partners, particularly in international markets with a geographically dispersed 
customer base. Despite this, their effectiveness as a method by which to generate 
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awareness III international settings has been questioned (Ponzurick, 1996). Other 
methods that have received limited attention in a relational context include direct 
contact (Hedaa, 1994), and connections through family and friends (Johnston, 1988). 
More traditional methods such as advertisements and pUblicity have been described as 
relatively useless for facilitating awareness (Young and Danize, 1995). 
In conclusion, few studies have empirically examined pre-formation, often focusing 
instead on more advanced stages of development, particularly the antecedents of 
commitment. The relationship development process needs to be examined holistically 
if a common understanding of relationship evolution is to be attained. Implicit within 
this is the activities of firms prior to the initiation of a relationship. Understanding the 
factors that facilitate awareness allows suppliers to target their efforts without wasting 
time and valuable resources on methods that do not work. The literature suggests a 
number of activities firms engage in to facilitate awareness (see Figure 2.5). 
Figure 2.5: Facilitators for Awareness at a Pre-relationship State 
Facilitator Relevant literature 

Connections through family and friends Johnston (1988) 

Direct contact Hedaa (1994) 

Previous experience Young and Danize (1995); Ford (1980) 

Promotional activity (e.g. advertisement) Young and Danize (1995) 

Propinquity DW-'-yer et al (1987) 

Referral/recommendation Young and Danize (1995), Morris (1994), 

Christopher et al (1991) 
Trade shows/conferences Ponzurick (1996) 
Source: complIed by the author 
Therefore, the following is proposed: 
Proposition 1: Firms will have a greater awareness of possible suppliers 
through a variety of sources including referral sources, direct contact, 
promotional activities, connections through family and friends, previous 
experience, propinquity and tradeshows. 
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2.6.3 Determinants of Inter-Organisational Relationship Formation 
The emphasis or focus within the literature on IORs has predominantly been 
concerned with the structure of interactions at advanced stages of development rather 
than the examination of the formative stages of evolution such as reasons for 
relationship formation (Dabholkar et aI, 1994; Gruen, 1997). Discrete or transactional 
exchanges form due to factors such as price and delivery issues, however, it is not 
entirely clear what factors drive firms to form long-term relationships (Eiriz and 
Wilson, 1999). It is likely that in relational exchange a more complex set of factors 
operate. Fiocca (1982) argued that industrial marketing strategy must include the 
analysis of customers and their relative attractiveness, however, what constitutes 
attraction is a subj ective issue unique to each organisation, reflecting each 
organisation's specific needs. 
A number of determinants (or reasons) for relationship formation have been offered 
disparately within the literature, however, in many instances these determinants are 
taken from non-marketing disciplines (e.g. human romantic relations from the 
discipline of social psychology) or else have not been empirically examined 
satisfactorily in an industrial context. 
It has been argued that in the 1990s customers expect advanced technology, so that 
product and price are no longer sufficient to attract and maintain them, thus, reflecting 
the paradigmatic shift from transaction oriented policies to relationship oriented 
strategies (Barnes and Glynn, 1993). In a transactional exchange both parties will seek 
some semblance of compatibility in resources, and awareness of the other party's 
goals that will be driven by some need. However, the prerequisites for transactional or 
discrete exchange are related to short-term factors such as pricing and delivery, with 
little or no joint effort (Dwyer et ai, 1987). Relational exchange should encompass 
factors that embody long-term exchange, and in doing so, should separate discrete or 
transactional marketing from RM. Although an empirical awareness of the 
determinants of formation is limited, some suggestions from the literature are now 
examined. 
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Ralinen (1994, cited in Tyler, 1997) identified three pre-requisites for forming a 
relationship: complementary needs and resources, personal awareness of the other 
party's goals, and common interest in building an exchange relationship. In relational 
exchange, however, it is likely that a more complex set of variables determine 
formation. Oliver (1990) suggested six determinants of formation in a variety of inter­
organisational relationships (Figure 2.6) and stressed the need for empirical evidence 
to examine what factors drive formation in a variety of relationships. Oliver considers 
a variety of relationship types that include formation between trade associations and 
agency-sponsor linkages, however, Oliver makes no reference to long-term 
relationships between buyers and sellers in an industrial context. Despite this, the six 
contingencies Oliver suggests appear transferable and compatible with relational 
exchange. 
Figure 2.6: Determinants of Inter-Organisational Relationship Formation 
Factor Authors assumJ!tions Relational translation 
Asymmetry To weaken the power Collaboration, joint efforts 
exerted over the 
organisation by another 
through specific activities 
Efficiency The relationships benefits Increased quality, monetary 
outweigh its costs savll'!gs 
Legitimacy To enhance the Attracting a key account 
organisations reputation with considerable market 
status 
Necessity Regulation in law requires Only one supplier of 
firms to purchase certain product in market 
goods or services 
Reciprocity Influenced by the amount of Desire to attract specialised 
shared values and that they knowledge 
pursue common mutual 
goals: sharing expertise and 
specific knowledge 
Stability Minimising the effects of a Stability by using 
turbulent market or relationship partner 
environment through long-
term relationships 
Adapted from OlIver (1990) 
In a current relationship either party may act as a catalyst for forming a new 
relationship, and equally, either might take the initiative in seeking a new exchange 
partner. This can be the result of a negative episode in a current relationship (Ford, 
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1980). Negative incidents might be attributable to opportunistic behaviour by one 
party. As Bennett (1996) notes, formation may also be due to more attractive 
alternative sources with superior products or more competitive prices. Factors such as 
lower prices from competitors are strong motives for switching behaviour and a 
common reason for ending a current business relationship regardless of whether it is 
based on a relational paradigm (often long-term committed exchanges) or 
transactional paradigm (often short-term). Compared with transactional or discrete 
exchange, formation factors in relational exchange should differ. For example, the 
lifetime value of the relationship has been espoused as a strong formation motive 
(Jackson, 1985; Reichheld and Sasser, 1990). Longevity in buyer-seller relationships 
should provide a combination of benefits much sought after, such as competitive 
advantage, collaboration etc. Morgan and Hunt (1994) argue that experience is a 
strong motivator for relationship formation, positing that firms are likely to resurrect 
relationships and indeed form new ones on the basis of their knowledge of the 
prospect. 
Bennett (1996) examined why people and things are liked, transferring the basic 
tenets of research conducted in social psychology and behavioural exchange theory to 
relationship formation in consumer RM. Bennett suggested the following factors 
motivate formation in consumer relationships: 
1. Propinquity (customers are most attracted towards entities perceived as closest 
to them), 
11. Mutuality (customers believe that they are held in esteem by the supplier), 
111. Goal interdependence (desire to build a relationship), 
IV. Monetary value/savings, 
v. Increased service, 
vi. Status ofpartner, 
V11. Being regarded as a valued customer, 
V11l. Validation of the propriety of the individual's attitudes; and 
IX. Contact with the firm that is accompanied by pleasurable experiences and/or 
the gratification of personal self esteem. 
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Grounded in the consumer RM arena, Bennett (1996) provides a conceptualisation of 
the reasons to form lasting relationships. Bennett (1996) argued that propinquity is a 
strong formation driver, whereas in reality, propinquity may serve as little more than 
an awareness enhancing factor (Dwyer et aI, 1987). 
Dwyer et al (1987) also drew on a body of work from the interpersonal attraction or 
social psychology literature, suggesting that attraction may be attributable to factors 
such as perceived similarity of beliefs, values or personalities, and also 
complementary resources (which might include money, information, services etc.). 
These factors are deigned to encourage " ... Favourable perceptions of benefits and 
burdens" (Dwyer et aI, 1987, p.l6). The social psychology literature recognises a 
number of reward sources (John, 1984; Lusch and Brown, 1982) leading Lott and Lott 
(1974, cited in Dwyer et aI, 1987) to classify three reward categories that may lead to 
attraction: 
1. 	 Rewards directly provided by the other party (e.g. customer makes payment, 
functional benefits of the product or offering), 
11. 	 Characteristics of other as a source of reward (e.g. receiving positive benefits 
due to being linked with another party. For example, being "...an official 
sponsor of the 1984 Olympics" (Dwyer et aI, 1987, p.16); and 
111. 	 Other's attitude similarity as a reinforcement of own competence (e.g. 
building bonds with the prospect). 
These reward categories are judged to be both tangible and intangible gratification's 
of association, and their value is judged relative to costs that occur, e.g. economic 
costs (money, inconvenience) and social deterrents (Dwyer et aI, 1987). 
In one of the few empirical studies in an industrial context, Paliwoda and Druce 
(1987) identified twenty-nine supplier selection criteria which can be grouped into 
seven broad categories of determinants consistent with Oliver's (1990) determinants 
of formation (Figure 2.7). 
46 

Figure 2.7: Criteria for Selection of Suppliers' 
Category Selection criteria 
Product related factors Product quality relative to price, product machine ability, 
consistent product quality, competitive price, carton 
quality matches customer product quality, financing and 
credit terms, extensive product line of supplier. 
Asymmetry Possibility for joint product development, supplier 
willingness to adapt products, supplier willingness to 
adapt procedures. 
Service Pre-sales technical consultancy service, ability to analyse 
customer needs, after-sales technical consultancy 
service, access to supplier's technical staff, pre-sales 
commercial consultancy service, availability of 
(supplier) marketing staff. 
Efficiency Short delivery lead-time, punctual delivery, accurate 
execution of order, rapid enquiry handling. 
Desire to build a Regular contact with supplier co. salesperson, social 
relationship contacts with supplier personnel, personal friendships, 
access to senior management. 
Reciprocity Technical knowledge of supplier marketing and sales 
department, supplier understanding of how customer 
operates, supplier understanding of customer markets, 
willingness to provide commercial information about the 
carton industry. 
Legitimacy Reputation of supplier. 
Source: adapted from Paliwoda and Druce (1987, p.1S) 
Paliwoda and Druce's (1987) study of the French and British carton industry provides 
one of the most comprehensive studies of selection criteria. Their study revealed that 
factors pertaining to the product rated most highly with consistent product quality, 
product quality relative to price, and carton quality matches customer product quality 
as the top three selection criteria for suppliers. 
Identifying the factors which drive relationship formation is a key area of relationship 
development, allowing buyers and suppliers to select appropriate positioning 
strategies to adopt at the formation stage in order to increase perceived attractiveness 
(Bennett, 1996). The literature suggests a number of disparately reported determinants 
of formation from a variety of disciplines (Figure 2.8). 
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Figure 2.8: Determinants of Relationship Formation in a Variety of Settings 
Determinants for Author(s) Methodology Context 
Relationship Formation 
Negative episodes in Ford (1980) Empirical Interaction approach 
existing relationships 
Life time value Jackson (1985), N/A Industrial! service 
Berry (1983) i relationships 
Direct rewards Dwyer et al N/A Interpersonal 
Status of other (1987) attraction literature 
Others attitude 
Product related factors, Paliwoda and Empirical Industrial 
Asymmetry, Service, Druce (1987) relationships 
Efficiency, Desire to build 
a relationship, Reciprocity, 
Legitimacy 
Asymmetry Oliver (1990) N/A lOR literature - trade-
Reciprocity association, agency-
Necessity sponsor linkages etc. 
Stability 
Legitimacy 
Efficiency 
Experience of partner Morgan and N/A Buyer-Seller 
Hunt (1994) Relationships 
More attractive alternatives Bennett (1996) N/A Social psychology 
Increased service literature, behavioural 
Propinquity exchange theory 
Mutuality 
Goal interdependence 
Monetary value/savings 
Status 
Useful information 
Regarded as valuable 
customer 
Validate customers attitude 
Pleasurable experience 
Gratification/self esteem 
Complementary needs Halinen (1994) Empirical Buyer-Seller 
Awareness of others goals Relationships 
Common interest in 
building a relationship 
Figure 2.8 indicates that empirical research dedicated to examining the determinants 
of lOR formation is limited. Figure 2.8 also indicates that these determinants of 
formation can be categorised into a number of common groups, as many of the 
motives for formation overlap (see Figure 2.9). 
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Figure 2.9: Categorising the Determinants of Formation 
Determinants for 
Relationship 
Formation 
Asymmetry 
Desire to build 
relationship 
Efficiency 
Legitimacy 
Necessity 
Negative episodes 
in existing 
relationships 
Previous experience 
Product related 
factors 
Reciprocity 
Service and support 
Stability 
Characteristics 
Collaborative project development ­
joint solidarity and efforts, 
Compatibility with others attitude 
Gain advantage through large volumes, 
cost saving, direct rewards 
Reputation in market, status of partner 
Only supplier of product 
Frustrations with existing suppliers 
Prior knowledge ofprospects 
feasibility as relational partner 
Product quality 
Specialist knowledge, complementary 
needs 
Technical support 
Long-term stability in source of supply 
Author(s) 

Oliver (1990), Paliwoda 

and Druce (1987) 

Tyler (1997), Lott and 

Lott (1974), Bennett 

(1996), Paliwoda and 

Druce (1987) 

Oliver (1990), Lott and 

Lott (1974), Bennett 

(1996), Paliwoda and 

Druce (1987) 

Oliver (1990), Lott and 

Lott (1974), Bennett 

(1996), Paliwoda and 

Druce (1987) 

Oliver (1990) 

Ford (1980), Bennett 

(1996) 

Morgan and Hunt 

(1994) 

Paliwoda and Druce 

(1987) 

Oliver (1990), Tyler 

(1997), Bennett (1996), 

Paliwoda and Druce 

(1987) 

Bennett (1996), 

Paliwoda and Druce 

(1987) 

Oliver (1990) 

Few empirical studies exist that examine lOR formation triggers in long-term buyer­
seller relationships (Eiriz and Wilson, 1999). Besides the issue of relative empirical 
neglect, many studies only offer evidence for a small number of formation factors, 
when in reality, there may be a large number of motives that determine relationship 
formation. Therefore, the evidence suggests that little advancement in thought has 
been made since Guillet de Monthoux's (1975) conceptual model of business 
relationships that paralleled humanistic romantic relations. 
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Therefore, the following is proposed: 
Proposition 2: Product and pnce factors are not sufficient to attract 
prospective buyers. IORs will fonn due to a number of other factors 
including a desire for product collaboration or to attain greater levels 
efficiency. 
2.6.4 Early Relationship Development 
After fonnation, lORs may develop into a second discernible stage of evolution that is 
characterised by the beginning of the sale, and exchange of resources and goods. At 
this point, both parties can evaluate the other member of the dyad to ascertain the 
worth of the exchange (Ford, 1980). Dwyer et al (1987) present two stages that 
represent early relationship development in their model, and that, may be compressed 
into one stage in the case of many exchanges: exploration (trial and evaluation) and 
expansion (expanding the sale). Dwyer et al (1987) suggest that communication, 
power, trust and social bonding are constructs that develop in early exchange. At this 
stage of development, these constructs will shape the manner in which a relationship 
evolves, and the type of commitment the exchange is ultimately based upon. 
Relationships may develop into exchanges characterised by positive feelings and 
mutual liking (i.e. affective commitment); however, they may equally develop into 
relations characterised by negative feelings and a desire to continue the exchange 
based on the fear of withdrawal (i.e. calculative commitment) (Geyskens et aI, 1996). 
The literature offers evidence to support a number of key antecedents of commitment 
at the stage of early relationship development. Power has been described as one of the 
primary factors in stimulating growth and evolution in relationships (Dwyer et aI, 
1987; Hansen, 1997). Both members of the dyad will enter into a relationship with 
different levels of power and as most relationships tend to be asymmetric, the greater 
degree of power will be at the disposal of the buying organisation (Dahl, 1957). 
Often due to the complexity of purchase in many relationships, buyers and sellers 
forge personal friendships or social bonds (Wilson, 1995). Social bonds (or ties) have 
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been described as a key driver of relationship success, and a strong motivator in 
developing commitment in relationships (Turnbull, 1987). 
Trust is considered to be an important aspect of relationship development and a 
powerful antecedent of commitment (Morgan and Hunt, 1994; Dwyer et ai, 1987; 
Wilson, 1995). Furthennore, trust helps facilitates relationship evolution and is one of 
the factors that separates transactional-based exchanges from IORs. 
The fourth construct, communication, is regarded as being an important antecedent of 
trust (Ahmed et ai, 1998; Morgan and Hunt, 1994). These factors are now examined 
in greater detail. 
2.6.4.1 Social Bonds 
Although a number of different types of bonding are considered within the extant 
literature (e.g. structural bonding, Wilson, 1995), the type of bonding most often 
alluded to in long-tenn relations is social bonding. Social bonding is posited to consist 
of "...Getting to know each other activities, which adds the critical human dimension 
to the relationship" (Morgan and Hunt, 1994, p.25). Social bonding has been espoused 
as a key driver of relationship success by a number of marketing scholars (Wilson and 
Mummalaneni, 1986; Mummalaneni and Wilson, 1991; Turnbull, 1987), and it is 
considered to precede commitment in long-term buyer-seller relationships (Wilson 
and Mummalaneni, 1986; Rylander, Strutton, and Pelton, 1997). Despite this, some 
empirical studies examining inter-organisational relationship development omit a 
measure of social bonds from their research agenda (e.g. Morgan and Hunt, 1994; 
Kalifatis and Miller, 1998; Ahmed et ai, 1998). 
Buyers and sellers that enjoy strong personal friendships are regarded as being more 
committed in continuing relations (Wilson and Mumrnalaneni, 1986; Rylander, 
Strutton, and Pelton, 1997). As an exchange develops social bonds may be based on 
the premise that it is easier to conduct and maintain a complex relationship with an 
individual or individuals from an organisation one is familiar with, and likes. 
In more complex buying situations Han and Wilson (1993) found evidence to suggest 
that social bonding did not contribute to buyer-seller commitment. Turnbull and 
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Wilson (1989, p.233) concluded that social bonds are easier to break into "...As a 
buyer cannot justify an inferior decision based on a friendship." It has been argued, 
however, that social bonds may make a difference in supplier choice if the number of 
alternatives is similar to the current supplier, therefore, creating a substantial barrier to 
competition (Turnbull and Wilson, 1989). There is, however, little empirical evidence 
to suggest a relationship between social bonds and the different motives for 
commitment. 
Despite the dearth of empirical evidence to indicate a link between social bonding and 
commitment, it seems likely that relationships reaching a stage of affective 
commitment may experience greater levels of social bonding due to the feeling of 
goodwill and mutual 'liking' enjoyed between members of the dyad. Relationships 
that become grounded more heavily in calculative commitment are likely to 
experience lower levels of social bonding due to a relatively lessened regard for one 
another between actors in the dyad. 
Proposition 3: Affectively committed relationships will have high levels of 
social bonding 
Proposition 4: Calculatively committed relationships will have low levels of 
social bonding 
2.6.4.2 Trust 
Trust has often been regarded as an uni-dimensional construct based on benevolence 
or mutual liking, and is described as one of the key antecedents of commitment 
(Morgan and Hunt, 1994). Trust has been defined ina number ofways. Cowles (1996, 
p.9) considered trust to be " ...A belief in the other partner's trustworthiness that 
results from the expertise, reliability or intentionality of that partner". Dion et at 
(1995) argued that trust is a binding force, suggesting that an understanding of how 
trust is developed would be significantly valuable to purchasing and sales managers. 
Cowles (1996) suggested that trust is not always essential in all marketing 
relationships. Trust can only realise its potential when it is shared or perceived to be 
important by both buyer and seller, and also when there is a degree of vulnerability 
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and uncertainty to the exchange (Han et aI, 1993). In discrete, short-term transactions 
the absence of trust is not likely to be regarded as a failing in the exchange, or even a 
priority, just as long as considerations such as terms of payment and delivery are met. 
Mackenzie and Hardy (1996) argue that trust develops throughout the relationship, 
positing an initial trust before the exchange takes place that gradually develops after 
the completion of a particular transaction and increases in successive transactions. It 
has also been argued that trust is similar to commitment, in that it is not necessarily 
active at an organisational level, but rather, at an individual level (Rylander, Strutton, 
and Pelton, 1997). 
The literature has largely defined trust as confidence in the intentions of a partner with 
the perception that a partner will behave honestly or 'benevolently' (Morgan and 
Hunt, 1994). However, defining trust as an uni-dimensional construct has been 
described as inaccurate. Sako (1992) identified three types of motivation for trust that 
affords greater interpretative power: contractual trust, competence trust, and goodwill 
trust. Contractual trust is posited to exist when partners fulfil agreements, (e.g. oral 
agreements). Sako (1992, pA3) suggests that contractual trust " ... Rests on the moral 
norm of honesty and keeping promises ... " Competence trust is described as a " ... Pre­
requisite for the viability of any repeated transaction" (Sako, 1992, pA3) and is 
concerned with the belief or expectation that a partner will be able to perform their 
allotted role. The third type of trust, goodwill trust, is a more nebulous factor referring 
to a belief that partners will act honestly and in a way that benefits both exchange 
partners (Morgan and Hunt, 1994). 
It has been argued that it is vital to differentiate and understand the three elements of 
trust, thus, allowing for a more detailed interpretation of the levels and types of trust 
in relationships (Ahmed et a1, .1998). However, scant empirical evidence exists that 
asserts which type of trust influences the different motives for commitment. Ahmed et 
a1 (1998) posit, in their conceptual model, that goodwill trust would be a key 
antecedent of affective commitment due to the associated goodwill or positive nature 
of the exchange compared with calculatively committed relationships. Ahmed et al 
(1998) also argue that competence and contractual trust are strongly related to 
ca1culati ve commitment owing to an emphasis on performance and regulatory issues 
53 

rather than on positive goodwill factors. However, these assumptions have not been 
supported by empirical examination. 
Proposition 5: There will be a greater link between affective commitment and 
goodwill trust than between goodwill tmst and calculative commitment. 
Proposition 6: There will be a greater link between calculative commitment and 
contractual trust and competence trust than between contractual trust and competence 
trust and affective commitment. 
2.6.4.3 Power 
In buyer-seller relationships the theory concerning 'power' is largely derived from the 
social psychology literature, which asserts that one party has power over another 
when it can get that party to do something it would not normally do (Dahl, 1957). 
Nevertheless, management theorist Porter does refer to the growing bargaining power 
of buyers' and suppliers' (Porter, 1980). The social psychology literature recognises a 
number of power sources or 'bases', which includes reward power, coercive power, 
referent power, legitimacy, expertise power and informational power. Dwyer et aI's 
(1987) conceptual framework of buyer-seller relationships is visibly influenced by the 
work of social psychologists such as Dahl (1957), Emerson (1962), and Thibaut and 
Kelley (1959), who advocate that power can be applied in terms of just or unjust 
actions. Applying power to a weaker party must be rewarded if animosity and 
dissolution is to be avoided. Studies of power, however, remain largely theoretical 
and conceptual. It is therefore, currently unclear how power affects relationship 
development and growth. 
There is support within the literature for the assertion that power can be used in both a 
positive (just) manner to enhance relationships (Frazier and Anti a, 1995) and in a 
negative manner (unjust) to coerce (Hansen, 1997). There also appears to be a 
common consensus with to regards power, that it is present in all relationships, not 
just limited to those relationships perceived to be asymmetrical (Frazier and Antia, 
1995, p.325; Blois, 1996; Gummeson, 1994). Furthermore, power has been c;l.escribed 
as one of the primary driving factors in understanding how relationships develop 
(Hanmer-Lloyd, 1996; Dwyer et ai, 1987). 
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The concept of power in buyer-seller relationship development is a complex and 
important issue (Hansen, 1997), and one that is occasionally omitted from models 
pertaining to examine the antecedents of commitment (Ahmed et ai, 1998). Power has 
been crudely described as one party's ability to get another party to do something it 
would not normally do, thus, equating power to an authoritative control mechanism 
(Dahl, 1957; Weitz and Jap, 1995). Ford (1989) suggests that he who has the greater 
power has the better chance of imposing his definitions, thus, forming what is 
acceptable within the parameters of the relationship - what the party with the greatest 
power has the influence to achieve. Although it is pointless to assert that one party has 
power, unless it is stipulated over whom (Emmerson, 1962). 
Despite power being described as an important component of relationship 
development there is no evidence to suggest how reliance on a particular power action 
(just or unjust) leads to a particular type of commitment. Nevertheless, if a 
relationship is to develop into a committed exchange characterised by affective 
commitment or positive behaviour, it seems improbable that this type of commitment 
will evolve if the relationship has witnessed greater levels of unjust exercises of 
power. Similarly, relationships that are based on more unjust power actions are likely 
to lead to ill will between both members of the dyad, and as such, will have an 
increased propensity to develop into a relationship based on relatively higher levels of 
calculative commitment. 
Proposition 7: Affectively committed relationships will experience higher 
levels ofjust power actions. 
Proposition 8: Calculatively committed relationships will experience higher 
levels of unjust power actions. 
2.6.4.4 Communication 
Relational behaviour has been characterised by the content of its positive two-way 
communication, which is advocated to be strongly related to relationship quality 
(Leuthesser, 1997). Communication has been described as a method of distributing 
benefits and burdens with a focus on the conveyance of"... Wants, issues, inputs and 
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priorities" (Dwyer et ai, 1987, p. 17). Anderson and Narus's (1990, p.44) definition 
supports this: " ...The formal as well as informal sharing of meaningful and timely 
information between firms." It has been argued that if relationships are to survive this 
stage, intimate disclosure must be reciprocated (Cozby, 1973, Davis and Skinner, 
1974). 
Considerable research has been undertaken in inter-organisational relationship 
development concerning communication. Morgan and Hunt (1994) assert that 
communication fosters trust by " ...Assisting in resolving disputes and aligning 
perceptions and expectations" (p.2S). Anderson and Narus (1990) and Anderson and 
Weitz (1989) support this assertion suggesting that communication is a key 
antecedent of trust. However, this assertion is based on a more 'global' measure of 
trust that considers the dimension to be based on benevolence or goodwill factors, 
despite evidence from the literature suggesting that trust can be more accurately 
viewed as a number of important separate elements (e.g. Sako, 1992). Research in the 
area has yet to identify which types of trust are more positively influenced by 
communication. 
Ahmed et al (1998) maintained that contractual trust evolves as a result of adherence 
to written and oral agreements which is directly linked to the degree of 
communication between actors in a dyad. They suggest that greater two-way 
communication will influence the contractual trust dimension " ... As increased 
effective communication will help firms in a partnership to abide by their agreements" 
(p.138). However, it may be the case that all types of trust are strongly related to the 
level of communication in a relationship. 
Proposition 9: The level of communication between members of the dyad 
influences contractual trust. 
In conclusion, a number of antecedents of commitment can be identified at a stage of 
early relationship development. The most integral variables in relationship 
development at this stage include: power, trust, communication and social bonds. In 
many instances it is not clear how these dimensions help or hinder an lORs evolution. 
However, it seems likely that these variables lead to different forms (or motives) for 
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commitment. Despite these elements of relational exchange having been heralded as 
important antecedents of commitment, it is still unclear how they determine the future 
characteristics of a relationship. 
2.6.5 Relationship Commitment 
Commitment has been viewed as central to RM and lOR development (Morgan and 
Hunt, 1994). It has been asserted that commitment is critical in distinguishing 
" ...Social from economic exchange" (Cook and Emerson, 1978, p.728) and in this 
respect it is a good indicator of the existence of a 'relationship' and serves to separate 
relational from transactional exchange. Commitment is regarded as the apotheosis of 
relationship development and is often characterised by investment by both parties 
with the preclusion of alternative sources of supply (Dwyer et ai, 1987; Guillet de 
Monthoux, 1975). 
Commitment (and its associated dimensions) is one of the most widely researched 
aspects of relational exchange. Studies of commitment have included: the antecedents 
of commitment (e.g. Morgan and Hunt, 1994; Kalifatis and Miller, 1998), 
examination of the social and economic factors that measure commitment (e.g. 
Geyskens et aI, 1996; Ahmed et aI, 1998) and several conceptual studies (e.g. Wilson, 
1995). 
2.6.5.1 Motives for Commitment 
The essence of RM is the creation of successful relationships with buyers and sellers 
that often require high levels of trust and commitment (Morgan and Hunt, 1994). 
However, numerous attempts have been made to define commitment. Commitment 
has been defined by some as the desire for relationship continuation, albeit rather a 
simplistic notion of a complex construct (Young and Danize, 1996; Anderson and 
Weitz, 1992). Commitment has also been considered as a willingness to rely on an 
exchange partner in whom one has confidence (Lewin and Johnston, 1997). A larger 
number of authors have argued that implicit and explicit pledges (i.e. investment 
actions) are key components of commitment (Rylander, Strutton, and Pelton, 1997). 
Similarly, Dwyer et al (1987) contend that commitment grows as a result of 'pledges' 
made between exchange partners, and future intentions, indicating that commitment 
might be operationalised in terms of regular investment (input and consistency), and a 
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future pledge to continue the relationship (durability). Bennett (1996) argues that the 
strength of the customer's commitment will depend on a number of factors, including 
the extent of a partners knowledge of alternative possibilities (Dwyer et aI, 1987), and 
the costs (switching costs or exit barriers) of withdrawing from the relationship 
(Jackson, 1985). However, although factors such as investment, switching costs or the 
level of alternatives may be seen to influence commitment, few studies differentiate 
between different commitment types and their antecedents. 
Previous research has treated commitment as a single variable, regarding it as the 
desire to continue the exchange and expend maximum effort to ensure this, i.e. 
commitment based on positive or affective behaviour (e.g. Morgan and Hunt, 1994; 
Dwyer et ai, 1987); possibly oversimplifying a complex construct. Geyskens et al 
(1996) drew on earlier research to identify two different types of motivation for 
commitment that arise out of interaction between buyer and seller: affective and 
calculative commitment. Affective commitment is regarded as a relationship partner's 
desire to continue an exchange due to a positive regard for the partner organisation 
and relationship: the finn holds the partner in high esteem and enjoys the relationship 
(cf. Morgan and Hunt, 1994). Affective commitment has been defined as a 
"...Partisan, affective attachment to the goals and values, and to the organisation for 
its own sake, apart from its purely instrumental worth" (Buchanan, 1974, p.533). 
Relationships grounded in higher levels of affective commitment are regarded to be 
more stable and dedicated compared to relationships based primarily on calculative 
commitment (Samuelson and Sandvik, 1997). Calculative commitment is considered 
to be the degree to which organisations perceive the need to continue the exchange 
due to the costs associated with switching partners, a fonn of instrumental calculation 
based on economic considerations (Jackson, 1985). Stebbins (1970) argues that 
calculative commitment is a neutral response that is influenced by the likelihood of 
incurring switching costs upon exiting the exchange. 
Ahmed et al (1998) argued that the different motivations for commitment have been 
neglected in domestic and international buyer-seller relationships. Without drawing a 
distinction between types of commitment the accuracy in interpreting commitment in 
buyer-seller relationships leads to a degree of confusion and misunderstanding, and 
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furthermore, casts doubt on many of the results found III examinations of the 
antecedents of commitment in previous research. 
2.6.5.2 Identifying the Antecedents of Commitment 
A number of factors at a stage of commitment are likely to influence and 'enforce' the 
level and type of commitment. It is argued that committed relationships are likely to 
witness differing levels of investment (e.g. shared technology, training) and 
subsequently switching costs that serve to increase commitment to the relationship 
(Han et ai, 1993; Jackson, 1985). Commitment is also posited to be contingent on the 
level of feasible alternatives: a greater number of alternative suppliers of quality are 
likely to erode commitment levels. 
2.6.5.3 Investment 
Relationship investment is used as a strategic tool in order to increase long-term 
profits and create barriers of exit, with the purpose of creating value (Han et ai, 1993). 
Investment is regarded as the input of resources to a relationship for a purpose, and as 
such is considered by many to be as a strong means of maintaining commitment 
(Dwyer et aI, 1987). Investment can be classified into two discernible categories: 
tangible and non-tangible (cf. Jackson, 1985), sometimes referred to as non­
retrievable investments (Wilson, 1995) or transaction specific investments as they 
often cannot be utilised in another relationship (Rexa and Myamoto, 1997). 
Investment (and subsequently switching costs) have been noted to arise within long­
term, established relationships (e.g. Jackson, 1985). Investment is posited to be used 
ostensibly after the relationship has existed for a considerable period of time; if both 
parties get to know and trust one another they will be more comfortable in investing 
in the exchange (Han et at, 1993). The empirical examination of investment in regards 
to the different motivations for commitment, however, has been unaccompanied by 
thorough empirical evidence. Kumar, Hibbard and Stem (1994) suggested that 
relationships with high levels of calculative commitment have a decreased tendency 
to invest in the exchange, compared with relationships characterised by relatively 
higher degrees of affective commitment. Therefore, the following are proposed. 
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Proposition 10: Affectively committed relationships will have an increased 
propensity to invest in the exchange 
Proposition 11: Relationships based on calculative commitment will have a 
decreased propensity to invest in the exchange 
2.6.5.4 Switching Costs 
Companies remain in relationships for a number of reasons, including the degree and 
nature of investments and lack of opportunity to change suppliers because of 
associated costs (Young and Danize, 1996; Sriram and Mummalaneni, 1990). The 
costs associated with investment in relationships are termed switching costs, as they 
often impede the swapping of relationship partners (Jackson, 1985). Fornell (1992) 
and Gremler (1995) argue that switching costs or exit barriers are one of the key 
determinants of customer loyalty that ultimately encourages retention. Buyers will 
attempt to retain suppliers with whom they have close ties, and similarly suppliers 
will make increased efforts to retain buyers who account for a sizeable proportion of 
their business. In order to increase retention organisations will create bonds that erect 
barriers of exit. 
An outcome of investment actions is an unwillingness by relationship partners to 
abandon investments and accept any loss by changing relationship partners due to 
associated costs (particularly if they are not transferable) such as financial or 
psychological costs. Wilson (1995, p.339) argues that structural bonds or investments 
act as: " ...A vector of forces that create impediments to the termination of the 
exchange," thus, creating barriers to exit. Jackson (1985) identified two types of 
switching costs: tangible and non-tangible (hence, tangible and non-tangible 
investments). Fornell (1992) argued that transactional costs or tangible investment 
(costs associated with maintaining a relationship e.g. learning costs and costs 
associated with maintaining machinery) might act as a barrier or deterrent from 
leaving a relationship, which can be regarded as being direct relationship costs 
(Gronroos, 1997). Storbacka (1994) claimed that non-tangible motivational factors 
often act as barriers, referring to the customer perception of the relationship resulting 
in either satisfaction or dissatisfaction. Similarly, Fornell (1992) and Gronroos (1997) 
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suggest that the emotional or psychological costs of losing a relationship partner may 
act as an exit barrier. 
Jackson (1985) also identified further non-tangible switching costs referred to as 
exposure, or risk, including the financial costs or risks associated with using a service 
or product that is more expensive compared with the prices of a competitor. Jackson 
(1985) noted that personal risks might be associated with using a particular supplier, 
for example, erosion of the company's reputation, and the individuals whose decision 
it was to use a particular supplier. Performance risks are regarded as the risk that the 
product or service will not act or perform in the manner anticipated by the buyer. 
Similarly, Fornell (1992) noted a number of risks associated with exchange, 
including: cognitive effort combined with the financial, social, and psychological 
risks on the part of the customer. 
Jackson (1985) further looked at the appropriateness of relationship strategies in the 
light of switching behaviours and costs in industrial marketing situations, 
recommending a relationship marketing strategy for firms who would incur high 
switching costs, while a transaction-based marketing approach was considered 
appropriate for customers facing low switching costs. However, satisfaction may not 
necessarily result in retention in the same way that dissatisfaction does not always 
lead to dissolution (Buttle, 1997). 
Evidence regarding exit barriers is limited, as Stewart (1998, p.246) argues: "What 
constitutes an exit barrier and how it operates, particularly in the context of longer­
term customer relationships, is a lacuna in marketing knowledge." Furthermore, many 
of the models examining commitment often neglect to include a measure of 
investment and subsequently, switching costs (e.g. Morgan and Hunt, 1994; Ahmed et 
aI, 1998). The literature suggests that switching costs encompass a number of factors 
not least of all the costs associated with non-retrievable investments, but also the 
losses associated with dissolving a relationship one has a genuine desire to continue. 
Nevertheless, exit barriers are considered to work only in the short-term as they erode 
over time, the only long-term exit barrier to prevent customers leaving and others 
breaking into the relationship is unsurprisingly, customer satisfaction (Storbacka, 
1993; Fornell, 1992). 
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Although research concerning commitment is prevalent in the literature, the link 
between the different motives for commitment, investment and switching costs is 
limited (Stewart, 1998). There is evidence in the literature which suggests that 
relationships with high levels of calculative commitment have a decreased tendency 
to invest in the exchange than relationships based on affective commitment (Kumar, 
Hibbard and Stem, 1994). Therefore relationships based on affective commitment 
should experience greater switching costs associated with investment. However, as 
switching costs encompass factors not only related to the perceived loss of costs 
related to investment but also to the psychological loss of losing a valued relationship 
partner, then relationships based on affective commitment should experience greater 
degrees of switching costs compared to relationships based on calculative 
commitment. Relationships grounded in affective commitment are based on a positive 
regard for one another, whereas relationships grounded in calculative commitment are 
considered to be a 'neutral' or negative state, therefore, the fear of losing a valued 
partner should be greater in relationships based on affective commitment. However, 
although the link between switching costs and the different motives for commitment 
has not been extensively examined, it is likely that affective and calculative 
committed relationships will both have high degrees of switching costs. Therefore, the 
following propositions are asserted. 
Proposition 12: Affective committed relationships will have high degrees of 
switching costs. 
Proposition 13: Calculatively committed relationships will have high degrees 
of switching costs. 
2.6.5.5 Alternatives 
A common reason for staying in a relationship is undoubtedly related to the degree of 
feasible replacements of quality (Young and Danize, 1996; Sriram and Mummalaneni, 
1990). Drawing on the work of social psychologists Thibaut and Kelley (1959), 
Anderson and N arus (1984) argue that the outcomes from a relationship when 
compared to feasible alternatives of quality, determine the " ...Attractiveness of the 
relationship" (p.63). Anderson and Narus (1984) provided evidence to suggest that 
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competitive relationships can be maintained providing that partners expectations are 
exceeded in comparison to other known alternatives. However, as Kelley and Thibaut 
(1978) contend, firms may stay in relationships due to the costs associated with 
switching. However, it is unclear how the level of alternatives affects the degree of 
commitment in a relationship. 
Despite being heralded as a strong motivator for staying in a relationship, and thus, a 
determinant of commitment, few empirical studies include a measure of alternatives 
in their research design (e.g. Morgan and Hunt, 1994; Ahmed et at, 1998). Omitting a 
measure of knowledge of alternatives in relationship development models is akin to 
suggesting that managers of inter-organisational relationships are unaware of 
alternatives in the market place, which is likely to be inaccurate. 
Proposition 14: low levels of feasible alternative suppliers enforce 
commitment. 
2.6.5.6 Outcomes of Relationship Commitment - Relationship Performance 
The common assumption is that relationships improve performance, creating a 
competitive advantage (Turnbull and Wilson, 1989), thus, encouraging firms to stay 
in relationships because of the social or economic benefits they receive (Young and 
Danize, 1996; Sriram and Mummalaneni, 1990). However, empirical research into 
performance is limited (O'Toole, 1999; Sharma and Sheth, 1997; Kumar, Stem and 
Achrol, 1992). There is an absence of any measure of relationship performance in 
many models examining buyer-seller relationship development (O'Toole, 1999). For 
example, Dwyer et at (1987) neglect to include a performance measurement 
dimension, as does the IMP interaction model (Hakansson, 1982), and Morgan and 
Hunt's (1994) study of the antecedents of commitment and trust omits a measure of 
performance, instead relying on commitment as an ultimate measure of relationship 
success. Styles and Ambler (1994, p.28) argue "In general these models [IMP; Dwyer 
et at, 1987] aim to explain and predict relationship processes and outcomes, but not 
marketing performance." As O'Toole (1999) suggests: 
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".. .If the linkage between relationships and perfonnance was definitively 
established.. .it would hasten the move to relationships by business and would 
act as a spur for further research." 
From a study ofperfonnance measures, O'Toole (1999) suggests that a combination 
of economic and behavioural dimensions should be used to measure performance. 
Economic performance (transactions cost economics, e.g. benefits outweigh costs) 
assumes that performance can be measured in tem1S of short-term gain (e.g. 
Williamson, 1985; Ross, 1973). Behavioural performance measures the non-economic 
motives for performance, including factors pertaining to co-operation rather than 
opportunism, leading to satisfaction (e.g. Wenerfelt, 1995; Blau, 1964). Similarly, 
Wilson (1995) concluded that performance could be more accurately ascertained by 
measuring the degree of product specific performance and also by measuring the 
degree of non-product attributes. Future models of relationship development should 
endeavour to include a measure of both elements in order to ascertain performance 
outcomes and to avoid focusing merely on financial or economic factors. 
The evidence suggests that a measure of commitment or trust alone is not sufficient to 
gauge the performance of an lOR. Many of the seminal models of the area rely on 
measures of trust and commitment as indicators of performance (e.g. Dwyer et ai, 
1987; Morgan and Hunt, 1994). Neglecting to include a performance measure is likely 
to lead to misinterpretation. Ahmed et al (1998, p.140) suggest that a consequence of 
greater commitment leads to " ...Beneficial outcomes for the firm." Furthermore, 
greater levels of affective commitment are espoused to lead to higher performance 
levels than calculative commitment (Ahmed at aI, 1998; Kumar, Hibbard and Stem, 
1994). Ahmed et al (1998) suggest that affective commitment should have a greater 
positive relationship with performance outcomes due to a greater feeling of 
reciprocity compared with calculatively committed relationships. 
Proposition 15: Relationships based on affective commitment will have high 
levels ofbehavioural and economic performance. 
Proposition 16: Relationships based on calculative commitment will have 
low levels of behavioural and economic perfonnance. 
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A number of authors assert that long-term tools such as investment help create 
competitive advantage (Hakansson and Johansson, 1989; Jackson, 1985). Therefore, 
relationships with higher degrees of investment may, as a result, experience greater 
levels of perfonnance due to significant financial input 
Proposition 17: Relationships with higher degrees of investment will have 
greater levels of perfonnance. 
In conclusion, studies of commitment are prevalent and are expected to increase in 
number as well as importance in the future (Rylander, Strutton, and Pelton, 1997; 
Ahmed et ai, 1998). However, Proctor and Cunliffe (1997) conclude that it is 
important to balance the benefits that might be obtained from a committed 
relationship with the possible down side that might result from switching costs. 
Commitment is a nebulous concept, and as a result is a difficult factor to isolate as an 
independent or unique construct because of its theoretical proximity to other 
constructs of a similar nature. For example, mutuality, loyalty, forsaking of 
alternatives, solidarity, motivation, identification, involvement, relational continuity, 
and behavioural intent are all suggested to be similar in nature to commitment 
(Rylander, Strutton, and Pelton, 1997). However, it is important to isolate the 
different motives for commitment in lORs and their antecedents if one is to obtain a 
true measure of both factors in domestic and international settings (Ahmed et ai, 
1998). It is vital to any study of relationship development to include a performance 
measure, any research omitting to use a performance indicator risks misinterpreting 
the relationship under scrutiny. 
Despite the considerable empirical and conceptual research concerning commitment, 
it is unclear how investment and switching costs differ between relationships 
characterised by affective and calculative commitment and how the level of 
alternatives affects the motives for commitment. Quite significantly, it is also unclear 
in the literature how perfonnance levels differ in relationships based on either 
affective or calculative commitment. 
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2.6.6 Dissolution in Long-term Inter-organisational Relationships 
The dissolution of industrial inter-organisational relationships is a key area of buyer­
seller exchange that has been neglected. Over a decade ago Dwyer et al (1987, p.23) 
argued: "There has been no systematic study of the uncoupling of parties from highly 
evolved relationships." Subsequently little is known about the reasons for 
relationship dissolution and the process by which they dissolve (Gronhaug et ai, 1998; 
Perrien et ai, 1995; Dwyer et aI, 1987; Wilson, 1995). Hedaa (1992) contends that 
dissolution is more likely to occur in the earlier stages of development as there has 
been little or no investment. There are a large number of reasons for exchanges not 
developing beyond the relationship formation stage, including poor product offering, 
price and delivery problems, however, why relationships once characterised by 
mutual commitment dissolve remains unanswered (Eiriz and Wilson, 1999). A 
number of factors render relationships unstable, making them susceptible to 
dissolution, including market forces and the behaviour of managers (Blois, 1997). 
Understanding dissolution is an important aspect in comprehending laRs, 
contributing towards a more holistic picture of the process of development and 
deterioration. Furthermore, once an organisation can identify why committed 
relationships fail they can take preventative measures (Perrien et aI, 1995). Morgan 
and Hunt (1994, p.33) argue: "Just as medical science should understand both 
sickness and health, marketing science should understand both functional and 
dysfunctional relationships." However, dissolution has been described disparately 
within the literature as withdrawal, exit, disengagement, uncoupling, break-up etc. 
suggesting that research into the phenomenon is in its infancy (Stewart, 1998). 
Replacing customers is costly, particularly in markets with few customers or slow 
growth. Costs incurred can include loss of rewards and benefits, costs associated with 
finding new customers (and attracting them) and negative word-of-mouth from 
dissatisfied customers. In Hirschman's (1970) seminal work on 'exit, voice, and 
loyalty', he proposed that exit is the invisible hand (i.e. a market force) that alerts 
management to failings and thereby initiates recuperation. Nevertheless, the literature 
is not clear in suggesting how firms use information pertaining to dissolved 
relationships, or if they gather it at all. 
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Continuing a relationship is only appropriate if benefits and advantages outweigh the 
problems associated with long-term relationships (Han et ai, 1993). The cost of 
maintaining a relationship might prove too expensive relative to the benefits realised. 
Relationships can be expensive to set up (e.g. trade-show attendance), and, maintain 
(e.g. investment costs) (Blois, 1996; Hakansson and Snehota, 1995). Dwyer et al 
(1987) claim that attraction is regulated in terms of costs and rewards. If the costs of 
maintaining a relationship outweigh the benefits, then this should lead to 
dissatisfaction and ultimately dissolution. If this is the case, deciding when to exit a 
relationship avoiding any form of penalty (financial or psychological) is important. 
However, as Low (1996, p.23) argues: "Deciding when to get out of an existing 
relationship and into a new one would minimise the substantial economic, political, 
and emotional cost associated with building a relationship that was never destined to 
last." 
Firms may find it tempting to equate success with their market share. This may give a 
false account of a company's performance if a customer exits and is immediately 
replaced. Using relative market share or size of customer base as a measure of 
retention success is regarded as being far from accurate. Gronroos (1990, p.l49) 
argues: " ... We usually do not know whether a given, and maybe even stable, market 
share is accounted for by a stable customer base offering repeat business or by a large 
proportion of customers coming and going." Firms will need to go beyond merely 
collecting information relating to their market share but also to conduct defection 
analyses from dissatisfied customers in order to help avoid customer exit. 
2.6.6.1 Identifying the Determinants of Dissolution in IORs 
In one of the earliest examinations of exit, Hirschman (1970) argues that quality 
decline is the main cause of deterioration of loyalty that causes customers to assess 
other feasible alternatives and consider possible barriers of exit. Evidence from 
research examining IORs suggests that the causes of dissatisfaction and dissolution 
are based on more complex factors than mere quality deterioration. One of the earliest 
studies in a relational context investigating reasons for dissolution was conducted by 
Guillet de Monthoux (1975). He offered a conceptual framework of buyer-seller 
relationship development culminating in divorce. Factors leading to divorce included 
inter-organisational conflicts and oral specifications for products instead of written 
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ones. Since this early conceptualisation a larger number of factors have been offered, 
with a degree of categorisation. 
Perrien et al (1995) identified that the supplier was responsible for most 
disengagement reasons due to the asymmetrical nature of buyer-seller relationships. 
Perrien et ai's (1995) study identified a number of causes of dissolution (within the 
Canadian commercial banking sector) from a supplier's perspective in three 
categories: 
1. Bank related categories (internal management procedures, account 
manager/front line people, pricing, product offering, miscellaneous), 
11. Competition related factors (pricing, marketing strategies); and 
111. 	 Customer related factors (customer behaviour, financial needs, and ownership 
change). 
The main reasons for dissolution were identified as: prices being too high, account 
manager turnover, lack of commitment in serving customers, poor interaction between 
front line staff and the customer, product offering, low satisfaction, competitors 
pricing and offering (other competitor factors were not seen as dominant in causing 
dissolution). 
More recently, Gronhaug et al (1998) suggested that dissolution was a result of the 
following factors: a preference for a local supplier, a personal preference for a 
supplier in a rival firm, imitation products of current sales firm, bribery by 
competitors sales people, switching to firms that can offer the entire required product 
range, and closeness of selling firm in terms of geographic distance. However, the 
authors offer no categorisation ofthe factors that determine dissolution. 
The limited research conducted on dissolution in IORs indicates three categories of 
dissolution factors: buyer factors, supplier factors and competitor factors. To this we 
can add a fourth: environmental factors. These are likely to be nebulous factors that 
result in dissolution because of poor market conditions or cultural differences that 
affect relationships when they traverse international borders and are due to 
circumstances outside of both parties' control. 
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Proposition 18: Relationships will dissolve due to dissatisfying factors from 
four groups of determinants. 
2.6.6.2 The Dissolution Process 
Although an increasing number of dissolution factors are being identified, the process 
after the decision to dissolve the relationship is taken in an industrial context, remains 
unclear (Eiriz and Wilson, 1999). The dissolution process has received scant attention, 
and perhaps because of this was regarded by some to be the reverse hypothesis to the 
development process (Altman and Taylor; Miller and Parks, 1982). However, as 
Dwyer et al (1987) justifiably note, by considering the dissolution process to be the 
reverse hypothesis to relationship development we are in danger of oversimplifying a 
complex and important issue. It is likely to be a process in its own right, and not 
merely the reverse of relationship evolution. An examination of the social psychology 
literature suggests a process by which human interaction ends. Dwyer et al (1987) 
suggest a four stage conceptual framework proposed by psychologist Duck (1982) 
which consists of the following stages (Figure 2.10): 
Figure 2.10: Dissolution in Human Romantic Relationships 
Stage Characteristics 
1. Intrapsychic stage Private evaluation of dissatisfaction 
ii. Interactive stage Parties negotiate unbonding 
iii. Dissolution Presented publicly in a social phase 
iv. Social and psychological recovery Recovery from dissolution 
Figure 2.10 suggests that the dissolution process begins with one party privately 
evaluating the cause(s) of dissatisfaction followed by both parties negotiating the 
break-up of the relationship. At the penultimate stage, the relationship dissolves and 
then finally, both parties attempt to recover from any loss they might feel. 
The social psychology perspective on dissolution might be applicable to an industrial 
buyer-seller context. The intrapsychic stage could feasibly be regarded as 
dissatisfaction due to the accumulation of several unpleasant episodes in the buyer­
seller relationship (e.g. conflict, lack of commitment perceived by one party). A high 
degree of dissatisfaction is then posited which leads to the dissatisfied party informing 
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the other of their desire to end relations. A period of negotiated unbonding might 
follow, which might be complex if, for example, switching costs are significant. The 
period of unbonding might be measured through the 'speed of exit' from the 
relationship: from the point of dissatisfaction to actual dissolution. A number of 
factors will influence the speed of exit from a relationship in an industrial context; for 
example, considerable investment costs or the level of alternatives might impede swift 
exit from a relationship. After dissolution, both parties will attempt to recover by 
finding either a new supplier or customer. 
Similarly, Stewart (1998) offered a conceptual process for the decline and exit of 
consumer relationships based on the seminal work of Hirschman (1970). She asserts 
that triggers of dissatisfaction will initiate the process of deterioration causing the 
customer to evaluate the possible alternatives and costs or barriers of switching, and 
finally, the customer will either exit, voice their dissatisfaction to the provider, voice 
to a third party, or engage in negative word of mouth. 
Although previous research regarding dissolution in an industrial setting has identified 

a number of the determinants of dissolution, it has not categorised the types of exit 

that may exist, or the severity of exit after the decision to dissolve relations is taken. 

The consumer complaining literature argues that avoidance (avoiding the 

product/service provider) and grudge-holding (long-term avoidance) are different 

. types of exit, longitudinally (Huefner and Hunt, 1994). Boote (1998) suggests that 

exit could comprise of exit from brand, exit from product category, exit from the 

retailer and exit from the manufacturer. 
The limited literature on dissolution in an industrial context considers dissolution to 
be the complete cessation of relations (e.g. Dwyer et at, 1987). However, the types of 
exit within IORs remain unclear. For example, will a dissatisfied party exit 
completely from a relationship or perhaps only partially (e.g. cessation of product 
category), or on a short-term basis perhaps due to a lack of funds? If the degree or 
nature of exit is established then the severity or intensity of exit can be identified. 
It may also be the case that intensity and speed of exit are contingent upon the history 
of the relationship. For example, relationships characterised by affective commitment 
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prior to dissolution may witness relatively lower levels of exit intensity because of the 
'positive' history of the relationship. Similarly, relationships based on affective 
commitment may experience a longer period of exit (or speed of exit) as both parties 
attempt to correct problems in order to continue the exchange. Conversely, 
relationships characterised by calculative commitment prior to dissolution may 
experience higher levels of exit intensity and shorter dissolution periods once the 
decision is taken to dissolve the relationship. 
Proposition 19: The speed of exit will be influenced by the degree of exit 
barriers. 
Proposition 20: Affectively committed relationships will have a longer 
period of dissolution than relationships based on calculative commitment 
prior to dissolution. 
Proposition 21: Dissolution may not result in the complete cessation of 
relations, it may instead, be measurable by the degree of intensity. 
Proposition 22: Relationships based on affective commitment pnor to 
dissolution will have lower levels of exit intensity than relationships based 
on calculative commitment prior to dissolution. 
In conclusion, it is strategically important for firms to identify why some relationships 
fail and others do not. It is not sufficient, however, to merely note the causes of 
dissolution without some knowledge of the process through which failing 
relationships pass. Subsequently, some of the history of the relationship prior to 
dissolution should be obtained (e.g. level and motive for commitment) in order to 
understand the process of dissolution more fully. 
However, just as it is difficult to identify when a relationship between a buyer and 
seller actually begins, it is equally hard to be accurate about the point at which 
dissatisfaction sets in and the decision is taken to end the relationship (Stewart, 1997). 
For example, is the decision to dissolve a relationship initiated upon noting better 
alternatives, or through consistent conflict, or are a group of concurrent factors 
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responsible? It is likely that in lORs the process of dissolution will begin with initial 
private evaluation of dissatisfaction that· leads to the party wishing to dissolve 
relations informing the other party (presenting the causes or determinants for 
dissolution). A period of negotiated unbonding will then ensue (measured by speed of 
exit and influenced by factors such as the level of alternatives and costs of switching). 
It may also be important to establish the 'degree' of dissolution (intensity of exit), as 
dissolution might not always result in complete and final cessation of relations as is 
reflected in the literature. After dissolution, both buyer and seller will attempt to find 
other partners (recovery). Therefore, perhaps the most pressing questions concerning 
dissolution in long-term lORs are: what causes previously committed relationships to 
dissolve? What factors impede and attenuate the length of time spent dissolving 
relations? And in what ways can the degree of dissolution or intensity of exit be 
measured (e.g. short-term exit, long-term exit) and how does the nature of 
commitment prior to dissolution affect speed of exit and intensity of exit? 
Although evidence from the consumer complaining and social psychology literature 
offers a number of implications for dissolution in an industrial context, it must be 
acknowledged that there may be significant differences between dissolution in 
romantic relationships and consumer transactions in comparison with relationships in 
an industrial setting. These studies, however, provide a starting point through which 
lOR dissolution can be examined. 
2.6.7 Forces that Impede Relationship Development 
Relationships are susceptible to a number of factors that affect relationship 
development. As Ford (1989, p.833) notes: " ... There are no nice neat stages in 
relationships." The extant literature has often been content to describe relationship 
development as an a priori or prescriptive process with seemingly little reference to 
the effect dynamic forces may have (e.g. Dwyer et aI, 1987). The literature recognises 
that long-term relationships between buyer and supplier are susceptible to dynamic 
forces that impede or attenuate development (Keep et aI, 1998; Frazier and Antia, 
1995; Kulwani and Narayandas, 1995, Cunningham, 1982). As Keep et al (1998, 
p.31) note: " ...Researchers recognise both the benefits of developing marketing 
relationships and their susceptibility to changing conditions." 
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Although research by scholars in the IMP group (e.g. Cunningham, 1982; Johanson 
and Weidershsheim-Paul, 1975) have noted a number of barriers that initially create 
'distance' between companies (forming obstacles to success in international markets) 
a number of dynamic factors, however, are likely to impede development in on-going 
relations. Keep et al (1998) suggest the application of Porter's (1980) five forces that 
shape competition, which should prove useful in examining the variables that impede 
relationship development in on-going relationships at an industry level (i.e. threat of 
substitution, rivalry, threat of entry, power of suppliers and power of buyers). Keep et 
al (1998, p.42) argue: "...These five forces might be important variables in the 
development and maintenance of marketing relationships." Porter's (1980) five forces 
comprise of elements that will shape the nature of competition on an industry wide or 
macro level, thus, affecting all relationships within a particular market segment. As 
well as industry level factors, it is likely that relationships will be influenced by 
actions from within the focal dyad, i.e. 'relationship-specific factors'. Actions by 
either buyer or supplier may serve to attenuate or impede development and, thus, 
shape the nature of relations. Figure 2.11 offers some suggestions of possible forces 
that might impede development. 
Figure 2.11: The Factors that Impede Development in IORs 
Macro Factor 
Segment rivalry/com~etitors 
Threat of new entrants 
Threat of substitute products 
Threat of buyers' growing bargaining 
power 
Threat of suppliers' growing bargaining 
power 
Micro Factors 
Buyer factors 
Supplier factors 
Example 
Pressure from competition 
World-wide competition in global 
markets 
Che~ fore~alternatives 
Buyers relative power 
Suppliers relative power 
Example 
Payment J2roblems 
Service and sl.!Q£ort.J2Foblems 
Source: compiled by the author, macro factors adopted from Porter (1980) 
Previous research has paid relatively little attention towards understanding the factors 
that impede or obstruct relationship development at both the focal dyad or micro level 
(i.e. buyer-seller) and also at the industry or macro level (e.g. external threats that 
impede development from competition or rivals). Despite little empirical evidence 
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concerning the factors that impede development, the forces alluded to here will shape 
the nature of relationships in all industries and require managers of relationships to be 
flexible and to adapt to changes in circumstances. As Keep et al (1998, pA2) argue: 
"Relationships involve an ongoing process that requires partnership maintenance and 
responses to change." Therefore, the following is proposed: 
Proposition 23: Relationships will not evolve in a smooth manner: they will 
be susceptible to forces that affect the relationship at both macro (industry 
level) and micro (focal dyad level). 
2.7 Conclusions 
Despite being heralded as a paradigm shift in contemporary marketing thought, RM 
and the study ofIORs remains neglected empirically. As Collins (1999, pp.3-4) notes: 
"Relationship marketing history has been characterised by rhetoric rather 
than publication effort ... After fifteen years, the new relationship marketing 
paradigm is still without clear empirical support." 
Previous empirical and conceptual research identifies that most relationships progress 
through five discernible stages of development: pre-formation, formation, early 
development, commitment and dissolution. Although some may argue this simplifies 
the process, the inherent complexities of lOR development result in each relationship 
being largely unique with almost infinite permutations. We are justified, however, in 
trying to understand a series of key stages in order to understand which variables lead 
to particular outcomes such as the different motives for commitment. 
Although considerable effort over a number of decades has been expended attempting 
to understand the inter-organisational relationship process, a number of unresolved 
issues make the area a pressing contemporary issue for marketers. A number of 
significant questions have been raised from the extant literature, suggesting that 
considerable empirical work needs to be undertaken in order to address these lacunae 
(Eiriz and Wilson, 1999). Based on the questions and queries elicited from the 
literature, a number of salient research propositions have been identified. 
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These questions represent some of the most important but yet, poorly understood 
elements of a rapidly growing and significant area of marketing thought. By finding 
answers for these questions a significant theoretical contribution can be made. 
Furthermore, considerable implications for practitioners can be attained by gaining a 
more holistic picture of development in an industrial context than has perhaps 
previously been achieved. The purpose of this chapter was to attempt to draw together 
the key variables or constructs, and stages in inter-organisational relationship 
development suggested from the literature base. In doing so, a conceptualisation of 
the relationship development and dissolution process can be presented (Figures 2.12 
and 2.13). 
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Figure 2.12: A Conceptualisation of the Stages of Inter-Organisational Relationship Development 
Facilitators of 

Awareness 

• 	 Cormections 
through 
family and 
friends 
• 	 Direct contact 
Previous• 
experience 
• 	 Promotional 
activities 
• 	 Propinquity 
• 	 Referrals 
• 	 lJ-adeshows 
Detenninants of 
Formation 
• 	 Efficiency 
• 	 Asymmetry 
• 	 Necessity 
• 	 Stability 
• 	 Legitimacy 
• 	 Reciprocity 
• 	 Desire to build 
a relationship 
• 	 Negative 
episodes in 
existing 
relationships 
• 	 Previous 
experience 
• 	 Product related 
factors, 
• 	 Service and 
~port 
Just power 
Social Bonds 
Alternatives 
commitment 	 PERFORMANCE 
• 	 ECONOMIC 
• 	 BEHAVIOURALContractual 
Unjust 
power 
COMMITMENT 
Calculative 
Note: All paths are positive 
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2.13: A Conceptualisation of Dissolution 
One or both parties Determinant of dissolution: Exit barriers: Short or long term Buying firm finds 
evaluate the worth of exit new supplier 
the relationship Buyer factors Influenced by level of alternatives; and 
Supplier factors degree of investment and switching Possible influence by . Supplier fmds new 
Competitor factors costs nature of account 
Environmental factors commitment prior to 
Possible influence by nature of dissolution 
commitment prior to dissolution 
77 

3.0 Cross-Border Inter-organisational· Relationship Marketing and the 
Influence of National Culture 
3.1 Introduction.... . ........................... . ....................................... ........ 79 

3.2 Inter-organisational Relationship Marketing in an International Context..... . ... 80 

3.3 Frameworks of National Culture.. .................. ........................... ...... ... 89 

3.4 Hofstedian Cultural Influences on lOR Development............ .. ........... .. .... 97 

3.4.5 Uncertainty Avoidance (UAr)...................................................... 97 

3.4.5.1 Rigour.......................................................................... .... 98 

3.4.5.2 Policy and Planning ..................... . ........................ ' " ............. 99 

3.4.5.3 Exit Barriers................. ........................... .. ...................... ... 99 

3.4.5.4 Problem Acceptance. ......... .................... .. .... ...................... .. . 100 

3.4.6 Individualism (IDY). ... . ...... ... ...... ... ......... ... ... ... ..... .. ....... .... ....... 100 

3.4.6.1 Social Bonds..... .. ................ ........................ ... ..... ....... ... ...... 101 

3.4.6.2 Conflict Initiation....................... ........................... ... ......... ... 102 

3.4.7 Masculinity (MAS).... ... .. .. ......... ...... ... ... ........ .... .. ....... ..... ... ...... 102 

3.4.7.1 Switching Behaviour................................... .. ........................ 103 

3.4.7.2 Performance Focus............ .. ................. ........................... .. . .. 104 

3.4.7.3 Propensity towards Commitment. .... ........ .................. . ............ ... 104 

3.4.7.4 Trust. .................. ...... :.................. .......... . ... ... .......... ..... . .... 105 

3.4.7.5 Aggressive Exit.......................................... .. ...... ... .... .......... 106 

3.4.8 Power Distance (PDI).......................... ...... ... .. .. ..... ... .......... . ...... 106 

3.4.8.1 Equity...... ...... ................ .................... .. ...... .. ....... . .......... ... 107 

3.4.8.2 Coercive Power and Power Misuse leading to dysfunctional 

Relations. . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 108 

3.4.9 Long-term Orientation (LTO)...................... ....... .............. ............ 109 

3.4.9.1 Long-term Goals... . .... .. ....... .. ............................... ................ 110 

3.5 Conclusions..... . . .. . . ............. ... .. ..... ........ ........................... .. ... ... ... 110 

78 

3.0 Cross-Border Inter-organisational Relationship Marketing and the 
Influence of National Culture 
3.1 Introduction 
A number of academics assert that cultural differences will affect international buyer­
seller relationships by influencing managers attitudes and behaviour (e.g. Williamson 
et aI, 1998; Kale and McIntyre, 1991; Hakansson, 1982). This assumption is 
supported by Williams et al (1998, p.136) who argue that: 
" ... Culture is an important force determining managerial attitudes and 
practices; it influences the practice of management and is considered an 
essential tool for understanding the process of doing business." 
Many studies only focus on aspects of international business such as the influence of 
culture on bargaining negotiations (e.g. Graham, 1983), few studies have examined 
the influence of culture on international lORs when relationships traverse national 
borders. Styles and Ambler (1994) argue that most of the literature in export 
marketing is grounded in the marketing mix or 'neo-classical' paradigm, with a 
considerable focus on the optimal use of the marketing mix elements. This had led to 
a number of academics calling for more research to be conducted concerning the 
influence of culture on international relationships, for without which, it is argued that 
RM will remain little more than a minor topic of marketing (Palmer, 1996). More 
attention to lORs in international contexts is warranted, particularly as it is becoming 
an important strategic issue for importers and exporters (Piercey et aI, 1997), 
continuing to study domestic relationships will yield few insights into " ...The 
international peculiarities of individual countries (and cultures)" (Frazier, Gill, and 
Kale, 1989, p.66). The success of any international marketing strategy therefore 
depends not only on attempting to conform to customer culture norms but also 
conformity with "...The values and beliefs· of employees in various host countries" 
(Deshpande and Webster, 1989, p.9). 
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Relationship development is likely to be shaped by its cultural context. Therefore, it is 
important to avoid developing a global theory of relationship marketing, but instead, 
the focus should be on the factors that influence relationships in different ways 
depending on their context and setting i.e. cultural differences. It is not enough to 
apply domestic solutions or strategies in an international context because they become 
influenced by factors such as cultural differences, and thus, may lose their impetus. 
More attention should be focused on understanding individual markets' indigenous 
traditions and customs, therefore, treating individual groups of markets as unique 
(Palmer, 1996; Solberg, 1995; Rosenbloom, 1990). 
The purpose of this chapter is to: a) examine the extant literature on international 
inter-organisational relationships to ascertain the degree to which national·culture is 
said to be an influence; and b) to identify a cultural theory that can be used to explain 
how national culture influences IORs. 
3.2 Inter-organisational Relationship Marketing in an International Context 
Historically, many companies have had a preference for conducting business solely 
within the boundaries of their own country or society perhaps because of 
convenience, nationalism, government pressure, or because of cultural compatibility 
(Hakansson, 1982). Improved communications systems and technologies as well as 
global marketing strategies have increased the need to understand global marketing 
issues, particularly as marketers are frequently involved in relationships with buyers 
and sellers from different nationalities (Solberg, 1995; Ford, 1984; Davidson, 1982). 
This had led to some indicating that the focus of RM theory should move towards 
embracing an international context. A criticism of the literature, however, has been 
that its focus (in a international context) is predominantly rooted in the marketing 
mix, or as Styles and Ambler (1994) note, 'The neo-classical approach', rather than 
on relationships. As a result, research examining relationship development is 
particularly scarce. 
Much of the early research concerning the influence of culture on international 
marketing or business strategies note that it is an obstacle to development but yet shed 
little light on the actual ways in which it influences relationship development. Over 
three decades ago, Thompson (1967) suggested that " ... The interaction environment 
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between the two parties does not take place in a vacuum, on the contrary, it is part of a 
larger social system." The 'social system' or 'country barriers' might be manifested in 
most cases in terms of creating 'distance' between buyer and seller including: 
language, cultural, geographic, social, time, and technological differences 
(Cunningham, 1982; Johanson and Wiedersheim-Paul, 1975). The ability to break 
down these barriers in order to establish close business relationships is a vital success 
factor for international marketing (Ford, 1984; Hallen and Sandstrom, 1988). 
The differences between buyers and sellers operating within a domestic context 
should be less in terms of factors such as cultural differences and technical 
understanding compared to the inherent differences when operating across national 
boundaries. As a result of these barriers, international relationships are more complex 
than domestic relationships, largely due to the cultural differences between societies 
(Dominguez and Zinn, 1994; Rosenbloom, 1990). 
Styles and Ambler (1994) conducted a study of successful UK export practice. Styles 
and Ambler (1994) suggest that UK exporters should focus on markets that are closest 
in terms of 'psychic distance', i.e. "The sum of factors preventing the flow of 
information from and to the market, for example differences in language, education, 
business practice, culture, industrial development etc." (Johanson and Vahlne, 1977, 
p.24). Despite identifying a number of predictors for success (i.e. consistent quality, 
company reputation, meeting delivery dates, establishing and maintaining 
relationships as the principal group of success factors), the influence of culture on 
long-term relationships was not established. 
A number of other studies have explored the predictors of success in international 
relationships, often noting that culture is an obstacle to success, but nevertheless, 
shedding little light on the manner in which it affects relations. Dominguez and Zinn 
(1994) examined long-term relationships in the context of international 
sourcing/logistics for US firms. The authors assert that " ... Little has been published 
on long-term relationships with foreign suppliers" (p.64). Despite noting this 
considerable gap in knowledge, the authors focused on the determinants of success in 
international relationships (e.g. solving shipping disputes, solving negotiation 
problems, problems closing first sale, enforcing commitment) rather than exploring 
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the connotations of culture. Dominguez and Zinn (1994) argue that the differences in 
culture between buyer and seller increases the level of risk and complexity in 
international relationships. They suggest that: 
"Achieving good relationships with foreign suppliers is more difficult than 
with domestic suppliers. There is not only greater physical distance 
separating buyer and seller, but also language and cultural differences ..." 
(p.65). 
Leuthesser (1995) noted the problems associated with cultural differences as an 
obstacle to success for US firms with Mexican distributors. The study explored the 
needs of the foreign distributors, reporting 'quick responses to requests for 
information' and 'adequate margins' as key factors for success, but failed to suggest 
the influence of culture on the process. 
A body of evidence suggests that RM strategies are also growing in importance in 
Russian markets. Lehtinen (1996) explored the relationships of seven Finnish 
companies in Russian markets. Two of the objectives of these companies was to 
strengthen their position in the market by maintaining and developing long-term 
business relationships and expanding their market by obtaining new customers. 
Lehtinen suggests that the most important factors affecting an RM approach were: 
development of personal relationships and market knowledge, and building and 
maintaining long-term relationships. Although the Russian market suffers from 
problems associated with business and political infrastructure, Lehtinen argues that a 
creative and positive attitude should be adopted rather than perceiving difficulties as 
threats. 
In an examination of Finnish companies' relationships in Estonia, Tormoos (1996) 
argues that because of cultural similarities, buyer-seller relationships between the two 
nations are often characterised by a positive atmosphere of co-operation. Tormoos 
(1996) suggests that because the Estonian market is turbulent and risky, high degrees 
of commitment and a willingness to be flexible and to adapt to the needs of 
relationship partners is essential. The strategy suggested by Tornroos indicates that 
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the nature of the market (or market forces) will exert a greater influence on 
relationship development than the differences between the cultures of both countries. 
In a study of US export-import relationships, Piercy et al (1997) identified that 
importers consider supplier-related factors such as fairness and trustworthiness to be 
more important to achieve success in international relationships than product-related 
factors. The study compared high-performing importers with low-performing ones, 
discovering that higher performing importers were perceived as keener to develop 
relationships (emphasising factors such as fairness, trustworthiness, keeping promises 
and regular communications). Piercy et al (1997, p.78) concluded that " .. .It is clear 
that product quality and competitive pricing are necessary but not sufficient for a 
favourable exporter-importer relationship." They argue that knowing or understanding 
what factors impact on the buyer-seller relationship process is vastly more imp'ortant 
when partners are from different countries, but they do not indicate what these 
differences might be. 
Few studies have attempted to explain some of the peculiarities of individual markets. 
Understanding the 'guanxi,2 ideology has been posited to be key to conducting 
business successfully in the Peoples Republic of China (PRC) (Leung et aI, 1995). 
The guanxi philosophy of management involves the creation of a co-operative 
environment between buyer and seller, which can be regarded as essential to foster 
close relations. The belief in long-term relational exchange, importance of 
harmonious group dynamics, and social initiation suggest criteria that are ingrained in 
cultural differences between the typical Eastern long-term approach to business, and 
the Western often short-term ethos. Bond's (1987) study of cultural values revealed 
40 factors (termed the 'Confucian dynamic') that helped to explain differences 
between Western and Eastern values, and included: trustworthiness, respect for 
tradition, developing friendships, harmony with others, tolerance with others. 
Johnston (1988) examined approach strategies for foreign organisations attempting to 
develop buyer-seller relationships with Chinese organisations. Johnston asserts that at 
the initial (or pre-relationship stage), foreign buyers or sellers making an initial 
approach must go through the relevant members of the whole channel, and that 
2 Literal meaning translated from Mandarin: 'relationship' 
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missing someone out may result in not making contact with a member of the channel 
with significant network power. By taking this complex route, Johnston (1988) 
suggests that this helps to assure others that the foreign buyer or seller is committed 
and sincere. Similarly, Rosenbloom (1990) investigated motivational issues between 
channel partners in Japanese markets claiming that when exchanges are initiated, it 
can often lead to long hours of social contact in order to develop the exchange. 
Initiation is posited to be important in order that both parties might gain the trust of 
the other and has been noted by a number of other academics (Palmer, 1996; Frazier 
and Kale, 1989). 
Kale and McIntyre (1991) conceptually explored the influence of culture on 
relationships in distribution channels utilising the assumptions of the cross-cultural 
theorist, Hofstede (1983). Kale and McIntyre (1991, p.32) claim that previous studies 
in the area neglected to examine distribution channels from the perspective of cultural 
influence, stating: " ...The cultural domain is likely to have a significant impact on the 
existence and functioning of exchange relationships." Kale and McIntyre (1991) 
generated a number of propositions based on Hofstede's (1983) indices of national 
culture (Figure 3.1). Hofstede's (1983) indices of culture purport to explain the 
differences between individuals from different cultures: uncertainty avoidance 
(attitudes towards uncertainty in life), power distance (the level of inequality in 
society), individualism (an emphasis on individual actions rather than group actions) 
and masculinity (the differences between feminine and masculine values). 
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Figure 3.1: The Effect of National Culture on Distribution Channel 
Relationships 
Cultural indices Proposed Effect 
Uncertainty avoidance The level of effort put into selection will be greater in 
(DAl) strong UAl countries 
Weak VAl societies compromise in negotiation 
The search process for an exchange partner in weak VAl 
societies will be largely infonnal 
Strong VAl cultures emphasise fonnal exchange practices 
and policies 
Strong VAl cultures are more likely to attribute achieved 
rewards or losses to their channel partner 
Individualism (IDY) 	 Low IDY countries choose relationship partners they 
consider as friends 
High my societies will be more self-centred III 
negotiatinK channel agreements 
Firms from high IDY countries are more likely to engage 
in conflict 
High IDY cultures are more likely to take credit for a 
successful relationship and blame their partner for failure 
Masculinity (MAS) 	 Firms from highly masculine societies are more likely to 
dissolve relationships based on perfonnance criteria 
Firms from low MAS or feminine countries emphasise 
long-term planning 
Dissolution is likely to be more aggressive in highly 
masculine societies 
Firms from highly masculine countries are more likely to 
engage in conflict 
Firms from feminine cultures emphasise strong personal 
relationshiQs and hannony in distribution channels 
Firms from strong MAS cultures will be more stringent in 
their evaluation of 'bottom line factors' 
Power Distance (PDl) 	 Firms from small PDl cultures will communicate more 
often 
Large PDl cultures expect the more powerful party to set 
policy and operating procedures for the channel 
Large PDl cultures are more likely to use coercive power 
Firms with low power use in large PDI societies would 
experience relatively lower levels of satisfaction 
Adapted from Kale and McIntyre (1991) 
Kale and McIntyre (1991, p.42) suggest that the study of culture on channel 
relationships: " ...Will persuade channel area researchers to exercise greater caution in 
generalising the findings of their one-shot, one-country studies to other contexts." 
Palmer (1996) supports this assertion, arguing that individual countries and contexts 
need to be examined comparatively. Kale and McIntyre's (1991) indications of 
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cultural influence derived from Hofstede's (1980) assumptions provide invaluable 
evidence from which to consider the implications of culture on inter-organisational 
buyer-seller relationships. Due to the channel relationship perspective taken, some 
factors will not have much bearing on dyadic relationships between buyers and 
sellers. Nevertheless, some of Kale and McIntyre's (1991) proposed factors do 
indicate relevance to lOR development (e.g. effort put into selection, the degree of 
long-term planning). Despite this, they also neglect many of the dimensions 
applicable to IORs. From an lOR perspective, greater focus on key relationship 
variables such as commitment and trust (that are central to RM theory and debate and 
a relatively unknown quantity in foreign markets or diverse cultural settings) need to 
be examined. 
More recently, Williams et al (1998) conducted an empirical examination of the 
propensity towards social and structural bonding and its influence on commitment 
according to the individualistic-collectivist cultural derivation of the firm. The authors 
suggest that structural bonds for firms from highly individualistic cultures is more 
likely to lead to commitment whereas firms from collectivist cultures are more likely 
to consider social bonds as a determinant of commitment. The authors explored the 
differences between firms from individualistic and collectivist countries using 
managers from the USA and Germany (individualistic cultures), and the Peoples 
Republic of China (PRC), Costa Rica and Jamaica (posited to be collectivist cultures). 
Williams et al (1998) found that the USA and Germany (both highly individualistic 
countries) displayed higher levels of structural bonding than the PRC, Jamaica and 
Costa Rica giving support to their assumptions. The PRC had the highest level of 
social bonding followed by Germany, Costa Rica, Jamaica and the USA, suggesting 
that Germany was the only inconsistent country according to Hofstede's (1980) cross­
cultural theory. Therefore, Williams et al (1998) conclude that the degree of 
individualism and collectivism affects the probability of success in cross-national 
business relationships. 
The studies examined here indicate that a number of authors have questioned the 
extent to which culture affects the interaction process between relationship partners, 
however, much of the research purporting to examine the influence of culture on 
• 
 relationships has failed to address the issue in a systematic manner. The ways in 
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which relationships develop may be contingent upon and conditioned by their cultural 
context. Palmer (1996) claims: 
" ...There is a possibility that universal prescriptions for relationship 
marketing may fail in overseas markets where a buyer-seller relationship 
means something quite different to its meaning in a firm's domestic market." 
Universal solutions to relationship development therefore cannot be applied as a 
'blueprint' for success: marketers need to understand the peculiarities of individual 
markets rather than practice 'ethnocentric relationship marketing'. Solberg (1995, 
p.1095) asserts that: " ...Markets with different cultures and with different functional 
needs for relations have to be treated differently." 
The numerous studies of relationship development in foreign markets serve only to 
highlight much of what is known already. For example, successful long-term 
relationships depend on cautious early development and a willingness to develop a 
relationship, development of trust, regular communication, development of social 
bonds, and an emphasis on commitment. However, it is not clear how some of these 
factors are likely to differ in importance in a number of global markets. 
The export process has been described as a gradual increase from an initial decision to 
export to establishing loyal and steady, on-going relationships (Solberg, 1995; 
Wortzel and Wortzel, 1981), however, there is scant research exploring lOR issues 
that traverse national boundaries. Greater empirical evidence is needed not only in 
domestic settings but also in international contexts, particularly as some studies are 
revealing differences towards relationship management that are purported to be 
explained by differences in national culture (Williams et aI, 1998). 
There is body of evidence in the literature concerning the influence of national culture 
on international joint ventures (IJVs). A number of academics have indicated that the 
chance of survival for IJVs is considerably lower when the cultural distance between 
the partners from the host and home country is large (Barkema and Vermeulen, 1997; 
Barkema et aI, 1996; Li and Guisinger, 1991). Barkema and Vermeulen (1997, 845) 
suggest that: "There are potential problems of co-operating with a partner from a t 
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different national culture which may lead to conflict and even dissolution." Barkema 
and Vermeulen's (1997) study indicated that Hofstede's (1980) indices of culture are 
stable over time, however, they argued that uncertainty avoidance and long-term 
orientation were most likely to be the primary source of difficulties between the 
parties. 
As well as the differences attributable to national culture, some scholars suggest that 
organisational culture differences might be key to global success (Deshpande et aI, 
1990). Deshpande et al (1997) identified that successful firms transcended national 
culture differences despite having differences in organisational culture. Deshpande et 
al (1997) employed four of Hofstede's indices of culture (uncertainty avoidance, 
masculinity, power distance and individualism) to examine how firm performance in 
five countries (Japan, the USA, England, France and Germany) is affected by 
innovativeness, organisational cultures, organisational climates and customer 
orientation. Their findings indicated that successful innovation is paramount for 
performance and that there are differences between the organisational cultures of the 
firms from the five countries studied (although all the firms samples saw themselves 
as mixtures of organisational cultures rather than polar). 
Despite a number of empirical examinations of the inter-organisational relationship 
development process when it traverses national boundaries, little evidence exists to 
suggest how international relationships differ from domestic ones (Figure 3.2). Focus 
should be given to understanding how factors such as cultural differences affect 
attitudes towards certain relationship issues such as propensity to develop committed 
relationships or trust. The studies outlined in the discussion rarely indicate how firms 
from different cultures react to a number of important relationship issues, indicating a 
considerable lacuna in marketing thought. 
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Figure 3.2: Empirical and Conceptual Examinations of Influence of Culture 
on IORs 
Author(s) 	 Context of the study Examination of culture 
Cunningham (1982) 	 Identifying the barriers Limited explanation of 

that impede business cultural influence 

across national borders 

Johnston (1988) 	 Forging relationships with Limited explanation of 

firms from the PRC cultural influence 

Kale and McIntyre (1991) 	 Examining the effects of Conceptual explanation of 
culture based on Hofstede cultural differences 
(1980) in distribution 
channel relationships 
Dominguez and Zinn US firms relationships No explanation of cultural 
(1994) with foreign suppliers influence 
Styles and Ambler (1994) Examination of the No explanation of cultural 
predictors of success for influence 
UK export firms 
Leuthesser (1995) US-Mexican distributor No explanation of cultural 
relationshi ps influence 
Leung et al (1995) Forging relationships with Limited explanation of 
firms from the PRC cultural influence 
Solberg (1995) Developing relationships Limited explanation of 
to achieve success in cultural influence 
, foreign markets 
Lehtinen (1996) 	 Relationships between No explanation of cultural 
Finnish and Russian influence 
companies 
Tomroos (1996) 	 Relationships between No explanation of cultural 
Finnish and Estonian influence 
companies 
Palmer (1996) 	 General examination of No explanation of cultural 
relationships from an influence 
international perspective 
Piercy et al (1997) 	 Relationships between US No explanation of cultural 
importers and exporters influence 
Williams et al (1998) 	 The affects of structural Evidence to support 

and social bonding on cultural influence 

commitment for the USA, 

China, Germany, Costa 

Rica and Jamaica 

Source: compiled from various sources 
3.3 Frameworks of National Culture 
Whereas anthropology examines social interaction and relationships, a significant 
branch of anthropological theory is the study of national or societal cultures. Most of 
the research conducted in marketing which ~xamines cultural influence on a number 
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of variables uses theory which is often drawn from the field of anthropology (Jack and 
Desmond, 1996). 
Culture is regarded as a " ... A fuzzy, difficult-to-define construct" (Triandis et aI, 
1986). The anthropologists Kroeber and Kluckhohn (1952) collected 164 definitions 
of culture, which they used to derive a consensus statement of culture. They referred 
to culture as: 
"A product, is historical, includes ideas, patterns, and values, is selective, is 
learned, is based upon symbols, and is an abstraction from behaviour and the 
products of behaviour" (p.157). 
Bamlund (1989) developed a more eloquent statement of culture: 
"[It] ... is a multi-charmelled and multidimensional process for handling 
meanings. Meanings are implicit not only in the words one utters but also to 
whom one speaks, how they are approached, what one talks about, how one 
manages time and space, how differences are regarded, and a myriad other 
bits and pieces of behaviour." 
Cultural values are posited to be subj ect to change over periods of time, leading others 
to define the phenomenon as " ... Those beliefs and values that are widely shared in a 
specific society at a particular point in time" (Ralston et ai, 1993). History, religion 
and education are strong factors that define and shape a nation's or a society'S culture 
(Harris, 1979). 
The individual possesses a collection of values that are influenced (in part) by their 
cultural background. Cray and Mallory (1988, p.52) suggest that".. .It is difficult to 
see how people from other cultures make sense of the world or arrive at decisions by 
applying a rationality that is not rooted in their own institutional frameworks." 
Axelsson et ai (1991, p.68, cited in: Cray and Mallory, 1998) argue that organisations 
are shaped by the values of the society within which they operate, thus reflecting the 
characteristics of the surrounding culture. However, Cray and Mallory (1998, p.49) 
note that there has been a significant increase in cultural research as a response to the• 
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researchers who have previously only examined or focused on macro-level variables 
and often ignored the"... Behaviour of the people within the organisation." Tomroos 
and Moller (1990) posit that from an organisational network perspective there are five 
planes that might feasibly be influenced by culture: 
Figure 3.3: Five Planes of Organisational Cultural Influence 
Cultural influence 	 Characteristics 
Societal or national level 	 The country m which the business 
operates will form the cultural 
environment for firms 
Business level 	 All businesses have cultural and 
historical roots 
Firm or company level 	 The corporate culture which includes: 
shared values, beliefs and meanings, 
and behaviours within organisations 
reflect the way firms conduct business 
Functional culture 	 The subcultures of various functions 
within the organisation, again this is 
expressed as shared values, beliefs and 
meanmgs, and behaviour (e.g. blue-
collar workers, management, 
marketing) 
Individuals interacting and representing 	 The individual IS posited to be 
in the industrial interaction process influenced by all cultural planes 
Source: Tomroos and Moller (1990, p.l 024) 
Tomroos and Moller (1990) argue that the five planes cannot be separated, instead 
they 'nest' inside one another. Tomroos and Moller contemplated the extent that 
cultural differences might have on the buyer-seller development process. They argue 
that before one can understand the influence culture has on the buyer-seller 
development process, the process (or factors most likely to be influenced) must first 
be defined. Cultural differences at the societal or national level are considered the 
most overriding factor in relational exchange, fonning the" ...General cultural milieu 
for industrial business" (p.l 023). 
Although a number of studies of cultural differences exist, few are extensive enough 
to suggest how cultural differences might affect cross-border relationships in a 
number of world markets. Jack and Desmond (1996) critically examined a number of 
contemporary conceptualisations of culture in marketing (Figure 3.4). 
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Figure 3.4: Contemporary Conceptualisations of Culture 
Cultural theory Criticism 
Culture as an environment The approach suggests that culture can be 
easily defined into its characteristics 
Portrays culture as a 'hard and external 
reality' 
Cultural universals Fails to appreciate the differences that 
exist between cultures 
High/low context cultures Simplistic and cliched 
Monochronic/polychronic information Difficult to operationalise 
processing 
Verbal and non-verbal behaviour Too reliant on language as a predictor of 
behaviour 
Self-reference criterion Too simplistic 
Source: adapted from Jack and Desmond (1996). 
Although noting the shortcomings of many theories regarding cultural influence, Jack 
and Desmond (1996) neglected to include Hofstede's (1980) indices of culture in their 
discussion. Few cultural studies have received as much support and praise as 
Hofstede's (1980) .examination of cultural differences between the members of 
different societies. Hofstede (1984, p.11) argues: " ... People carry "mental programs"" 
these are developed in the family in childhood and receive reinforcement from various 
institutions such as school and organisations. The author also suggests that the mental 
programming of the individual carries an element of national culture that is " ... Most 
clearly expressed in the different values that predominate among people from 
different countries" (p.11). 
A number of academics have advocated the use of Hofstede's (1980) dimensions 
when studying international relationships (e.g. Williams et ai, 1998; Kale and 
McIntyre, 1991). It has been suggested that these dimensions are seminal in cultural 
theory to the point where few studies in the field omit a reference to Hofstede's work 
(Deshpande and Webster, 1989; Kale and McIntyre, 1991; Cray and Mallory, 1998). 
Some have even gone further, and suggest that it constitutes a paradigm shift in 
comparative research (Sondergaard, 1994; Redding, 1994). The suitability of 
Hofstede's indices of culture for applying to an examination of international lOR 
development has been defended by a number of academics (Williams et ai, 1998; 
Kale and McIntyre, 1991; Ahmed et ai, 1996). Kale and McIntyre (1991, p.34) 
suggest that Hofstede's work offers tremendous potential and that a " ...Review of his 
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work uncovers the possibility of applying this framework to the context of dyadic 
channel relationships - one of the most neglected areas in international marketing." 
Hofstede (1980) originally suggested four dimensions (or indices) of culture that 
explain some of the differences that exist between individuals from different countries 
(and within them): uncertainty avoidance, power distance, individualism and 
masculinity. The four dimensions are strongly correlated with economic, 
demographic, political and geographic indicators. A fifth index was later developed 
by Hofstede and Bond (1984), designed to embody the values of Chinese nationals, 
tenned 'Confucian dynamism', later renamed 'long-term orientation' by Hofstede 
(1991). The long-term orientation index was deigned to "" .Illustrate differences 
between Confucian thinking in the Chinese culture area and Western thinking in 
general" (Hofstede, 1997, p.160). Figure 3.5 highlights the associated meanings for 
each index. 
Figure 3.5: Hofstede's (1980; 1991) Cultural Indices 
Dimension Associated Traits Measure 
Uncertainty Avoidance Attitude towards Strong versus Weak 
(UAI) uncertainty in life. Need for 
formal rules and 
regulations .. 
Power Distance (PDT) Level of inequality in Low versus High 
society. Privileges of 
power-holders. Attitudes 
towards conflict and co­
operation. 
Masculini ty (MAS) Level of inequality between Masculine versus Feminine 
sexes. Attitudes towards 
work, confrontation, 
achievement etc. 
Individualism (mV) Belief in individual actions Low versus High 
or decisions rather than 
group. 
Long-term orientation Attitudes towards the future Long-term orientation 
(LTO) rather than the past and versus short-term 
. present orientation 
Source: adapted from Hofstede (1980; 1991) 
There is, however, some concern as to the sample parameters of Hofstede's (1980) 
study. For example, the suitability of IBM as a valid organisation on which to base 
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findings, the dominance of male responses to the survey, the types of people who are 
attracted to work at IBM, the validity of a survey as a data collection tool, the validity 
of the items from the survey used to derive the four cultural indices or dimensions, 
and the suitability of selecting a multinational company that may have employees of 
different nationalities in different countries. The principal concerns of Hofstede's 
work, however, appears to be concerning the degree to which the time the data was 
collected may have influenced the findings, the use of IBM as a suitable research 
population upon which to base findings, and the use of an attitude-survey 
questionnaire as a valid method to infer values (Sondergaard, 1994). It is also possible 
to be critical of LTO index as the study's conclusions are based on data collected over 
twenty years ago, from a survey administered to undergraduate students, using a 
different survey to Hofstede's (1980) and based on data gathered from fewer countries 
than Hofstede's original study (23 countries). 
One must also question the age onhe data used to derive the five cultural indices, as 
data gathered for both Hofstede's (1980; 1991) studies are now over twenty years old. 
Hofstede also relies on country borders to define the boundaries for cultural regions. 
Barkema and Vermeulen (1997, p.860) suggest that: "Using countries as a unit of 
analysis to address cultural differences is an obvious simplification because cultural 
differences do not follow country borders." Furthermore, a significant factor to 
address is the stability of all the indices over time: societies may change values and 
behaviours, creating a cultural-shift that may be observable over a significant period 
of time. One of the key factors of Hofstede's (1980) work is that the indices of 
national culture he proposes are stable over time. A growing number of academics are 
discontented with the assumption that national culture is ingrained within the people 
of a certain society and that it will be present in the future. One popular notion now is 
that national cultures are converging (e.g. Levitt, 1983; Ohmae, 1985). Barkema and 
Vermeulen (1997, p.851) argue: 
" ...People from different nations are unmistakably converging in terms of 
clothing (Levi's jeans), food (McDonalds), beverages (Coca Cola), 
entertainment (MTV) and news (CNN, Business week)." 
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Barkema and Vermeulen (1997) suggest that these 'cultural convergencies' may be 
little more than the superficial trappings or appearances of culture as they may not 
indicate a shift in the bedrock of deeply embedded cultural values. 
Nevertheless, Hofstede's (1980) study has a significant number of strengths. It 
included two separate surveys, the first completed in 1968 and the second completed 
in 1972 with some 116,000 respondents, making size one of the most impressive 
factors of Hofstede's research. Hofstede (1980) used a sample of employees all 
conducting the same task for one organisation with the only variation being their 
nationality, and therefore he concluded that differences in attitudes and beliefs would 
be due to differences in the cultural background of the sample. Barkema and 
Vermeulen (1997, p.846) suggest that the research conducted by Hofstede is a vital 
body of theory"... Which allows for the comparison of a large number of different 
cultures in a quantifiable manner." These major strengths have led to the recognition 
that Hofstede's research is a landmark study that can be successfully applied to 
marketing inquiries (Deshpande and Webster, 1989). 
Hofstede's (1980; 1991) indices are also robust as they assimilate or represent much 
that has been written on culture as the " ... Dimensions subsume most of the 
dimensions discussed in earlier literature and allow for the measurement of a society's 
culture as well" (Kale and McIntyre, 1991, p.33). Hofstede (1980) examined 38 
studies in the field of cross-cultural differences in work-related values and general 
cultural literature, concluding that one or more of the cultural indices receive support. 
Hofstede's assumptions seem congruent with other earlier work. Inkeles and Levinson 
(1969) identified three cultural indicators that were distilled from the extant literature: 
1. 	 Relationship to authority (similar to power distance), 
11. 	 Conception of self, concepts of masculinity and femininity (similar to 
individualism and masculinity); and 
111. 	 Primary dilemmas or conflicts, the control of aggreSSIOn etc. (similar to 
uncertainty avoidance). 
A significant question to address when applying any cultural theory to real-life 
marketing situations is the extent to which an organisation is a product of its founder's 
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culture or the society in which it is based (Hofstede, 1985). Cray and Mallory (1998) 
offer the example of a Canadian firm founded by English expatriates inevitably being 
more English than Canadian. The indi viduals working in the Canadian organisation in 
the aforementioned example should exert their own cultural value perhaps 
unknowingly onto the organisation. Furthermore, the maintenance of buyer-seller 
relationships is very much the property of a small number of individuals and 
personalities. One can assume that if a relationship is being managed across 
international borders by an account manager on the buying side and an account 
manager on the supplying side, then two distinct cultures will undoubtedly affect 
relationship development. Cray and Mallory (1998) argue that the values of the 
participants in the organisation may be quite different from those of the "dominant 
designers." Cray and Mallory (1998, p.S8) further claim that " ...To this extent, parts 
of the organisation may be redesigned to fit more closely with the values of the people 
who occupy those roles or groups." Therefore, one may conclude that the individuals 
managmg the relationship are most likely to impose their own culture onto the 
process. 
A number of replication studies based on Hofstede's (1980) findings give credence to 
his research (Figure 3.6) . 
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Figure 3.6: Validation of Hofstede's (1980) Cultural Dimensions 
Purpose of the Author(s) Countries Findings 
study examined 
The utility of Shackleton and Ali Great Britain, Hofstede's 
Hofstede's (1990) Pakistan, Sudan dimensions were 
dimensions supported 
Strategic decision- Axelsson et al Great Britain, The four dimensions 
making (1991) Sweden explained some 
differences 
The relationship of Pugh et al (1996) France, Germany, No relationship 
structures within Italy, the with structure; some 
Hofstede's Netherlands, Spain, influence or co­
dimensions the United Kingdom ordinating 
mechanisms 
The reliability of PUImet and Withane Canada, Italy, the General support for 
Hofstede's (1990) United States the four dimensions 
dimensions in three 
setti~gs ~ 
Source: adapted from Cray and Mallory (1998) 
The support for Hofstede's cross-cultural research is extensive. Furthermore, the 
current literature indicates that Hofstede's (1980; 1991) five indices of culture are 
suitable for applying to relationship development to examine the influence of culture 
in a systematic way. The influence of the five indices of national culture proposed by 
Hofstede (1980; 1991) on relationship development is now examined. 
3.4 Hofstedian Cultural Influences on lOR Development 
Based on the assumptions elicited from the literature (e.g. Williams et aI, 1998; Kale 
and McIntyre, 1991) and the work of Hofstede (1980; 1991), it is possible to suggest 
the ways in which relationships may be influenced by differences pertaining to 
culture. The following discussion suggests the dimensions most likely to be 
influenced by national culture by applying Hofstede's (1980; 1991) indices of culture. 
3.4.5 Uncertainty Avoidance (UAl) 

Hofstede (1980) considers uncertainty avoidance to be problems associated with life 

and death, and the inescapable uncertainties of time. Hofstede (1984) considers the 

origins of uncertainty avoidance, suggesting that factors such as cultural inheritance 

(i.e. religion, empiricism) will profoundly affect the VAl score of a country. He 

argues that the influence of Roman empiricism on many countries served to develop 
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an uncertainty avoidance pattern by developing rigid legal systems forcing citizens to 
become reliant on the tenets of law and also on government. Religion is also posited 
to have a strong influence on uncertainty avoidance. Regions in which Catholicism is 
predominant emphasise life-after death and stress certainties like Papal infallibility 
more so than a Protestant ideology, whereas Buddhism and many other Eastern 
religions are concerned with absolutes and emphasise greater degrees of tolerance 
between its members. 
Countries with strong uncertainty avoidance scores are generally perceived as 
unwilling to take risks, and actively seek relationships to help reduce their perceived 
uncertainty and to help to increase stability (Kale and McIntyre, 1991). Hofstede 
(1980) suggests that countries with a high uncertainty avoidance score include Spain, 
France, and Italy, whereas countries with low scores include Germany, the USA, and 
Norway. In an organisational sense Newman and Nollen (1996, p.756) considered 
uncertainty avoidance to be the extent to which people feel threatened by uncertainty 
or unstructured situations; uncertainty is manifested in terms of "clarity of plans, 
policies, procedures, and systems." 
3.4.5.1 Rigour 
Finns embarking on relationships are likely to expend considerably more time 
selecting partners than firms engaging in discrete or transaction-based exchanges. 
This is because the level of risk associated with selecting a subsequently inferior 
partner in transactional-based strategies might be minimal and the ability to switch 
partners should be relatively easy. In a relational sense, companies from strong UAI 
countries compared to companies from weak VAl cultures, may seek proven track 
records, performance guarantees and positive reputations of feasible exchange 
partners in order to reduce any anxiety they perceive when selecting suppliers (Kale 
and McIntyre, 1991). The formal process of selection is a type of initiation, whereby a 
period of evaluation of feasible relationship partners is conducted (in some instances) 
over considerable periods of time (Kale and McIntyre, 1991; Rosenbloom, 1990). The 
degree of effort put into selection can be measured in terms of 'rigour', which helps to 
reduce the uncertainty and anxiety of selecting an improper relationship partner. 
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Proposition 1: firms from strong DAl cultures will be more ngorous m 
selection compared to firms from low DAl cultures. 
3.4.5.2 Policy and Planning 
Hofstede (1984, p.263) suggests "Planning represents an attempt to reduce 
uncertainty." The degree of planning is an important element of relational exchange 
that separates it from discrete or transactional exchange (Dwyer et aI, 1987). Firms 
from strong uncertainty avoidance cultures are posited to be concerned with role 
ambiguity (understanding what activities a company must perform) and stressing 
formal exchange practices and policies (Kale and McIntyre, 1991). Firms from 
cultures with high DAl scores will stress formal exchange practices in the flow of 
information and goods, and will emphasise that the relationship is governed by clear 
policies in order to avoid any uncertainty. Low scoring cultures are likely to focus on 
flexible, ad-hoc, and unstructured climates or policies - considering events as 
uncontrollable due to outside forces. Organisations from a society with a high DAl 
score would expect clear policies with perhaps little or no 'surprises'. 
Proposition 2: firms from strong DAl cultures will expect greater degrees of 
policy and planning compared to firms from low DAl cultures. 
3.4.5.3 Exit Barriers 
Companies from high DAl societies seek to reduce uncertainty. Subsequently, they 
are more likely to erect barriers of exit in later stages of inter-organisational 
relationships to discourage a partner from exiting and to ensure an element of stability 
exists in the exchange as parties are often unwilling to abandon investment. 
Companies may often feel compelled to stay in relationships with significant barriers 
of exit or else suffer punishment on their escape (Gummesson, 1994). Furthermore, 
exit barriers increase retention and loyalty in long-term relationships (e.g. Fornell, 
1992; Gremler, 1995). Exit barriers might include encouraging suppliers to sign long­
term contractual agreements, or to invest significantly in the relationship. Companies 
from low uncertainty avoidance cultures will be less concerned with securing supply, 
and are more likely to operate with greater flexibility. 
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Proposition 3: finns from strong DAl cultures have a greater propensity to 
create exit barriers compared to finns ftom low DAl cultures. 
3.4.5.4 Problem Acceptance 

Positive and effective relational exchange relies on trust and the belief that partners 

will not act in an opportunistic manner. In high uncertainty avoidance cultures, 

organisations consider the adherence to rules imperative (Newman and Nollen, 1996). 

If one party breaks the rules that govern the relationship a company from a high VAl 

culture may not be particularly inclined to forgive the guilty party. Similarly, if 

expectations are not being constantly achieved or if promises are not being delivered, 

then the exchange is in danger of being terminated even at a stage of commitment. 

Companies in low uncertainty cultures are perceived as being more V(illing to take 

risks and as such may be more willing to accept short-term problems. 

Proposition 4: firms from strong UAI cultures are less likely to accept 
problems compared to finns from low DAl cultures. 
3.4.6 Individualism (IDV) 
Hofstede (1980) describes individualism as the relationship between the individual 
and his or her acquaintances, from finnly to loosely integrated groups. Hofstede 
(1984, p.149) notes: "Some animals, like wolves, are gregarious; and others are 
solitary, like tigers." Individualism and collectivism are related to some classical 
dichotomies in sociology (Hofstede, 1980), for example, the concepts of 
Gemeinschaft and Gesellschaft3. 
The origins of individualism-collectivism are extensive. The IDV index relates to how 
individuals relate to one another and is referred to in some instances as interpersonal 
orientation (Rubin and Brown, 1975). Individualistic societies are posited to have 
limited ties between individuals and low interpersonal orientation, whereas 
collectivist societies place more emphasis on the role of the group rather than the 
individual, subsequently having relative higher interpersonal orientation. Cultures 
which are considered to be diametrically opposed to one another as regards 
3 The dichotomy between values placed on the community or society as a whole 
100 
collectivist-individualist values are Eastern and Western cultures. For example, the 
Eastern Culture (e.g. Pacific Rim countries such as the PRC) are influenced by 
Confucianism, Buddhism and Taoism etc. (Engardio, 1995). Eastern religious 
philosophies often place considerable importance on 'society' and the group. In 
contrast, Western religious teachings (primarily driven by the Judeo-Christian 
ideology) place considerable importance on the achievement of the individual. 
Hofstede (1984) suggests that collectivist cultures place considerable emphasis on the 
family unit and extended family, whereas individualistic cultures place greater 
emphasis on the nuclear family with limited importance placed on the extended 
family or 'clan' (e.g. grandparents, aunts/uncles). Countries (and indeed regions) have 
different attitudes towards individualism and collectivism. Countries such as the PRe, 
consider the value of tradition as paramount: "The traditional Chinese person ... hardly 
thinks of himself as an individual," (Riesman et aI, 1953, p.33) as the "Western 
concept of "personality" does not exist in the Chinese tradition" (Hofstede, 1984, 
p.150). Economic and political systems also enforce individualism or collectivism. 
The capitalist market economy philosophy emphasises individualism and the 
achievement of the individual, whereas socialist forms of economic control and 
planning by the state, encourages collectivism. 
Of the five indices of culture developed by Hofstede (1980; 1991), the individualism­
collectivism indices is considered to be the " ...most pervasive difference associated 
with the cultures of various countries" (Williams et aI, 1998, p.136). Hofstede (1980) 
suggests that countries with a high individualism score include the USA and the 
Netherlands whereas countries with low scores include Spain and Germany. Newman 
and Nollen (1996, p.758) saw individualism-collectivism as " ...The extent to which 
identity derives from the self versus the collectivity." 
3.4.6.1 Social Bonds 
Companies from low IDV (collectivist) societies emphasise social order, a belief in 
group decisions and the importance of belonging to a group (Hofstede, 1980; 
Newman and Nollen, 1996). Therefore, companies in less individualistic cultures 
place a degree of emphasis on developing social bonds due to a stronger belief in the 
group collective and the importance of the on-going relationship (Hofstede, 1980). 
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Research conducted into the influence of national culture on social bonding suggests 
that societies scoring low on the IDV dimension are more likely to emphasise greater 
social bonding (Williams et at, 1998). Similarly, Kale and McIntyre (1991) indicated 
that firms from low IDV countries chose relationship partners they consider as 
friends. Therefore, companies from low IDY or collectivist societies may encourage 
higher levels of social bonding; a key antecedent for successful buyer-seller 
relationships and in some instances, a barrier of exit (Wilson, 1995; Turnbull, 1987). 
Proposition 5: firms from strong IDV cultures are less likely to have social 
bonds compared to firms from low mv cultures. 
3.4.6.2 Conflict Initiation 
Conflict is an often unavoidable element of relationship development which can often 
cause great harm, but may equally be used to raise grievances which are dealt with in 
a positive manner for the good of the relationship (Liljegren, 1988; Katsikias, 1998). 
Companies from individualistic societies may seek arrangements that foster their own 
self-interests and may have a higher propensity to engage in more frequent conflict 
(Kale and McIntyre, 1991). Individualistic societies are protective of their own self­
interests rather than being altruistic for the good of the group, whereas collectivist 
societies (where more effort is channelled into developing strong social bonds) 
companies are more likely to view conflict as largely dysfunctional and to avoid it 
wherever possible. 
Proposition 6: firms from strong IDV cultures are more likely to engage in 
conflict compared to firms from low my cultures. 
3.4.7 Masculinity (MAS) 

Chetwynd and Harnett (1978, p.3) argue: "The sex-role system is at the core of our 

cultural systems." Hofstede (1980) describes masculinity as the division of mankind 

into two sexes, resulting in subsequent roles that relate to these differences e.g. men, 

who tend to make their own self-concept a model for society. Hofstede (1984, p.l77) 

suggests that " ...Every society recognizes many...behaviours as more suitable to 

females or more suitable to males." In a management context, McGregor (1967, p.23) 

argues: "The good manager is aggressive, competitive, firm, just. He is not feminine; 
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he is not soft or yielding ... " Feminine societies also tend to have a relatively greater 
degree of women in leading positions whereas masculine societies tend to frown on 
female leaders. Hofstede (1984) suggests countries that are closer to the equator are 
more masculine, whereas countries that are closer to the poles tend to be more 
feminine. Hofstede (1984) argues that religious heritage may be a motivator of 
masculinity or femininity. The Catholic Church emphasises a lack of equality with no 
female leadership, whereas the Protestant Church stresses greater equality and has 
some female leadership. Hofstede (1984) also espouses a link between masculine 
cultures and relatively more traffic accidents due to motorists driving faster and more 
aggressively. 
Hofstede (1980) suggests that countries with a high masculinity score include 
Germany, the USA and Italy whereas countries with low scores include France, the 
Netherlands and Spain. Newman and Nollen (1996, p.758) considered masculinity to 
be " ...Doing and acquiring rather than thinking and observing." Thus, masculine 
cultures are posited to place greater emphasis on actual achievement and rewards, 
whereas feminine cultures are posited to exhibit greater patterns of nurture (Kale and 
McIntyre, 1991). 
3.4.7.1 Switching Behaviour 
Kale and McIntyre (1991) suggest that in channel management, firms scoring highly 
on the masculinity index will be more inclined to dissolve established relationships 
based on performance criteria on largely economic grounds. In comparison, firms 
from feminine cultures are posited to place considerable emphasis on relative long­
term factors such as stability and harmony in the dyad (Kale and McIntyre, 1991). 
Therefore, firms from societies characterised as being 'masculine' will display a 
higher propensity to select partners on the grounds of performance criteria, and will 
have increased motivation to seek to replace established relationships with new ones 
on economic grounds compared with firms from feminine societies (i.e. greater 
switching behaviour). 
Proposition 7: firms from strong MAS cultures are more likely to dissolve 
relationships and switch suppliers based on perfonnance criteria compared to 
firms from low MAS cultures. 
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3.4.7.2 Performance Focus 
Relational exchange is posited to lead to competitive advantage and subsequently to 
greater levels of performance (Turnbull and Wilson, 1989; O'Toole, 1999). In 
masculine cultures, however, greater emphasis is likely to be placed on achieving 
financial targets with a strong performance focus (e.g. attaining visible achievement ­
profits and role performance are integral). Kale and McIntyre (1991) suggest that 
firms from masculine societies are more likely to place greater emphasis on 'bottom 
line factors'. Feminine cultures place more importance on putting people before 
money, they would also place relatively less importance on performance factors, but 
also emphasise non-monetary factors such as harmony within the relationship and 
personal friendship between channel participants. 
Proposition 8: firms from strong MAS cultures are more likely to place 
greater emphasis on performance compared to firms from low MAS cultures. 
3.4.7.3 Propensity towards Commitment 
Some authors suggest that cultural differences will be minimal or even negligible at a 
stage of relationship commitment (Tormoos and Moller, 1989; Ford, 1984). If culture 
does not affect relationships that have reached a stage of commitment, then why are 
'cultural differences' occasionally cited as a reason for relationships between buyers 
and sellers deteriorating and dissolving after considerable longevity? It is more likely 
that the most visible barriers that are manifested by cultural differences have been 
overcome at this stage in lOR development (e.g. language differences, visible 
differences in customs, laws). The underlying cultural values that are largely unique 
to each society may still influence aspects of the relationship even at a stage of 
commitment. Understanding the type of commitment represents only a part of the 
overall picture. It may prove to be the case that national culture can be a valuable, and 
perhaps even reliable, indicator of commitment types (i.e. affective/calculative 
commitment). A number of studies have indicated that companies from some 
countries, typically the PRe, have a long-term focus on relationship development 
which is different to the short-term approach often considered of many western 
countries. The' guanxi' principle embodies much of the differences between eastern 
and western cultures with a greater emphasis towards developing committed long­
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term relationships with a close network of friends and family rather than discrete, 
short-term transactions (Leung et aI, 1995). Therefore, the motivation for 
commitment types might be contingent on national culture. 
Although at a stage of commitment both parties are keen towards doing business with 
one another, companies in highly masculine cultures are posited to be relatively 
performance-driven (Kale and McIntyre, 1991). Their adversarial management style 
might not be entirely compatible with the relationship marketing philosophy of 
maintaining and enhancing customer relationships (Berry, 1983). Therefore, the 
motive for commitment may be grounded in calculative factors for finns from 
masculine societies based on a wariness to dissolve the exchange due to the perceived 
costs (both psychological and financial) associated with exiting the relationship. 
Conversely, companies from feminine societies which believe in achieving greater 
harmony may therefore, have an increased tendency to achieve commitment based on 
positive or 'goodwill' factors - resulting in affective commitment (Geyskens et aI, 
1996). 
Proposition 9: firms from strong MAS cultures are more likely to have 
relationships characterised by calculative commitment compared to finns 
from low MAS cultures. 
Proposition 10: firms from strong MAS cultures are less likely to have 
relationships characterised by affective commitment compared to finns from 
low MAS cultures. 
3.4.7.4 Trust 
Inter-organisational relationships often have a high degree of trust, reflected in the 
numerous studies conducted on the area (Morgan and Hunt, 1994; Sako, 1992). 
Companies from feminine societies may have a higher propensity to engage in and 
develop more trusting relationships compared with companies from masculine 
societies due to the feministic societal trait of creating greater levels of hannony 
within their immediate environment. Masculine societies may not consider greater 
harmony within the dyad, or trust, as a priority provided that perfonnance and 
achievement goals are realised (Kale and McIntyre, 1991). 
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Proposition 11: firms from strong MAS cultures are less likely to develop 
relationships with high degrees of trust compared to firms from low MAS 
cultures. 
3.4.7.5 Aggressive Exit 
Kale and McIntyre (1991) argue that the dissolution process will be very unpleasant 
when dealing with finns from masculine societies compared to companies from 
feminine societies. Masculine societies place considerable importance on achieving 
and are unlikely to accept failure, whereas feminine societies are regarded as placing 
more emphasis on harmony. 
Proposition 12: dissolution will be a more unpleasant dealing with firms 
from high MAS countries compared to firms from low MAS cultures. 
3.4.8 Power Distance (PDI) 
Power distance refers to the preferred type of decision making; it is a society's way of 
dealing with power (Hofstede, 1980). Hofstede (1980) describes power distance as 
problems associated with inequality associated with variation in ability translating 
into differences in power and wealth. Plato in "The Laws" (c350BC, cited in 
Hofstede, 1991) claims "Even if you proclaim that a master and his servant shall have 
equal status, friendship between them is impossible." Hofstede (1984) suggests a 
number of factors that reinforce power distance including the social stratification of 
society, economic planning and historical inheritance. Although no society can ever 
truly achieve equality between the divisions of status within it (Hofstede, 1984), 
countries (or cultures) may place a relatively greater or lesser degree of importance on 
its class or status divisions. 'Pluralist' cultures (or criss-cross cultures) have fewer 
social barriers linked to status, whereas 'elitist' cultures emphasise consistency of 
status between their social groupings (Blais, 1974). Economic and political systems 
also reinforce power distance. Democratic/free market philosophies emphasise low 
differences between the power of groups whereas totalitarianism or dictatorial 
political- and command/planned economic systems emphasis high power distance 
between groups. Quite simply, power, " .. .Is something to be ashamed of in low PDT 
countries" (Hofstede, 1984, p.93). 
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Hofstede (1980) suggests that countries with a high power distance score include 
France and Spain, whereas countries with low scores include the Netherlands, Italy, 
the USA and Norway. Newman and Nollen (1996) suggest that in organisations, 
power distance influences the amount of formal hierarchy, centralisation, and the 
amount of participation or consultation in decision making. 
Power is a key dimension in inter-organisational exchange as many relationships are 
asymmetric, thus often affording one party the ability to influence the behaviour of 
another. The party with the greatest level of power (or control) over the relationship 
has the ability to influence another firm's beliefs, attitudes, and behaviour (Ford, 
1980). However, this innate power imbalance can lead to inequality, misuse of power 
held and also the exertion of influencing behaviour that might be harmful for the 
durability of a relationship. 
3.4.8.1 Equity 
Newman and Nollen (1996) suggested that societies with large power distance scores 
have a tendency to be more centralised, with organisations in these countries having 
less participation in decision making. Employee participation is a key factor in 
successful relationship management, and indeed, in most areas or aspects of 
marketing (Denison and Mishra 1995). Employees in large power distance cultures 
are likely to view participative or consultative management with fear and distrust 
because participation is opposed to the national culture. Encouraging participation in 
such countries is likely to be met with disrespect from individuals (Newman and 
N ollen, 1996). 
Thus, in large PDI cultures there may conceivably be less consultative or participative 
decision making with suppliers at the relationship formation stage. This may in part 
be due to the buyer. making decisions autocratically as they have relatively larger 
amounts of power in a typical asymmetrical relationship, or as Kale and McIntyre 
(1991, p.37) contend - " ... Might is right". Whereas, companies from societies 
characterised as having a small power distance score are more likely to advocate 
consultative decision making, thus, encouraging the supplier to participate in decision 
making. Therefore, companies from low PDI cultures will place relatively more 
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importance on perceived equity in the relationship and may attempt to generate a 
feeling of 'fairness'. 
Proposition 13: firms from low PDI cultures will be more likely to emphasise 
relationship equity compared to firms from high PDI cultures 
3.4.8.2 Coercive Power and Power Misuse Leading to Dysfunctional Relations 
Kale and McIntyre (1991) contend that companies from large PDI cultures will use 
any power they have in dyadic interactions in order to alter or influence the behaviour 
of the other member of the dyad with little or no regard for that partner. This could 
typically result in coercive behaviour exercised by the buyer as they often have 
relatively more power in buyer-seller relationship development, as most relationships 
are asymmetric. In a buyer-seller relationship, if a member of the dyad has relatively 
less power and is from a high PDI culture they might perceive the use of power as 
acceptable, whereas a partner from a low power distance culture may frown on this 
misuse ofpower. 
Conversely, companies from countries posited to have a small power distance score 
are perceived as less likely to use coercion (promises or threats) in influence attempts. 
Companies from small PDI societies emphasise participative decision-making and 
may value relationships based on mutual and compatible dependence. Firms with low 
power in large PDI societies are expected to experience relatively higher levels of 
relationship dysfunction or dissatisfaction due to the misuse of power compared with 
similar firms in small PDI societies (Kale and McIntyre, 1991). 
Companies in high power distance countries are often perceived as being more willing 
to exercise coercive power if they possess it, with a 'might is right' philosophy, often 
leading to more opportunistic behaviour and dysfunctional relationships (Kale and 
McIntyre, 1991). Conversely, firms in low power distance cultures consider equity 
and consultative decision making important, with the use of power only valid when it 
is legitimately used (Newman and Nollen, 1996). 
Proposition 14: firms from low PDI cultures are less likely to use coercion 
compared to firms from high PDI cultures. 
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Proposition 15: firms from low PDr cultures are less likely to experience 
greater levels of relationship dysfunction due to power misuse compared to 
firms from high PD I cultures. 
3.4.9 Long-term Orientation (LTO) 
The four previous indices of national culture developed by Hofstede (1980) are to 
some degree restricted, as the survey produced to measure the values of the four 
dimensions was the product of Western academics. As Hofstede (1997, p.160) notes 
"When the surveys were administered, not only Western but also non-Western 
respondents were confronted with Western questions." Bond fe-analysed data 
gathered by a group of researchers from nine Asian and Pacific countries who had 
administered a modified survey based on the 'Rokeach,4 value survey. Bond's re­
analysis of this data revealed five dimensions of national culture, four of these 
dimensions correlated with Hofstede's (1980) indices of culture, a fifth however, 
could not be interpreted (Hofstede and Bond, 1984). The extra dimension referred to 
the 'Confucian dynamism' based on the teachings of the Chinese intellectual 
Confucius. The long-term orientation dimension embodied 40 factors that helped to 
explain differences between Western and Eastern values. The Confucian dynamism­
later renamed 'long-term orientation' by Hofstede (1991) - has received limited 
attention in the literature. Long-term oriented cultures are posited to place 
considerable importance on perseverance, the ordering of relationships by status, thrift 
and having an enduring sense of shame - values more oriented towards the future, 
whereas short-term oriented cultures place more importance on stability, protecting 
'face', respecting tradition and the reciprocation of greetings, favours, gifts etc. ­
values more oriented towards the past and present (Hofstede, 1997). Of the 23 
countries examined, the top scoring countries on this index were all East Asian 
countries: the PRC, Hong Kong, Taiwan, Japan and South Korea, whereas many of 
the lowest scoring cultures were Western nations including the UK, the USA and 
Canada. 
4 A survey developed by American psychologist Milton Rokeach designed to examine the values in US 
society in the 19708 
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3.4.9.1 Long-term Goals 
The relationship development ethos is strongly related to the lifetime value concept of 
extended relationships over often long-periods of time with considerable emphasis on 
the future of an exchange (Berry, 1983). Ultimately, commitment in long-term 
relationships evolves as a result of long-term planning and a future pledge to continue 
the relationship, thus ensuring its durability (Dwyer et aI, 1987). Kale and McIntyre 
(1991) argue that firms from both high mv and low MAS cultures will emphasise 
greater long-term planning and future goals, however, their study did not draw on the 
conclusions of Bond's 'Confucian dynamism' or long-term orientation, to which this 
assumption would perhaps have been more relevant. Long-term oriented cultures are 
more concerned with the future (or future orientation), conversely, short-term oriented 
cultures are more static, with more importance placed on the past and present. These 
cultural values should encourage firms from high scoring L TO countries to engender 
a greater long-term ethos towards relationship management with a greater emphasis 
on long-term goals, whereas firm from low scoring LTO cultures should place 
relatively less emphasis on long-term goals. 
Proposition 16: firms from high scoring LTO cultures are more likely to have 
long-term goals compared to firms from low scoring LTO cultures. 
3.5 Conclusions 
There appears to be a common consensus that culture affects lORs, as Bush and 
Ingram (1996, p.376) argue "...Buyer-seller development across international borders 
comes down to how one deals with culture." Few empirical studies have been initiated 
in order to address the influence of culture using a systematic model of culture (Kale 
and McIntyre, 1991; Tomroos and Moller, 1990. Hofstede's (1980; 1991) cross­
cultural indices offer significant implications for buyer-seller relationships: 
particularly how differences in culture might affect lORs. It has been suggested that 
one should be wary of taking Hofstede's assumptions for granted, as is the case in 
some research designs (Sondergaard, 1994). Therefore, it is advisable that any 
research using the tenets of either Hofstede or Bond's theories as a basis should be 
wary and indeed critical. Hofstede (1980, p.313) does accept that although his four 
dimensions " ... Are theoretically relevant...they are not necessarily exhaustive; they 
do not represent the final word on dimensions ofnational culture." 
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It is acknowledged that national culture is not the only factor that will impact on 
cross-border relationship development. The personalities of the actors involved in the 
exchange, product category, demand-supply situation, and the nature of competition 
will undoubtedly shape the nature of the development of relationships that traverse 
national borders (Kale and McIntyre, 1991). It is suggested that ideally cross-border 
relationships should be analysed from three perspectives: national cultures, corporate 
cultures, and personality variables (Kale and McIntyre, 1991), however, even 
corporate culture and personality variables are likely to be affected by national culture 
to some degree. A commonly accepted starting point towards answering some of 
these questions is to understand the influence national culture has on the relationship 
development process (Kale and McIntyre, 1991; Tomroos and Moller, 1990). 
A number of constructs pertaining to relationship development that are likely to be 
influenced by culture were identified from the literature. Although sixteen dimensions 
were identified as being likely to be susceptible to the influence of culture, this is by 
no means an attempt to provide an exhaustive list of the dimensions likely to be 
influenced by cultural differences. The area is a virgin (and highly exploratory) topic 
and therefore, it is deemed sufficient to focus on some of the more salient factors. The 
literature raises a number of questions, principally: how do national cultural 
differences affect inter-organisational relationship development? And how do the 
attitudes of managers from different countries vary on a number of relationship 
development variables? 
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4.0 Research Methodology: Research Design, Data Collection 
and Analysis 
4.1 Introduction 
This chapter presents the methodological approach and procedures employed in the 
thesis. The review of literature in Chapters Two and Three indicated the absence of 
empirical evidence examining IORs holistically (i.e. from pre-formation to 
dissolution), and a dearth of empirical research concerning the influence of national 
culture on relationship development. The theory concerning lOR development is at an 
embryonic stage despite several schools of thought having examined aspects of the 
area (e.g. IMP, Nordic), however, no pervading or dominant theory exists, suggesting 
that the theory is at an early stage (Kuhn and Stepmuller, 1982). 
The purpose of this chapter is: a) to provide an outline of the research design adopted 
in order to meet the objectives of the study, b) to justify the case study method 
adopted at the first stage of fieldwork and procedures; and c) to justify the mail survey 
adopted at the second stage of fieldwork. These sections provide details of the 
procedures for conducting the case studies and the survey and their respective data 
collection instruments and analysis. 
4.2 Research Design 
The purpose of a research design is to describe a suitable framework that outlines the 
way in which information is gathered, from which sources, and through what 
procedures (Green and Tull, 1978). Dooley (1984) suggested a typology of research 
designs that classifies research into either qualitative or quantitative research 
paradigms. Although research following a qualitative approach dictates that its 
findings and measurement can only be reported descriptively, quantitative studies 
consist of two classes of research: experimental and correlational. Experimental 
research is ideal where it is feasible to manipulate one variable and measure the 
changes in another. The correlational approach measures the relationship between 
unmanipulated variables. Dooley (1984) further categorises the correlational approach 
into two methods: longitudinal and cross-sectional. Both qualitative and quantitative 
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approaches were adopted in this study. The reason for utilising both methods was to 
explore the research problem with a small 'number of individuals in some depth (for 
the qualitative method) and to examine a broader sample through statistical analysis 
leading to greater generalisation (for the quantitative method). The quantitative 
method employed in the current study, therefore, belongs to the correlational, cross­
sectional method. 
A number of approaches exist to examme inter-organisational relationship 
development (e.g. processual, life-cycle). This thesis employs a life-cycle approach, 
not only because many of the seminal conceptual and empirical models of 
development employ similar methods (e.g. Ford, 1980; Dwyer et ai, 1987) but also 
because they outline the activities at a number of discernible stages in relationship 
development through which many relationships will pass, Furthermore, it is argued 
that the study of relationship development is inherently complex, forcing researchers 
to focus on individual stages of evolution (Halinen, 1998). The life-cycle method is 
advantageous as it splits fragments of 'the real world' into measurable pieces, 
therefore, allowing the researcher to examine the relationship between variables at 
different stages (Mohr, 1982). Halinen (1998) looked at two possible research designs 
in relationship development (life-cycle and processual), and suggests that when 
individual firms' relationship development is examined, then a life-cycle approach or 
methodology is valid. 
There are a number of methods that can be employed to collect data pertaining to 
inter-organisational relationship development. Principally, an examination adopting 
the life-cycle approach can employ one of two methods, as Palmer and Bejou (1994, 
p.50) note: 
"...An analysis of any form of life cycle can be made in one of two ways by 
tracking characteristics of individuals as they progress through the life cycle; 
or taking a static cross-section of individuals who are at different stages of a 
hypothesised life cycle." 
The life-cycle method for explaining development has its critics. The principal 
argument being that it fails to appreciate that relationships rarely evolve smoothly, 
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but instead are subject to numerous dynamic factors that can be more easily 
identified in longitudinal studies (Halinen, 1998). These criticisms, however, can be 
overcome by identifying the factors that influence relationship development even in 
cross-sectional studies. Although the data collection method adopted in this thesis is 
cross-sectional (trying to explain longitudinal 'time-bound' phenomena) this does not 
inherently weaken the conclusions drawn from the study. Cross-sectional methods of 
data collection are described as eliciting a 'longitudinal' quality from the data 
gathered (Anderson, 1995). Ellis et al (1999) describe cross-sectional research which 
explores essentially longitudinal problems to be substantive because it attempts to 
determine both present and past situations, going some way to giving a cross­
sectional study some 'longitudinal character'. Therefore, cross-sectional, and 
retrospective methods, are not necessarily inferior to longitudinal analysis as they can 
provide data with a 'longitudinal' quality as they explore past, present and future 
situations. 
Adopting the life-cycle method enables the researcher to gam a longitudinal 
understanding of relationship development without the implications of cost and time 
resources that one might experience adopting a longitudinal approach. It has also 
been advocated that studies of relationship development should endeavour to elicit 
information from both buyer and supplier, as is the case in this research design 
(Anderson, 1994). 
In order to address the current research problem, qualitative and quantitative data 
were collected. The instruments of data collection selected for use were as follows. 
1. 	 A case study approach: a method of studying a phenomenon within its real-life 
context (Yin, 1994), and 
ll. 	 A mail questionnaire: a device for attaining answers to a series of questions by 
using a form which the respondent completes himself (Krausz and Miller, 
1974). 
The case study method (comprising in-depth interviews) was chosen for the first stage 
of the fieldwork in order to explore the propositions generated from the literature 
review in some depth by examining the stages of relationship development, and to 
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detennine the influence of national culture on relationship development. The first 
stage of fieldwork was also used to develop hypotheses for the second stage of 
fieldwork. Although some suggest that personal (face-to-face) interviews are 
perceived to be subject to problems of bias, poor recall and poor or inaccurate 
articulation by interviewees (Yin, 1994), personal interviews are ideal for gaining 
detailed and lengthy information (Nachrnias, 1992). Personal interviews are 
considered superior to methods such as telephone interviews, as these often tend to be 
short in nature as respondents are (frequently) unlikely to consent to be interviewed 
for a considerable period of time (Parten, 1966). Personal interviews also allow for 
greater exploration of a topic that often affords respondents greater latitude in 
answering questions (Glaser and Strauss, 1967). 
The method adopted for the second stage of the fieldwork was the survey method. 
The survey (in this case a mail questionnaire) was selected as an appropriate data 
collection instrument in order to confirm ( or refute) the conclusions of the literature 
and the findings from the in-depth interviews. Some object to the mail survey method 
because they claim it produces generally low response rates, they must often be of 
limited length and complexity, and there is limited control over who completes the 
questionnaire (Chematony, 1988; Barabba, 1990). The mail survey approach, 
however, is advantageous when a large geographical area has to be covered, 
standardised responses are required, when respondents declined to be interviewed by 
phone and when cost is an issue (Nachrnias, 1992). Mail surveys, also eliminate any 
associated interview biases and allows respondents to complete in their own time, 
giving them the ability to consider certain questions (McDaniel and Gates, 1998). 
4.3 Linking Qualitative and Quantitative Methods 
Although the single methodological approach is used and supported by some scholars, 
the arguments used to justify the approach are often insubstantial, for example, time 
constraints or the need to limit the scope of the study (Creswell, 1994). There are few 
studies in RM that adopt a mixed-methods approach. Existing work has tended to 
favo~r quantitative methodologies (e.g. Geyskens et ai, 1996; Morgan and Hunt, 
1994; Anderson and N arus, 1990). Some academics, however, have utilised a 
qualitative approach as a first stage of exploratory research in order to clarify and 
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infonn a second stage of often more extensive quantitative research (e.g. O'Toole, 
1999). 
The 'mixed method' approach, however, has sparked some debate in the literature. On 
quantitative and qualitative methodologies, Malhotra (1996) and Brannen (1995) 
suggest that instead of regarding each approach as the other's rival, quantitative and 
qualitative research techniques are in fact complementary. Both methods address 
fundamentally different types of research questions, and can be used at different 
stages of the same research project in order to achieve triangulation, infonn the 
second stage of research and to add breadth to a study (Greene et aI, 1989). Firestone 
(1987) argues that the two methods each bring positive attributes to the research 
design. Quantitative studies 'persuade' the reader through de-emphasising individual 
judgement and stressing the use of established procedures, leading to more practised 
and generalisable results. Conversely, qualitative research persuades through rich 
depiction and strategic comparison across cases thereby overcoming the 'abstraction 
inherent in quantitative studies'. Qualitative data can help the quantitative data by 
aiding the design of concepts and instrumentation. During analysis it can help by 
validating, interpreting, clarifying and illustrating quantitative findings, as well as 
through the strengthening and revising of theory. 
The choice of the research design, however, must be appropriate to the subject under 
investigation (Patton, 1990). Therefore, as research examining relationship 
development or the influence of culture on the process, is limited, an exploratory 
stage of qualitative fieldwork needed to be conducted in order to provide a set of 
assumptions to be tested at a second stage of fieldwork using quantitative methods. 
Other advantages of the mixed approach include affording the results greater validity 
and generalisability with greater confidence. Furthennore, as both qualitative and 
quantitative methods have shortcomings, a mixed approach presents findings that can 
capitalise on the strengths of both approaches and reduce their weaknesses. Therefore, 
a mixed methodological approach was used in this study (combining qualitative and 
quantitative approaches). The reason for this was to confirm or refute the findings of 
the first stage of fieldwork (case study) by using a larger sample employing 
quantitative methods at the second stage of fieldwork (mail survey) - therefore, 
achieving triangulation. 
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The data gathered from the interviews were coded, and therefore, treated in a 
quantitative manner. Some authors assert that it is inherently wrong to quantify 
qualitative data (Anderson et ai, 1996, cited in Krane et ai, 1997). Others, however, 
do not hold this view and argue that provided a distinction is made between data and 
methodology, then it is deemed acceptable that some forms of predominantly 
qualitative methodologies (e.g. guided interviews) will sometimes generate 
quantitative data and vice versa (Bryman, 1995). 
The following sections provide details of the methodology used for data collection, 
procedures followed in the interviews, the survey, and data analysis. 
4.4 Case Study Strategy (Fieldwork Stage One) 
The case study is a method of social inquiry that has been described as a suitable 
approach for detailed investigations of behaviour in its real-life context (Yin, 1994, 
Smith, 1990). The case study method has received some criticism often for its 
perceived lack of validity and reliability. The case study approach, however, has a 
number of strengths that can overcome many of the criticisms of its lack of validity 
and reliability. 
The case study method has been used in both an RM context, and more specifically, 
in studies that examine the development of IORs (e.g. Guillet de Monthoux, 1975, 
Ford, 1980). Early work by the IMP group established the usefulness of a qualitative 
approach in relationship development inquiries by conducting a large number of 
interviews examining the nature of relationships. RM, however, has been described as 
a contemporary subject and pre-paradigmatic (Lindgreen, 1999), hence, there is no 
consensus as to what RM constitutes or any commonly accepted principles, making it 
difficult to start with a set of hypotheses. A case study approach, therefore, is ideal in 
order to shape subsequent theory. Although some view qualitative studies as less 
desirable forms of research, than say, a survey approach (often due to questions of 
validity when drawing conclusions). The criticisms of qualitative studies can be 
overcome by ensuring the reliability and validity of the fieldwork. 
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Case studies have a number of advantages that are extremely pertinent to research into 
RM issues. Case studies can be exploratory (Yin, 1994) and used in order confirm or 
refute existing theory and to develop hypotheses for a second stage of fieldwork (and 
its feasibility). Therefore, the case study is an appropriate methodology when an in­
depth, holistic study is required and when the viewpoints of the individuals within a 
particular context are important. 
The purpose of the first stage of fieldwork was to develop a model of international 
lOR development based on empirical evidence, and to determine the influence of 
national culture on lORs. The first stage of fieldwork was also used to ascertain the 
feasibility of conducting a second stage of fieldwork and to derive hypotheses for it. 
Qualitative methods are appropriate when the nature of the phenomenon under study 
is unclear as the rules of qualitative research are often less strict or rigorous than 
quantitative methods, arguably leaving more room for creativity, therefore, making 
qualitative research more flexible (Locke, 1989). The case study approach (through 
in-depth interviews) also enable subjects to put their behaviour into context and reveal 
insights about their experiences (Moser and Kalton, 1971; Seidman, 1991; Yin, 1994) 
and provide an ideal means for the executives and practitioners interviewed in this 
study to " ...Convey their own perspective in their own words" (Kvale, 1996). 
The study of inter-organisational relationships is still a virgin research topic despite its 
importance having been espoused a number of years ago (Webster, 1979). Therefore, 
despite criticisms of the case study method, it appropriate for this study because of the 
unique opportunities that the technique gives particularly in examining phenomenon 
that can be described as 'unclear' and exploratory. Furthermore, the literature has 
called for more qualitative research methodologies to examine relationship 
development issues (Oburai and Baker, 1999). Exploratory interviews are an ideal 
method to study international lORs as there is little empirical research, consequently, 
the direction of inquiry may be subject to change. As Sekaran (1992, p. 95) notes: 
" ... Extensive preliminary research needs to be carried out to gain familiarity with the 
phenomena. Once a better understanding is obtained, more rigorous research can then 
proceed." Sekaran (1992) also argues that adopting a qualitative approach at the start 
of an empirical study allows hypotheses to be formulated that can be subsequently 
tested. Therefore, exploratory research was crucial for the first stage of fieldwork as it 
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allowed the researcher to develop a well-grounded mental picture of how international 
relationships develop and the influence 'national culture exerts on international 
business relationships. The interviews also helped to indicate the feasibility of doing 
additional research and to provide a sense of direction for future research or a 
'confirmatory study' (Neuman, 1994; Miles and Huberman, 1994). 
A structured interview schedule was adopted for the interviews conducted. The 
structured survey interview is considered as the dominant approach to interview 
research in the social and behavioural sciences because the strict question format and 
quantitative analysis of the structured interview method permit easy comparison 
between interviews and relatively quick and reliable analysis (Mishler, 1986; 
Silverman, 1985). Although a 'rigid' question format was used, respondents were also 
encouraged to discuss topics of interest outside of the parameters of the question. 
Therefore, the structured approach did not inhibit context-rich narrative outlining the 
practitioner's experiences (Mishler, 1986). 
4.4.1 Case Study Design 
Tackling the research problem identified for the current study required a method that 
could examine relationship development in its 'real-life context', therefore, the case 
study is viewed as an appropriate method (Yin, 1994). Yin (1994) suggests four types 
of case study designs: single-case (holistic) designs, single-case (embedded) designs, 
multiple-case (holistic) designs and multiple-case (embedded) designs. As the first 
stage of fieldwork was exploratory and its purpose was to develop hypotheses for a 
second (quantitative) stage of inquiry a number of interviews had to be conducted, 
particularly as in an exploratory study a single case cannot be regarded as a complete 
study on its own (Yin, 1994). Therefore, multiple cases were conducted. The purpose 
of the case study was to look at relationship development, however, the sub-units of 
this were the stages of development (e.g. reasons for formation and causes of 
dissolution) therefore, the case study design adopted can be described as embedded. 
Thus, the case study strategy adopted was a multiple-case embedded design. 
4.4.2 Sampling in Qualitative Research 
The rationale for qualitative samples is that they are purposive and in-depth rather 
than random, large samples (Miles and Huberman, 1994). The emphasis of qualitative 
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research is to gain insightful evidence concerning attitudes toward a certain topic: not 
to gauge how many people share that opinion. The way in which a sample is derived 
is termed sample design (Steel and Torrie, 1980). The first stage of fieldwork 
employed a four stage sampling design to identify a suitable sample: define the 
popUlation, specify the sampling frame, select the sampling method and determination 
of the sample size. 
4.4.2.1 Defining the Target Population 
The target popUlation comprised executives from UK import and export 
functions/departments that had sufficient experience regarding the management of 
relationships with foreign suppliers and customers. The relationships the informants 
chose to discuss had to meet with a number of criteria identified in the literature as 
distinguishing long-term relationships from discrete transactions (Figure 4.1). 
Figure 4.1: Relationship Criteria 
Discrete Transactions 
Short-term 
Two parties 
Low unity 
Limited Interaction 
Minimal personal relationships 
Limited communication 
No ioint efforts 
No anticipation of future exchange 
Relational Exchange 
Long-term 
Often numerous parties 
Efforts to establish unity_ and trust 
Interactive marketing 
Personal relationshi£s 
Increased communication 
Joint efforts and p)anning 
Significant focus on future interaction 
Adapted from: MacneIl (1980), Dwyer et al (1987) and Gronroos (1991). 
The companies selected also had to meet the following sample characteristics: 
1. 	 Medium or large size organisations with international involvement, 
11. 	 Industrial (business-to-business) context; and 
111. 	 The organisation must have on-going relationships with foreign customers or 
suppliers (and be able to provide evidence of relationship development from 
pre-formation to dissolution). 
There are several reasons for this rationale. StUdying larger or medium size industrial 
organisations was considered to be appropriate, smaller organisations often have not 
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got the required resources to develop significant international relationships worth 
reporting. By including managers in these organisations it is easier to interview more 
senior ranking-individuals than is the case with large MNCs. It was also hoped that it 
would be easier to gain their trust so that they could talk about sensitive issues with 
confidence (e.g. relationship dissolution). 
Companies that had just begun the internationalisation process were excluded, as it 
was felt it that they would not have had the significant experience to discuss the 
development of international relationships in sufficient depth (i.e. little experience of 
relationship development from pre-formation to dissolution). The informants, 
therefore, needed to have a significant involvement over time, with the management 
oftheir organisations' international relationships. 
4.4.2.2 Selecting a Sample Frame 
The mam consideration in identifying the sample frame IS achieving 
representativeness of that sample, or "...How much it resembles that population in 
terms of specified characteristics ..." (Strauss and Corbin, 1990, p. 190). In qualitative 
studies, however, the selection of cases are chosen on the grounds of theoretical 
reasons in order to generalise to theory, not to populations (Bryman, 1988). Therefore, 
random sampling is neither necessary, nor appropriate in case study research (Yin, 
1994). 
In order to identify the working population - managers of relational accounts for both 
UK importers and exporters - a number of sources were used. Firstly, staff at the 
University of Luton's corporate affairs department were contacted in order to elicit a 
number of companies in the Bedfordshire region that met the sample criteria 
(approximately 100). These companies were then examined via a number of sources 
(e.g. KompasslNewman import and export directories) to ascertain information 
regarding company size, foreign markets served and product type. These companies 
were then telephoned to further assess their suitability. The researcher asked the 
prospective respondents questions concerning their firm's relationships in order to· 
identify if they could be considered similar in nature to the criteria established in 
Figure 4.1. A number of the organisations were excluded, as individuals in these 
. companies did not meet the criteria for selection, or because of an unwillingness to 
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co-operate with the research (Table 4.1). The organisations finally chosen were based 
mainly in the Bedfordshire region. 

Table 4.1: Reasons for the Exclusion of Informants 

Reason for exclusion Frequency (%) 
Do not wish to take part in the study 58 (54) 
All foreign sales are handled by 22 (21) 
agent/intermediary 
Prospective informant overseas 5 (4.7) 
No international relations 22 (21) 
Total 107(100) 
4.4.2.3 Selecting a Sample Method, Sample Size and Data Collection 
Although the selection of a sample method is chiefly associated with surveyor 
quantitative research, three criteria are cited as being important in designing a robust 
sample method for qualitative research programmes relevant to the current study, 
these are the selection of location, events, and people for study (Glaser and Strauss, 
1967). The informants were selected because of their knowledge of a particular 
setting or context as it was intended to use the evidence obtained from the interviews 
to indicate the direction ofthe second stage of the fieldwork (Creswell, 1998). 
The informants had to fulfil the following criteria: 
i. To have an integral part, or control over, the organisation's export function or 
import/procurement function; and 
ii. To have an important capacity m handling the organisation's relationship 
management with foreign customers/suppliers. 
Selecting events for discussion were vital to this study. Events have been classified as 
situations that regularly occur or anticipated, but special, activities. The events (or 
themes) that were required for discussion included relationship formation and 
emergency or crises moments such as the dissolution oflong-term relationships. 
A number of criteria have been advocated for the selection of the research location 
including the degree of access given to the researcher, the degree to which the 
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researcher's entry is restricted and the opportunity given to the researcher to 
participate in particular activities. The research did not require participation in any 
activities or access to any sensitive documents. It was anticipated, however, that the 
interviews would be conducted in a quiet area of the informant' building (or office) in 
order to put inforn1ants at their ease and subsequently help produce information of 
accuracy and quality (Miles and Huberman, 1994). 
A number of academics suggest criteria to establish a suitable sample size in 
qualitative research. When the collection of data in qualitative designs reaches a point 
where similar findings are discovered and the interviews of new subjects do not 
contribute any new information but fit acceptably within the data already collected, 
then a 'theoretical saturation' is said to occur (Glaser and Strauss, 1967; Seidman, 
1991). When this happens it is deemed that the data collected is sufficient. Eisenhardt 
(1989) suggests between four and ten cases are appropriate, arguing that less than four 
cases make it difficult to generate theory, whereas, more than ten makes analysis too 
complex. Research can stop, however, when enough data is collected to warrant a 
second stage of research. Finally, as a rule of thumb, Kvale (1996) suggests that the 
current number of interviews in a range of disciplines vary from 5 to 25 interviews, 
which in a more pragmatic sense, may be influenced by the time the researcher has to 
conduct the fieldwork. As well as these methods for selecting an appropriate number 
of cases, it is possible to compare the number of interviews conducted with similar 
studies. Few studies of international relationship development adopt a qualitative 
approach. Many of the qualitative studies of relationship development issues that exist 
are conducted by research groups, these groups often comprise of large numbers of 
researchers, and as such, are a poor basis for comparison. For example, the IMP group 
conducted approximately 1000 interviews from which the data was used in a number 
of different studies (e.g. Ford, 1984). Individual researchers have reported conducting 
considerably smaller numbers of interviews. Guillet de Monthoux's (1975) study of 
relationship development based his assumptions on seven interviews, whereas, 
Gronhaug et al (1998) examined fading business relationships and conducted a small 
number of interviews within one firm. 
In the current study seven interviews were conducted in total. Similar information was 
derived from informants, therefore, a 'saturation of information' was evident and 
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indicated that a second stage of fieldwork would be feasible. The number of 
interviews conducted also compares favourably to other studies in the area and falls 
within Kvale's standard and provided data that were extensive but not to an extent 
that meaningful analysis was difficult to perform. 
4.4.3 Interview Protocol/Instrumentation 
Multiple case studies are prone to a loss of focus, therefore, an interview protocol was 
developed. A protocol provides an overview of the qualitative approach adopted and 
the interview methodologies. Ensuring a protocol of high quality can be key in 
maintaining validity and the return of data of quality within a research project (Yin, 
1994). Yin (1994, p.63) advocates that " .. .It is more than just an instrument. The 
protocol contains the instrument but also contains the procedures and general rules 
that should be followed in using the instrument." Following the advice of Miles and 
Hubern1an (1994) and Yin (1994), the protocol used in this study contained the 
study's objectives, a question schedule and a rationale for selecting the informants. 
(The protocol can be found in its entirety in appendix A). The interviews were tape­
recorded to allow for later transcription and also to avoid problems inherent in 
attempting to make notes as the interviewee is talking. 
The questions used within the fieldwork consisted of open-ended discursive question 
themes. As the first part of the study was exploratory, the interviewees were reminded 
and encouraged to discuss anything they saw as pertinent, even if it fell outside of the 
parameters of the question list. The question schedule adopted also helped to reduce 
superfluous information that might have led to an overload of unneeded data that may 
have compromised the efficiency and power of the analysis. 
4.4.4 The Pilot Interview 
The collection of information with individuals knowledgeable in the area of 
investigation is termed a 'pilot study' (Green and TuH, 1978). The literature identifies 
that little research attention has been afforded to the study of lORs and the influence 
national culture exerts upon them, it was, therefore, necessary to conduct a pilot study 
in order to clarify salient issues and to test the interview protocol. The managing 
director of a local company agreed to be interviewed in order to help refine the data 
collection and the procedures for collecting it. The selection of the informant for the 
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pilot interview was based on the geographic proximity (convenience of location), a 
personal contact within the organisation, and the willingness of the informant to be 
party to a prolonged interview. Subsequently, no changes were made to the question 
base or protocol. 
4.4.5 Analysing the Interview Evidence 
In order to satisfy the objectives of the case study approach (i.e. to develop a model of 
lOR development and examine the extent culture affects their development) and aid to 
analysis, a number of measures were established. The informants were asked to 
consider the following issues: 
1. Current relationships they had and the following discernible stages: 
1. Pre-formation 
11. Formation, 
111. Early development; and 
IV. Commitment. 
2. Dissolved relationships (i.e. exchanges that could be characterised as being 
committed some point during their life time). 
3. The degree to which national culture influences a number of salient relationship 
development dimensions. 
There are many substantive and robust methods of analysis that bring out different 
aspects of the data (Miles and Huberman, 1994). Nevertheless, there is no standard 
method of qualitative data analysis recommended in the literature. Many studies adopt 
a content analysis approach thereby quantifying qualitative phenomena, however, this 
method has been criticised as it may spoil the inherent richness of the data. A munber 
of computer based packages exist to analyse qualitative data adopting a content 
analysis approach such as Nu*dist and Textpack. These methods quantify the data 
that is first selected by the researcher and therefore, may miss synonyms in the text. 
Packages such as Nu*dist were felt to be inappropriate for this study as these 
programmes are best suited to the analysis of large documents. The seven interviews 
conducted resulted in approximately seventy pages of information after transcription, 
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therefore, it was felt that a document of this size could be easily read (and re-read by 
the researcher) in order to identify key aspeCts relating to the research propositions. 
Following a method of qualitative data analysis suggested by Miles and Huberman 
(1994), a three-stage process was adopted described as follows. 
The first stage of the analysis process involved data reduction, which can be achieved 
through applying methods such as coding, labelling or memoing. In the current study, 
the data were reduced by annotating printed copies of the transcribed interviews with 
codes developed from the extant theory. This method was applied in order that the 
data set could be simplified and specific elements could be selected to form the basis 
of written up field notes (Miles and Huberman, 1994). Codes are tags or labels for 
assigning units of meaning to the descriptive or infere~tial information compiled 
during a study. Coding is essentially analysis itself, although its power is in aiding 
data management. It is a method to: 
" ...Review a set of field notes, transcribed or synthesised, and to dissect 
meaningfully, while keeping the relationship between the parts intact, the 
stuff of analysis" (Miles and Huberman, 1994, p.56). 
An initial provisional set of 'start-up' codes was developed prior to the field research 
stage. The initial coding list comes from the themes being studied (see appendix A for 
the final code sheet). The justification for coding is simply that they allow for easier 
analysis, while still retaining a descriptive and inferential nature (Miles and 
Huberman, 1994). 
The purpose of second stage of the analysis was to display the data in order to 
examine the research propositions borne out of the literature review. Propositions 
were used as they direct the researchers attention to things that are examined within 
the scope of the study and help to focus attention on certain data (Yin, 1994). The 
purpose of data display was to present an organised body of information that allowed 
the drawing of conclusions. Each case was examined to elicit information to either 
support or refute each proposition. A series of tables were developed (these can be 
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-found in Chapters Five and Six) to strengthen the findings and to give a cross-case 
companson. 
The purpose of the final stage of the case study analysis was to draw and verify the 
conclusions made. The verification of any conclusions can be aided by using multiple 
sources of evidence, or interviews (which was the case in the current study) in order 
to achieve triangulation (Yin, 1994), and also to conduct a 'goodness-of-fit'(Lincoin 
and Guba, 1985). The goodness-of-fit of the analysis was tested in two ways. Firstly, 
the findings drawn were compared to the literature to note consistencies and 
disparities, which also help to enhance the internal validity of the findings. Secondly a 
copy of the transcribed interviews were given to an academic supervisor who then 
carried out independent testing using the same coding sheet. The two sets of analyses 
can then be compared and any differences reconciled through a third data interpreter. 
4.4.6 Validity and Reliability 
The case study approach is often criticised for its perceived lack of reliability and 
validity. Therefore, any research conducted utilising a case study method needs to 
ensure the research conducted is both valid and reliable. Ensuring that all data 
gathered are of quality can be achieved, primarily, by ensuring that the research 
measures that which it is supposed to (de Ruyter et aI1998). The reliability, precision 
and consistency of measurements from case to case and interview to interview must 
be uniformed with the data collected in each interview mode. With this ensured, the 
ability to draw cross-case comparisons can be confidently regarded as true, thus, 
giving rise to validity. Yin (1994) suggests four areas for judging the quality of 
research designs: external validity, construct validity, reliability and internal validity. 
The methods adopted in this study to ensure reliability and validity are described as 
follows. 
1. 	 Reliability refers to the extent that the data collection procedures adopted in a 
study can be repeated, providing the same results. In order to ensure reliability 
a coding scheme was developed based on the concepts/constructs used in the 
study. After the data was analysed by the researcher itwas passed on to the 
researchers academic supervisor who carried out independent testing using the 
same coding scheme. The two sets are then compared for 'goodness-of-fit' and 
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discrepancies reconciled through the use of a third data interpreter. This is 
similar to the debriefing by peer technique proposed by Lincoln and Guba 
(1985). 
11. 	 Construct validity refers to the accuracy of the researchers understanding of 
the concepts under investigation. The use of multiple case studies are judged 
to aid the construct validity of a case study, therefore, seven interviews were 
conducted in order to increase confidence in the results (often referred to as 
'replication logic', Yin, 1994; Denzin, 1984). Key informants were also 
mailed copies of drafts of the data analysis and invited to comment on the 
findings. The lOR development literature was used to define the concepts 
being examined and to help ensure the validity of the constructs. It was also 
ensured that any changes made during the data collection fulfilled the original 
objectives of the study and stayed within its parameters. 
111. 	 Internal validity refers to the extent to which any relationships identified have 
not been caused by other factors that have not been acknowledged by the 
researcher - an aspect of validity more appropriate in explanatory studies as 
one is making causal inferences and statements (Yin, 1994). The first stage of 
the fieldwork, however, was exploratory not explanatory, therefore, ensuring 
the internal validity of the case studies was not paramount. The second stage 
of fieldwork, however, (by substantiating the findings of the first stage of 
fieldwork) provides some internal validity. 
IV. 	 External validity refers to the extent to which case study findings can be 
generalised. It has been argued, however, that case study fmdings should not 
necessarily be generalisable to other similar studies, but more importantly, 
generalisable to existing theory (Bryrnan, 1988). Furthermore, Stake (1995) 
argues that it is more important to attain an accurate understanding and 
description of a case than to establish external validity. The external validity 
of the cases, however, was sharpened with the specification of the particular 
popUlation of interest and by maintaining that the individuals approached for 
interviews were carefully selected. The protocol (question areas) remained 
constant across the multiple interviews conducted, thus, helping to give rise to 
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external validity and to aid generalisation by operating in a systematic manner 
(de Ruyter and Scholl, 1998; Yin, 1994). 
Lindgreen (1999) suggests a number of further methods of validity for use III 
examinations ofRM issues that have been applied in this study as follows. 
v. 	 Content validity is achieved by ensuring that respondents understand the 
concepts and definitions used in the study and attempting to avoid confusion 
between the definitions and measures. After the concepts examined in the 
study were defined, they were given to a number of academic judges 
(members of the marketing department not connected with the study) for 
appraisal. 
VI. 	 Interpretive validity refers to the extent that the researcher has interpreted the 
information provided by respondents in an accurate way. Respondents can pe 
approached for further interviews, however, due time constraints this was not 
feasible. Nevertheless, respondents were mailed drafts of the case study report 
in order to ensure that the researcher had not misinterpreted respondents' 
views. 
Vll. 	 Contextual validity refers to the extent to which the information attained in the 
interview is accurate within its context. In order to ensure contextual validity, 
the interviews were tape-recorded and transcribed on the next available day. 
4.4.7 Reflections on the Case Study Approach 
The interviews provided a good deal of information relating to international 
relationship development. The respondents appeared to be interested in the study and 
willing to discuss issues in depth and showed high levels of similarities in the 
evidence they provided. The findings from the interviews indicated that a further 
stage of fieldwork was feasible and were used to 'inform' the second stage (in most 
instances) in order to construct hypotheses for testing, adopting a quantitative 
approach. 
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4.5 Mail Survey Design (Fieldwork Stage Two) 
The purpose of the second stage of fieldwork was to confirm the findings from the 
first stage of fieldwork with a larger sample. Therefore, although personal interviews 
are deigned to provide highly reliable information, high response rates, and flexibility, 
their relative expense, potential interview bias, and the time spent in gathering 
adequate data would be considerable making it a poor data collection tool for the 
second stage of fieldwork. Although the personal interview technique has a number of 
advantages, a mail survey is a preferred method in order to cover a wide geographical 
area and to obtain standardised responses. Mail questionnaires eliminate interviewer 
bias, afford respondents more time to complete questions and allow them to spend 
more time considering certain questions (McDaniel and Gates, 1998). 
The usefulness of the survey approach has also been demonstrated by researchers 
examining aspects of relationship development (e.g. Geyskens et ai, 1996; Morgan 
and Hunt, 1994). Therefore, a questionnaire was considered the appropriate data 
collection tool for the second stage of fieldwork in order to obtain information from a 
large widespread popUlation (Judd et ai, 1995), remove interviewer bias (Frankfort 
and Frankfort-Nachimas, 1996), and in a fom1at that could permit quantitative 
analysis (Jayaratne, 1993). 
Two questionnaires were generated and used to gather the opinions of UK importers 
and exporters (Appendices C and D) and compared to other questionnaires examining 
similar issues (e.g. Morgan and Hunt, 1994). The targeted respondents had limited 
time in which they could spend completing the questionnaire therefore, the 
questioIUlaires were made as short as possible and any jargon was removed in order to 
facilitate an increased response rate (Spector, 1992). The survey was mailed to 
respondents, due to the inability of many of the sample base to consent to complete a 
telephone interview whilst at work. In some instances, however, respondents were 
telephoned in advance to seek their permission to be mailed a questionnaire (and to 
initially screen out any undesirable respondents). 
4.5.1 Sampling Design 
Sampling is based on the probability that one member will represent a group, and a 
number of members selected at random from a population will be so distributed as to 
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provide a miniature representation of that population (Ferber, 1949). The sampling 
process adopted for the quantitative stage of the thesis involved the following stages 
outlined in Figure 4.2. 
Figure 4.2: Overview of the Sampling Process for the Quantitative Approach 
Sta~e 	 Activity 
Define population 	 The target popUlation was managers of 
relational accounts for both UK exporters 
and importers. 
Specify sampling frame 	 Export/import directories were consulted 
resulting in a sample frame of several 
thousand UK based companies. 
Select sampling method 	 Probability (stratified/simple random) 
sampling methods. 
Determine sample size 	 3000 thousand companies were chosen in 
order to elicit a sufficient response rate 
comparative to other studies. 
Draw sample/collect data Mail questionnaire with additional 
telephone co-operation calls. 
Adapted from Dlamantopoulos and Schlegelmllch (1997, pp.l8-19) 
4.5.1.1 Defining the Population 
The popUlation is described as a collection 	of individuals, objects or events about 
which inferences are made (Diamantopoulos and Schlegelmilch, 1997). In this 
instance, the population from which the sample is derived is UK importers and 
exporters who engage in long-term relationships with foreign customers and 
suppliers. Surveying the entire population by means of a census was not practical in 
terms of cost, time and because they do not always guarantee accuracy (e.g. sampling 
error due to collecting large amounts of data). 
4.5.1.2 Sample Frame 
The working popUlation for the study (of 	which the sample would comprise of 
selected units) was UK export and import managers in charge of long-term 
relationships with foreign buyers and suppliers as in the first stage of fieldwork. A 
number of methods can be used to devise a sample frame including lists, indexes, 
maps, and general records (Bryman, 1995). The following directories were used in 
order to devise the sampling frame: 
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1. 	 Kompass directory of importers and exporters (vol. I and II, 1998), 
11. 	 Newman directory of importers and exporters (vol. I and II, 1998-1999); and 
lll. 	 In-house database of exporters (University of Luton, Faculty of Humanities 
mailing list). 
The list of companies was edited, sorted and checked to ensure repetitions were 
excluded. The companies on the final list were then placed into groups (or strata) 
according to foreign market(s) served (in the case of the exporter sample) in order to 
facilitate a comparative number of groups to examine cultural differences. A final list 
containing details of several thousand companies was prepared and used as the 
working population for the survey. 
The adequacy of the sample was established (coverage of the population being 
studied) by compiling an extensive final sample frame. The completeness of the 
sample involved ensured a random choice of selection (by attempting to include all 
those in the population). Further accuracy was attained by ensuring duplicated names 
were removed, and by using up-to-date lists. The lists were also readily accessible 
helping to ensure convenience (Yates, 1953). 
4.5.1.3 Selecting a Sample Method 
Samples are classified into two generic types: probability samples, and non­
probability (or purposive samples). A probability sample is where all members of the 
population have a known chance of selection and include sampling methods such as 
simple random sampling, stratified sampling and cluster sampling methods. Non­
probability samples are where members of the population are neither assured of 
selection nor excluded from selection and include sampling methods such as quota 
sampling, convenience sampling and purposive sampling. 
To be able to produce statistically valid estimates the sample design adopted for this 
survey was a probability sample approach. Applying a probability sampling method 
ensures that every member of the popUlation has an equal or known chance of 
selection, thus 'allowing control over the responses and attaining information that 
responds or reflects the requirements of the desired respondents. There are six basic 
options to chose from among probability sample designs: simple random sampling, 
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systematic sampling, multiplicity, stratified sampling, cluster sampling and multistage 
sampling (Diamantopoulos and Schlegelmilch, 1997). 
The data derived from the sample was to be used in two ways. Firstly, the data were 
to be used to examine the relationship development process from pre-fonnation to 
dissolution using UK exporters and importers attitudes. Secondly, the data were to be 
used to examine the influence of national culture on relationship development by 
obtaining UK exporters' perceptions of their foreign partners and by obtaining the 
attitudes of UK importers'. This method, therefore, required two sample techniques. 
A stratified sampling method was chosen to obtain UK exporters' perceptions of their 
partners in a number of countries, and a simple random sample method was used to 
obtain UK importers' attitudes. 
Stratified sampling is a popular method of sampling as it involves the simplicity of 
simple random sampling with greater precision (Dillon et aI, 1994). Stratified 
sampling involves, initially, separating the population into (sub-populations or sub­
groups called) strata (Sudman, 1983). The directories used to compile the sample (and 
strata) provided information concerning exporters of a general nature i.e. markets 
served (which formed the basis of the stratification). The exporter directories used did 
not, however, indicate if company's have long-term lORs. Therefore, a number of 
companies were telephoned in order to screen respondents and to exclude those that 
were unsuitable, and each questionnaire carried an explanation of what constitutes an 
lOR. 
Stratified sampling requires two types of variables: a classification variable (used to 
categorise each popUlation into a particular sub-population), and a sampling variable 
(representative of the characteristics of the population) (Dillon et aI, 1994). The 
sampling variable (representing the entire popUlation) was defined under sample 
popUlation, consisting of UK exporters who engage in long-term relationships with 
foreign customers. The classification variable used to generate each stratum was 
country exported to. A simple procedure was then followed. The strata were created 
by deciding to focus on exporter perceptions of their relationships with customers 
from ten foreign countries. The number of countries examined compared favourably 
to the limited empirical studies of international relationships, for example: Williams et 
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al (1998) examined 5 countries, Piercy et al (1997) 1 country, Dominguez and Zinn 
(1994) 1 country, Styles and Ambler (1994) 1 country. 
The country selection procedure was carried out in two stages. Firstly, it was seen as a 
strength of the study to not only examine countries that were encompassed within 
Hofstede's (1980; 1991) study's, but also to examine countries that were not part of 
the original sample, and which subsequently have suffered from empirical neglect. 
The decision was taken to explore seven countries that were originally examined by 
Hofstede (1980), and three that were not. The countries that were part of Hofstede's 
sample were drawn randomly (comprising the USA, Spain, Germany, the 
Netherlands, France, Italy and Norway). The supplementary countries were drawn 
randomly from a group of countries not examined by Hosfstede (comprising of: Eire, 
the PRC and the Czech Republic) generated from the Times World Atlas. 
UK importers' attitudes were obtained by utilising a simple random sampling method 
by drawing the company names by a random method to ensure each company had an 
equal chance of selection (Dillon et aI, 1994). The importer directories used did not 
indicate if company's have long-term lORs. Therefore, a number of companies were 
telephoned in order to screen respondents foHowing the same procedure used for the 
exporter sample. 
4.5.1.4 Sample Size Determination 
There are a number of different methods for determining sample size including blind 
guesses, statistical precision, Bayesian considerations, cost limitations, and 
comparative studies (Dillon et ai, 1994). The blind guess, Bayesian considerations 
and cost limitations methods of deriving sample size were found inappropriate to use 
in the current research for the following reasons. 
1. 	 The sample SIze derived in blind guess and Bayesian methods is often 
arbitrary, and fails to take into account the precision of the survey results 
required and the cost of achieving it. Therefore, neither method is widely used 
in practice as sample selection decisions are based on the greatest expected net 
gain (Dillon et ai, 1994). 
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11. 	 Although most sampling decisions are influenced by the cost of achieving the 
sample in relation to the budget available, the cost limitation approach is often 
criticised. The cost limitation approach neglects to take into account the 
precision of the sample in favour of purely financial considerations (Dillon et 
aI, 1994) and was therefore, inappropriate to use in this study. 
Researchers frequently use a formula to derive an adequate sample size (Frankfort­
Nachmias and Nachmias, 1992), this formula is as follows: 
n = (standard deviation)2 / (standard error)2 
In studies of relationship development, some evidence of the standard deviation and 
standard error was noted. In one of the most widely referenced studies on 
commitment and trust, Morgan and Hunt (1994), demonstrated a standard deviation 
range from 1.097 - 1.814 and a standard error of 0.011 for a sample size of 204. 
Therefore, if one takes the average standard deviation (1.4) and the standard error 
(0.011), then the sample size n = (1.4)2 1(0.011)2 = 178. Therefore, if the sample size 
is greater than 178, the study should achieve a better statistical reliability. 
The current study also determined an adequate sample size by comparisons to other 
studies. Market researchers frequently use industry standards to determine sample 
size, often based on experience. Although this approach does not immediately take 
into account the precision or cost of sample size determination, it offers an indication 
of satisfactory sample size. Other studies exploring issues of relationship management 
have achieved final sample sizes that range in size from quite large studies in excess 
of seven-hundred respondents (e.g. Geyskens, et aI, 1996) to fairly small final sample 
sizes with one hundred or less respondents (e.g. Leuthesser, 1995) (Table 4.2). 
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Table 4.2: Reported final sample size in R'VI studies 
Author(s) Final sample size (useable responses) 
Morgan and Hunt, 1994 204 
Geyskens et al 1996 742 
Williamson et al 279 
Leuthesser et al (1995) 100 
Leung et al (1995) 199 
Quantitative studies of the cultural influence on relational exchange are limited, 
however, Williamson et al (1998) examined cross-border relationships with a final 
sample size of 279 (individual categories and responses included the PRC: 25, 
Germany: 31, Costa Rica: 40, Jamaica: 54 and USA: 129). 
From an analysis of previous research the average sample size for a project examining 
an RM-related issue was estimated at 300 useable respondents. Therefore, obtaining a 
sample of no less than 300 useable responses meant that the possibility of any bias or 
incorrect information was no greater than any other studies in the area. As the average 
response to mail surveys is considered to between 5-10% (Barabba, 1990), therefore, 
in order to achieve a useable sample that is comparative to other studies and is no less 
statistically reliable 3000 surveys were mailed (200 companies per strata for the 
exporter group - totalling 2000 companies, and 1000 for the importer group). 
4.5.2 Tactics to Increase Response Rate 
There were a number of difficulties associated with conducting a follow-up survey, 
therefore, the tactics chosen to increase the response rate had to ensure as many 
questionnaires were returned as possible. The literature suggests a number of methods 
to increase response rates in mailed questionnaires. The following methods were 
adopted: 
1. 	 The questionnaire (an AS, double-sided booklet) was printed on yellow paper, 
in order to attract the attention of prospective informants' (Selassie, 1994). 
11. 	 A business-reply envelope was included in the mail package for ease of return 
(Linsky, 1975). 
lll. 	 A University headed letter accompanied the questionnaire (Appendix B) 
which included the researchers telephone number, e-mail address and 
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facsimile number in order to deal with any question queries or difficulty with 
the questionnaire (Allen and Skinner, 1991). 
IV. Some respondents were contacted prior to mailing to ascertain their degree of 
interest in completing the questionnaire (Linsky, 1975). 
v. The amount of open-ended questions were limited (as they are likely to cause 
anxiety in respondents, which may result in the rejection of the whole 
questionnaire) (Linsky, 1975). 
Vl. An organisation (the University of Luton) sponsored the survey (Linsky, 
1975). 
Although methods such as follow-up questionnaires are considered a powerful means 
to increase the response rate in mail surveys (Linsky, 1975), pre-testing the 
questionnaire, however, revealed that informants were concerned about relinquishing 
information regarding relationship dissolution and requested that the questionnaires 
were not traceable. Therefore, the use of follow-up postcards and questionnaires was 
not possible. 
Some respondents were contacted by telephone to assess their level of co-operation in 
completing a questionnaire. It was initially the intention to conduct some telephone 
interviews as they are considered to be a valuable method to obtain samples of quality 
and reliability, and help with response issues (Bagozzi, 1994). A number of early 
telephone calls to pilot the telephone interview process, however, revealed that 
respondents were reluctant to be interviewed at work, often not having the time. It 
was therefore considered impractical to pursue this method any further. Nevertheless, 
the telephone method was pursued in order to ascertain the level of prospective 
respondent interest. Two hundred companies were telephoned (the first two hundred 
on the sample list), 20% of managers initially consented to complete a questionnaire 
provided they had the time. Reasons respondents gave for not being able to complete 
the questionnaire included unsuitable organisation, exportlimport manager overseas, 
the respondent not having the time and due to the fact that the company was no longer 
contactable at that number. Therefore, the method was a useful instrument in 
encouraging some executives to complete the questionnaire. It was not, however, 
practical to useful the prior contact by telephone method for the entire sample due to 
time constraints. 
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4.5.3 Response Rate 
Mail questiormaires can suffer from non-response because respondents may not have 
the time to complete the survey. A number of respondents did not complete the 
questiormaire for a variety of reasons (Table 4.3). Non-response rate is the term used 
where units (here import/export managers) selected for a survey fail to provide all or 
some of the data which the survey was intending to accrue (Lievesley, 1988). 
Table 4.3: Reasons for Non-response 
Reason stated Frequency 
(%) 
Export manager overseas 1 (2.04) 
No regular repeat foreign business 1 (2.04) 
Export sales minimal 8 (16.32) 
All business managed by an intermediary 4(8.16) 
Unable to assist 6 (12.24) 
No longer have an export function 7 (14.28) 
Most overseas purchases are from a parent/sister 1 (2.04) 
company 
No longer have an import function 1 (2.04) 
Importer/exporter not engaged in long-term 5 (10.2) 
relationships 
Addressee had left company 11 (22) 
Company_ ceased trading 4 (8.16) 
Total 49 (100) 
The response rate is the percentage of the total number of respondents contacted that 
co-operate and complete the questionnaire (Dillon et at, 1990). Response rates differ 
widely; some studies report extremely high response rates of 70% or more 
(Chematony, 1989; Dillon et at, 1990), however, the average is considered to be 
around 5-10% (Barabba, 1990). 
Some 17 questiormaires were not fully competed by respondents, however, a response 
rate of 11 % (322 useable questiormaires) was attained (see Table 4.4), comparing 
favourably with the views of the literature (e.g. Barabba, 1990) and comparable to 
similar studies in the area and statistically reliable. The first questiormaires were sent 
out in July, 1999, with the final wave of questionnaires being mailed in August, 1999. 
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Table 4.4: Total Mailed Questionnaires Response 
Category Total Mailed Response (%) 
UK Importers 1000 110 (11) 
UK Exporters 2000 212 (11) 
Total 3000 322 (11) 
As mentioned, two waves of surveys were mailed, at the beginning of the months of 
July and August 1999. The Rate of response for the completed and returned surveys 
was compiled to gauge the success of the instrument. In both major mailings 
(July/August), 80% of the surveys completed were returned within two weeks with 
the majority of the remainder arriving back within six weeks of the original mail date. 
4.5.4 Levels of Measurement: Scaling Techniques in Questionnaire Development 
There are four levels of measurement: nominal measurement, ordinal measurement, 
interval measurement and ratio measurement. The questionnaires included some 
nominal measures (e.g. nationality of customer), however, the majority of questions 
were ordinal. Ordinal measurement is one of the prominent methods of measurement 
for the social sciences as more statistical analysis can be conducted with ordinal data 
than with nominal (Diamantopoulos and Schlegelmilch, 1997). Ordinal scales such as 
semantic differential scales, and Likert scales provide 'equivalent results', and are 
generally considered to be highly reliable (Edris and Meidan, 1990). 
In deciding upon the number scale items to use for each question, Holmes (1974) 
suggests that 5-point scales are generally most effective and easier to comprehend 
from the respondents point of view. Similarly, Little (1957) suggests that " ...Accuracy 
is not gained by using a scoring scale that has a range of differences in excess of the 
number of graduations of quality or intensity that can be recognised." Using multiple 
items in general affords a number of advantages, most importantly, improving 
reliability by allowing random errors of measurement to average out and also by using 
a variety of questions increases the extent of what is being measured (Spector, 1992). 
More scale items are considered to result in greater precision, leading some scale 
developers to use over 100 scale items (Spector, 1992). Nevertheless, an increase in 
response choices is advocated to lead ultimately to diminishing returns (Spector, 
1992). The most common choices are between five and nine responses (Ebel, 1969; 
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Nunnally, 1978). Therefore, a 5-point ordinal scale was considered appropriate for 
this research. The scale points were as follows: 
1 = Agree strongly 
2 = Agree 
3 = Neither agree nor disagree 
4 = Disagree 
5 = Disagree strongly 
4.5.5 Constructs used in the Questionnaire: Definitions, Operationalisations, and 
Reported Validity and Reliability 
Sets of questions assessing an attitude (based on a particular construct) are judged to 
be more reliable than single opinion items as they provide more consistent results 
(Oppenheim, 1992). Constructs are used in order to attempt to define, specify and 
operationalise a focal abstract phenomenon for the purposes of scientific study 
(Kerlinger, 1986; Royce, 1963). The aims here are to define the constructs used in the 
questionnaire, to discuss why a certain operationalisation of a construct has been 
chosen over another, and to outline their reported validity. In the current study the 
constructs fall into two distinct groups: lOR measures to examine the stages of an 
hypothesised model and measures to examine the influence of national culture on 
relationship development. A number of constructs concerning lOR development were 
easily obtainable from the literature in the case of many scales, whereas the measures 
for the cultural concepts did not, in many cases, formally exist in the extant literature. 
Two guiding principles have been used in reaching decisions over using various 
operationalisations taken from the literature when it is reported to be the same 
construct: (1) the level of reported reliability and; (2) the number of questions asked. 
So, if two operationalisations had approximately the same reliability (i.e. two 
measures of 'social bonds' taken from different papers), then the one which asks the 
shortest number of questions was chosen. The overall aim was to ensure that, whilst 
addressing all the key issues of reliability and validity, the questionnaires should be as 
short as possible in order to maximise the response rate. 
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The scale development procedure adopted in this study followed guidelines suggested 
by Spector (1992). Firstly, a conceptual definition was developed incorporating the 
idea or essence behind the concept, and to distinguish it from other possibly similar 
concepts, secondly, an operational definition was developed, specifying the 
procedures necessary for measurement using a sequence of phrases. The scales were 
pilot tested, underwent item reduction and data analysis (factor analysis) and the 
reliability of each scale was established. 
4.5.5.1 Scale Construction 
The literature suggests that a good scale should be reliable and valid (Spector, 1992). 
The purpose of reliability is to ensure that a scale can consistently measure something, 
however, this does not ensure that it measures what it claims to be measuring and thus 
requires validity testing, whereas validity ensures that a scale measures its intended 
construct (Spector, 1992). In order to generate the scales for use in the study the 
theoretical constructs used for both the measures of the model and to determine the 
influence of national culture on relationship development had to be established 
(Figures 4.3 and 4.4). 
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Figure 4.3: Theoretical Constructs of Relationship Development (Model) 
i Construct 
Affective commitment 
Calculative commitment 
Communication 
Competence trust 
Contractual trust 
Comparison level of the 

alternatives (CLALT) 

Goodwill trust 

Intensity of exit 
Investment 
Power 
Relationship performance ­
behavioural 
Relationship performance ­
economIC 
Speed of exit 
Social bonds 
Switching costs 
Theoretical Underpinning 

The firm holds the partner in high esteem, enjoys the 

relationship and has a desire to continue an exchange due 

to a positive regard for the organisation (Geyskens et aI, 

1996). 

The degree to which organisations perceive the need to 

continue the exchange due to the costs associated with 

switching partners (Geyskens et ai, 1996). 

A method of distributing benefits and burdens within a 

relational exchange including the disclosure of information 

(Dwyer et aI, 1987). 

The belief or expectation that a partner will be able to 

perform their allotted role (Sako, 1992). 

The belief that partners will fulfil their contractual 

agreements (Sako, 1992). 

The degree to which suppliers exceed feasible alternatives 

(Anderson and Narus, 1984). 

The belief that partners will act honestly and in a way that 

benefits both exchange partners (Sako, 1992). 

The degree of exit from a relationship or one party's 

feelings towards another party post-dissolution: the 

likelihood that a firm will enter into a relationship with the 

former partner in the future. 

The level of tangible and non-tangible investments in the 

relationship_ (Jackson, 1985) . 

. Just or unjust actions by one actor in a dyad used to 

influence another (Hansen, 1997; Dwyer et aI, 1987). 

Non-economic motives for performance - co-operation 
rather than opportunism (O'Toole, 1999). 
Short-term gam performance based on economIC 
considerations (O'Toole, 1999). 
The time taken to dissolve a relationship. 
Strong personal friendships which precede and enforce 

commitment in long-term buyer-seller relationships 

(Wilson and Mummalaneni, 1986; Rylander, Strutton, and 

Pelton, 1997). 

Costs which are accrued during a relationship because of 

investments and a strong desire to continue the relationship 

due to the difficulty of finding another partner (Jackson, 

1985). 
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Figure 4.4: Theoretical Constructs for Culture 
,
Construct 	 Theoretical Underpinning 
Affective commitment 	 Propensity towards commitment based on mutual respect 
and liking (Geyskens et aI, 1996). 
Aggressive exit 	 Propensity aggressive exit behaviour (Kale and McIntyre, 
1991). 
Calculative commitment 	 Propensity towards commitment based on the cost of 
exiting a relationship (Geyskens et ai, 1996). 
Coercive power 	 Propensity to use power to influence the behaviour of a 
relationship partner (Kale and McIntyre, 1991). 
Conflict 	 Propensity to initiate conflict (Kale and McIntyre, 1991). 
Equity 	 Propensity to emphasise equity or 'fairness' in relations 
(Kale and McIntyre, 1991). 
Exit barriers 	 Propensity to attempt to reduce uncertainty in relational 
exchange by erecting switching barriers. 
Long-term goals 	 Propensity to have long-term goals. 
Performance 	 Propensity to emphasise performance above all else (Kale 
and Mclntrye, 1991). 
Problem acceptance The degree to which problems are accepted in relationship 
development (Hofstede, 1980; Newman and Nollen, 1996). 
Policy and plarming 	 Propensity to create clearly structured plans and 
agreements to avoid uncertainty (Hofstede, 1980; Newman 
and Nollen, 1996). 
Propensity to switch 	 Propensity to switch relationship partners based on placing 
increased emphasis on actual achievements and rewards 
(Kale and McIntyre, 1991). 
Power misuse 	 Propensity to overuse power resulting in relationship 
failure (Kale and McIntyre, 1991). 
Rigour 	 The need to reduce uncertainty by being thorough or 
rigorous when selecting relationship partners (Kale and 
McIntyre, 1991). 
Social bonds 	 Propensity to build strong social bonds or ties because of a 
strong belief in group factors/dynamics (Williams et at, 
1998; Kale and McIntyre). 
Trust 	 Propensity towards developing goodwill trust (Sako, 
1992). 
Spector (1992) suggests that before reliability or validity tests can be conducted a 
number of measures have to 	be adopted to develop constructs from their theoretical 
definitions into useable scales. The methods adopted are as follows. 
144 
1. 	 Six items were developed for each scale in order to increase the reliability by 
reducing any error through scale reduction. Some of the measures, however, 
did not need to be tested for reliability5, 
11. 	 Each item expressed only one idea to avoid confusion and respondent bias, 
111. 	 The use of jargon was avoided (particularly theoretical terms derived from the 
literature review), 
IV. 	 Where possible the use of negatives to reverse the wording of an item was 
avoided; and 
v. 	 The items were checked by colleagues to ensure that they were 
understandable. 
Each section of the questionnaire also had directions for respondents to reduce 
respondent error. 
4.5.5.2 Validity and Reliability 
A number of measures were taken to ensure that the scales used in the questionnaire 
were valid and reliable. The validity of the scales was sought first in order to confirm 
that the question items measured what they are supposed to measure and to reduce the 
number of items for each scale (Oppenheim, 1992). The following methods were 
adopted. 
1. 	 After the scales were conceptualised, the appropriateness of the items on each 
scale was established through 'inter-judge convergence' (a form of construct 
validity). Inter-j udge convergence is a technique whereby intelligent judges (in 
this case, academics in the marketing department) were asked to place items 
on cards next to theoretical concepts or constructs. A high percentage of items 
were correctly identified in most instances, with only minor amendment to the 
final questionnaire. 
11. 	 In order to reduce the number of scale items for the final questionnaire and to 
test their reliability a number of questionnaires were mailed to a number of 
import/export managers taken from the sample list. It is suggested that the 
required number of respondents to facilitate a reliable test is between 2 and 20 
5 Some questions did not need to be tested for reliability as they measure directly observable factors 
such as 'reasons for dissolution' and 'determinants of formation'. 
145 

times the number of items on the largest scale (in this case 6 items) (Kline, 
1994). Therefore, 20 cases were used to test the reliability of the questionnaire 
(falling within Kline's recommended amount). 
111. Factor analysis (FA) was then used to validate the scales and to verify that the 
items used empirically account for the scales, i.e. items correlate strongly 
within groups thus fonning factors (cf. Spector, 1992). The amount of 
variance for each factor was computed (the eigenvalue if 1.0 [one for each 
item] indicates that they do not cluster into a factor). If all items correlate 
perfectly they will produce a single factor that will have an eigenvalue equal 
to the number of items (if items form several factors each have an eigenvalue 
greater than one the indicates that it is accounting for more variance than a 
single item). 
IV. Correlation coefficients were computed (on the SPSS programme) to attempt 
to find the items that constituted an internally consistent scale (i.e. the extent 
which items within each construct intercorrelated with one another), and to 
eliminate the items that eventually did not (Spector, 1992). 
v. The item-remainder coefficient was computed to understand if each individual 
item related to the other items in the analysis. 
VI. Once the number of factors have been attained they can be rotated to see how 
strongly each item relates to each factor. This results in a loading matrix being 
produced containing factor loadings that are correlations of each original 
variable with each factor. It is desirable to have each item which load on one 
and only one factor. An item is said to 'load' on a factor when a minimum 
value of about .30 to .35 has been achieved (Spector, 1992). FA was used to 
discover the main constructs of the study. Items were removed from the scales 
which did not 'load-up' on the main factors (Royce, 1963). 
After the scale items had been reduced, their reliability was sought in order to ensure 
consistency of each measure and its repeatability to the same problem if the measure 
were to be duplicated in another study (Oppenheim, 1992). In order to assess the level 
of reliability of the scales the following method was adopted: 
vii. 	 The internal consistency of the scales were assessed by employing a 
coefficient alpha test - Cronbach's Alpha test - based on a test of internal 
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consistency (Cronbach, 1951). Alpha scores range from 0 to 1. The scales 
were reduced as much as possible without falling below the .70 mark, 
suggested as the minimum alpha level acceptable to ensure a scale's reliability 
(commonly quoted to render a scale internally consistent, Nunnally, 1978; 
Cronbach, 1951). 
Vlll. 	 The scales all received high Cronbach Alpha or reliability scores between .60 
(which is deemed as acceptable in an exploratory research design, cf. 
Nunnally, 1978) and .98. Factor analysis and reliability tests were also 
conducted for the existing scales (operationalised scales) taken from the 
literature, in order to ensure that they were still reliable and valid (see Tables 
4.5 and 4.6). 
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Table 4.5: Constructs for Model: Number of items and Reliability 
Construct 
Affective 
commitment 
Affective 
commitment (prior to 
dissolution) 
Comparison level of 
the alternatives 
iCLALT) 
Calculative 
commitment 
Calculative 
commitment (prior to 
dissolution) 
Communication 
Competence trust 
Contractual trust 
Goodwill trust 
Intensity of exit 
Investment 
Power 
Relationship 
performance ­
economIC 
Relationship 
performance ­
behavioural 
Social bonds 
Speed of exit 
Switching costs 
Number 
of items 
2 
3 
2 
2 
2 
2 
3 
3 
2 
2 
2 
2 
3 
3 
2 
2 
2 
Reliability 
(Cronbach's 
Alpha) 
.84 
.93 
.73 
.91 
.83 
.96 
.95 
.94 
.91 
.85 
.61 
.83 
.60 
.60 
.85 
.93 
.90 
Scale originator 

(if scale previously existed) 

reported reliability (i.e. 

Cronbach's Alpha) and number 

of items 

Geyskens et al (1996) 

CA: .81/.85 - 3 items 

Geyskens et al (1996) 

Anderson and Narus, (1984) 

Alpha score not included 

Geyskens et al (1996) 

CA: .801.81 - 3 items 

Geyskens et al. (1996) 

N/A 
N/A 
N/A 
N/A 
N/A 
N/A 
Young (1996) CA: 0.71 - 2 
items 
O'Toole (1999) Alpha score 
not included 
O'Toole (1999) Alpha score 
not included 
Page and Sharp (1998) Alpha 
score not included 
N/A 
Page and Sharp (1998) Alpha 
score not included 
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Table 4.6: Constructs for Culture: Number of items and Reliability 
Construct Number Reliability Scale originator (if scale 
of items (Cronbacb's previously existed) reported 
Alpba) reliability (i.e. Cronbach's 
Alpha) and number of items 
Affective 3 .95 Geyskens et al (1996) 
commitment 
Aggressive exit 2 .97 N/A 
Conflict 2 .90 N/A 
Calculative 2 .75 Geyskens et al (1996) 
commitment 
Coercive power 2 .83 N/A 
Equity 2 .94 N/A 
Exit barriers 2 .93 N/A 
Long-term goals 2 .82 N/A 
Performance 3 .79 N/A 
Problem acceptance 2 .85 N/A 
Policy and planning 2 .93 N/A 
Power misuse 2 .83 N/A 
Propensity to switch 2 .73 N/A 
Rigour 3 .84 N/A 
Social bonds 3 .98 N/A 
Trust 2 .91 N/A 
4.5.6 Development of Hypotbeses 
Four steps to developing useable hypotheses outlined by Goode and Hatt (1952) and 
recommended by Miller (1991) were adopted as follows. 
1. The hypotheses were gIVen to four colleagues to ensure that they were 
conceptually clear (i.e. using terms that are clearly defined and operational), 
did not use value judgements and were specific, 
11. The hypotheses generated were related to available statistical tests, 
111. The hypotheses were related to a body oftheory; and 
IV. The hypotheses were presented in the null and alternate fashion for testing at 
the 2-tailed level (for the nUll) and I-tailed level (for the alternate). 
4.5.7 Tbe Questionnaire Format 
Two questionnaires were generated: one targeted at UK importers, and the other at 
UK exporters (appendices C and D). The questionnaires contain three sections, A, B 
and C. The format for each section is discussed in greater detail below. 
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Section A 
This section assesses importers and exporters methods of evaluating feasible partners, 
reasons for forming relationships and the antecedents of commitment. This section 
comprises largely of ordinal measures. This section also uses open questions with two 
lines provided to restrict the length of the answer (Bell, 1993), prompts were used to 
indicate the type of answer required. The open questions ask for supplemental 
facilitators of awareness of feasible partners not included in the questionnaire, 
supplemental reasons for forming relationships, factors that impeded the smooth 
progression of the relationship, and the extent to which cultural differences affected 
the relationship. The respondents were also required to report the type product being 
bought or supplied, the respondent's nationality (in order to create consistency), and 
for the exporter questionnaire, the country in which the customer is based and the 
nationality of management and contact personnel. 
Section B 
The second section examines the extent of cultural influence on the lOR development 
process using ordinal measures. 
Section C 
The final section consists of questions exploring relationship dissolution using ordinal 
measures. Two open-ended questions were used that ask for supplemental reasons for 
relationship dissolution not included in the questionnaire and any factors that impeded 
exit from the relationship. 
4.5.8 Pretesting the Questionnaire 
Pretesting of the questionnaire was conducted in order to help to ascertain, and to 
reduce, the ambiguity of questions under conditions that reflect (in miniature) the 
main survey. A pretest of the questionnaire was conducted using 20 export managers 
and 20 import managers (selected from their respective sampling frames). 
Specifically, in the case of a mailed questionnaire, a pilot test can provide information 
regarding the accuracy and reliability of the sampling frame chosen, allows an 
estimate of the sample size to be made, calculates the probable non-response rate, can 
provide information leading to a change in the sequence of questions, and in the case 
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of mailed questionnaires, can pilot type of paper, layout of questions, letter of 
introduction, and test reply-paid facilities. 
The executives were asked to complete the questionnaire and then give their opinions 
and suggestions regarding the content, form, clarity and length of the questionnaire. 
The respondents were very forthcoming in regards information and advice, leading in 
many cases to respondents returning annotated questionnaire booklets. This led to a 
number of minor corrections being made. 
4.5.9 Methods of Statistical Analysis 
There is no universally adopted statistical test or tests with which to examme 
relationship development. There are two types of statistical tests: parametric and non­
parametric. Parametric tests assume that the distribution of the population is normal, 
whereas non-parametric tests make no assumptions concerning the distribution of the 
population (Porkess, 1988). Parametric tests involve testing hypotheses concerning 
particular populations, the most popular methods to assess this include t-tests and tests 
of correlation such as Pearson's coerrlation coefficient. Non-parametric tests involve 
ranking data and include tests such as Kendell's measure of concordance, the Mann­
Whitney test and Spearman's test of correlation. 
In order to use parametric tests three criteria must be met: the data must be measured 
by at least interval scales, scores should be fairly normally distributed and there 
should be homogeneity of variance (Robson, 1985). When these criteria are not met, 
non-parametric tests should be used (Siegel, 1956; Steel and Torrie, 1980). Despie 
this, some studies treat ordinal scales as interval scales, which has sparked some 
debate in the literature. Nuttal (1986) argues that it is often difficult to establish the 
differences between ordinal and interval scales in many social science studies, and 
furthermore, in many instances these scales are not truly interval. In light of this, it is 
important to ascertain the limitations of drawing conclusions from ordinal variables 
that are not truly interval. Weisburg and Brown (1977, pp. 195-196) suggest that the 
use of parametric tests on what is data best suited to being tested non-parametrically: 
should " ...Not generally lead to faulty conclusions." Robson (1985, pp. 79-80) 
supports the assertions of Weisburg and Brown, claiming that: " ...Statisticians have 
demonstrated that the t-test is extremely robust with respect to violation of these 
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assumptions (i.e. assumptions of normal distribution, and homogeneity of variance)." 
The function of parametric and non-parametric tests is also essentially the same, i.e. to 
identify the results produced by the study are down to chance. 
4.5.10 Independent and Related Samples 
In order to test assumption about hypotheses, selecting the appropriate method rests 
on whether the samples are related or independent. The measurement of the variables 
in this study in one group does not affect the measurement of variables in another 
group (i.e. importer/exporter - country group A versus country group B), and 
therefore, the two groups can be considered as independent samples (Meddis, 1984). 
A number oftests were selected for analysis ofthe data, these were as follows. 
1. 	 The t-test was used to examine the cultural hypotheses by comparing the mean 
scores of country groups and individual countries. The t-test is described as 
being the most suitable test to use for the comparison of mean scores between 
two groups (Diamantopoulos and Schlegelmilch, 1997; Norusis, 1988). 
11. 	 Pearson's correlation coefficients were computed to examine level of 
association between variables at certain stages of the model. A series of linear 
regression tests were also conducted in order to aid the interpretation of 
association as suggested in the literature (Diamantopoulos and Schliegelmilch, 
1997). 
1. 	 Friedman tests were used to assess the significance among ranks of variables 
for three areas of the study: the facilitators of awareness, determinants of 
formation and the determinants of dissolution. The Friedman test is described 
as being the most suitable test to use when several ordinal-level measures need 
to be compared to one another (Dianmantopoulos and Schlegelmilch, 1997). 
Although the Friedman's test indicates if there is significant difference 
between the mean ranks of a number of variables, it does not indicate which 
variables account for that significance. Therefore, a Wilcoxon matched-pairs 
signed-rank test was conducted to identify the size of the difference between 
variables (Norusis, 1988). 
11. 	 Discriminant analysis was conducted in order to assess the level of differences 
between importer and exporter attitudes. The discriminant test is described as 
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the ideal procedure to identify the extent to which the variables differ between 
groups (Churchill, 1991). 
4.5.11 Level of Significance 
Robson (1985) describes the level of significance as the probability of making a Type 
1 error. A Type 1 error occurs when the null hypothesis is rejected when it should not 
be (i.e. when the null is in fact, true). A Type 2 error occurs when the null hypotheses 
is accepted when it should be rejected (i.e. the null hypothesis is incorrect). Lowering 
the probability set for significance reduces the chance of making a Type 1 error. 
Significance levels can vary from 1 % to 10%, however, 5% significance is generally 
regarded as 'significant' and 1 % is considered 'highly significant'. A 5% significance 
level was adopted for this study as in many instances it explores issues not previously 
examined. 
4.5.12 Statistical Package Used 
A wide variety of statistic packages exist for use in marketing surveys, including 
SPSSIPC+, MINITAB, Lisrel etc. SPSSIPC+ is arguably the preferred choice for 
many, and is considered to be suitable for analysing surveys of a substantial size 
(Evans, 1990). The thesis used the SPSSIPC+ package to complete a thorough 
analysis of the data set. The decision to use the SPSSIPC+ package was twofold. 
Firstly, the SPSSIPC+ package was made available to the research, and secondly, 
because the package contained the tests required for the study (i.e., factor analysis, 
Pearson's correlation coefficient, Friedman, t-test, Wilcoxon and Discriminant 
analysis). 
4.5.13 Reflections on the Mail Survey 
The mail survey provided a wealth of information in regards to international 
relationship development and substantial additional information from a number of 
open-ended questions included the survey. The response rate was also acceptable 
(11%), as it compared favourably to other studies (e.g. Morgan and Hunt, 1994) and 
with the average response to mail surveys (Barrabba, 1990) and was acceptable in 
terms of statistical reliability. 
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5.0 Inter-organisational Relationship Development: An Analysis of the 
Practitioner Interviews 
This chapter is based on the empirical evidence obtained adopting a case study 
approach consisting of seven interviews with UK based export and import managers 
(see Figure 5.1 for the characteristics of the sample firms). The interview protocol 
(appendix A) and research propositions generated from the literature review largely 
influenced the themes that emerged. The findings from the interviews are brought 
together in an attempt to draw out trends and gain an holistic picture of the lOR 
process. The interview evidence obtained from the case study method presented in 
this chapter was analysed using a three stage approach consisting of data reduction 
(using a coding method), displaying the data using tables (presented in this chapter) 
and verifying the conclusions (by examining the evidence presented in the tables). 
The purpose of the chapter is to examine the evidence relating to the following stages 
in international lORs: 
1. The facilitators ofPre-formation, 
11. The detern1inants of formation, 
111. Early development of the relationship, 
IV. Commitment in long-term relationships, 
v. The causes of dissolution in previously committed relationships; and 
VI. The' forces' that impede development in lORs. 
Table 5.1 presents an overview of the respondents' industry, their position and the 
nature of the discussion with informant. 
156 
Figure 5.1: Informant and Organisation Details 
Case Industry Informants position Discussion theme 
No. in organisation 
1 Communications Managing Director Relationships with 
e_quipment buyers 
2 Scientific measurement Senior Export Relationships with 
equipment Manager buyers 
3 Scientific measurement Senior Procurement Relationships with 
equipment Manager suppliers 
4 Scientific measurement Managing Director Relationships with 
equipment buyers 
5 Water meters Senior Export Relationships with 
Manager buyers 
6 Communications Managing Director Relationships with 
equipment buyers and suppliers 
7 Steel fasteners Commercial Director Relationships with 
buyers 
5.1 ,Pre-relationship Formation in Inter-organisational Relationships 
It is suggested that in order for firms to assess the worth of an offering they must have 
a level of awareness of alternatives (cf. Dwyer et at, 1987). Awareness-enhancing 
factors facilitate the communication of information about one relational party to 
another, and allow one party to evaluate the worth of the other's offering. Although 
there has been some attention paid towards the benefits associated for forming 
relationships, the activities contributing to enhancing awareness is scant save a few 
sources. It has been advocated that buying firms suffer from inertia and are only 
aware of those feasible sources of supply with which they have had prior relations, 
however, seven facilitators to enhance awareness were identified from the literature: 
Connections through family and friends, Direct contact, Previous experience, 
Promotional activity (e.g. advertisement), Propinquity, Referral/recommendation and 
Trade shows and conferences. 
The following proposition was examined. 
Proposition 1: Firms will have a greater awareness of possible suppliers 
through a variety of sources including referral sources, direct contact, 
promotional activities, connections through family and friends, previous 
experience, propinquity and tradeshows. 
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5.1.1 Connections through family and friends 
The informants suggested that few family members provided information on feasible 
sources of supply. The evidence in the literature suggests that connections through 
family members and friends may be a more popular form of enhancing awareness in 
many eastern markets, such as the PRe, where networks of contacts (primarily family 
and friends of the family) share business amongst themselves (Johnston, 1988). 
5.1.2 Direct Contact 
The findings indicated that a number of informants in sales roles considered direct 
contact a possible option: " ... Telephone calls could be a useful tool to foster 
awareness initially". An executive in a procurement role did not considered direct 
contact to be a feasible method in isolation: "We might gain initial awareness of a 
possible supplier from a phone call from them, sure. That wouldn't usually be enough 
though." Therefore, the findings suggest that the direct contact method might serve to 
facilitate awareness initially it may not always be sufficient. 
5.1.3 Previous Experience 
Having previous experience of a supplier was seen to increase the prospective buyer's 
confidence, an informant from a communications firm suggested: "It certainly helps if 
they know what you are capable of. I suppose it helps them to have the confidence to 
try you out in the first place", thus, helping to alleviate feelings of uncertainty (Ford, 
1980). Despite this, other informants suggested that although previous experience of 
a supplier was a reliable method to appraise their abilities, it would not necessarily 
automatically result in selection. 
5.1.4 Promotional Activities 
The findings suggested that promotional tools such as advertisements to have little use 
in many instances. One executive suggested that it was more important to: 
"...Keep relationships in these sorts of countries (developing markets) 
because clearly there are so many potential markets in very early stages .. .it 
is of key importance that you put in the first equipment and be seen to be 
doing a good job." 
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Several respondents claimed that in complex buying situations, promotional efforts 
such as conducting world tours (visiting the prospective customer in their country) to 
develop current accounts and foster new links with prospects was more effective. As 
one informant argued: "We make specific customer visits, we do two or three world 
tours a year that are probably the most critical things." An executive for an 
international sales firm claimed visits to customers were critical particularly to build 
market information. He suggested: "Weare always trying to build up the market 
picture. Things like the customer base, the competition, what new products are going 
on out there." 
5.1.5 Propinquity 
An informant in a senior sales role suggested that: " ... geography comes into it", 
claiming that was propinquity was helpful important in enhancing awareness and 
confirming some of the views of the literature (Bennett, 1996; Dwyer et at, 1987). A 
senior procurement executive currently involved in a relationship with a foreign 
supplier also argued that they had been encouraged to invest in local distribution 
centres in order to increase the ease of interaction, thus helping to reduce some of the 
barriers created by their geographic distance. 
5.1.6 Referrals 
The findings indicated that informants in both sales and procurement roles considered 
referrals from satisfied customers to be the most powerful awareness tool. Many of 
the respondents in selling roles who were questioned admitted that they had gained 
accounts through referral sources, fuelled by positive word-of-mouth from existing 
satisfied customers. One informant from a supplying role suggested " ...What we have 
to do is try to produce an ethos with our general customer base that will cause 
potential customers to come and find us." Another executive claimed to engage in 
little promotional activity in the UK: "We don't extend a lot of field sales work in the 
UK because we know people tend to find us." This obviously enforces the importance 
of enhancing current relationships in order to promote a positive image that should 
encourage referral prospects. 
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In an international relationship context referrals were perceived as important, 
particularly if a firm was trying to breach the prospective customers degree of 
uncertainty regarding the supplying company. An executive suggested that by 
fostering an image of after sales service, and by maintaining an excellent name in the 
trade on service, quality and supply they could break through the buyers confidence 
barrier. One informant reflected on the power of positive word of mouth in an 
international context: "Nepal for example just came to us ... we would have never of 
found them ... but they talked to people in India and said where do you recommend we 
go for certain equipment." Another informant in an international sales role argued: 
"Our name is synonymous with many world-wide projects and our name gets 
linked to how we performed and buyers log on to that and they can see our 
competencies and can see if our company performs well." 
The findings confirmed the VIews of the literature, which notes that third party 
validation or referrals (positive word-of-mouth) from current or lapsed exchange 
partners serves to increase the attractiveness of a possible exchange partner, and to 
facilitate awareness (Christopher et ai, 1991). 
5.1.7 Tradeshows and Conferences 
The findings indicated that attendance at trade shows still served to positively drive 
relationship formation by facilitating awareness and allowing the evaluation of 
feasible partners. Informants noted that trade shows help to nurture current 
relationships, facilitate the resurrection of lapsed relationships, and help to build new 
ones. As one infonnant reflected: "[at tradeshows] ... we meet some of our current 
customers, prospective customers, and in some circumstances talk to people we no 
longer supply." Another informant in a buying role suggested conferences have little 
use in " ...opening doors" they are however, " ...quite useful in building the image that 
company X always seems to be there." 
The findings indicated that failure to attend trade shows could result in a loss 
'awareness', of considerable importance in a global market place where the cost of 
promotional methods such as advertisements might be considerable. An executive in 
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an international sales role suggested: " .. .It' s keeping our name in front of the buyers 
mind and that at anytime we can provide the service - buyers do change their minds." 
The literature asserts that trade shows are costly ineffective as a promotional tool 
(Ponzurick, 1996). Despite this, the findings indicated that they are a good method of 
gaining awareness with prospective customers, meeting current customers, talking to 
lapsed customers and building up a global image, making them a useful tool in 
international marketing. 
5.1.8 Publication 
A catalyst for awareness not borne out by the literature was by publication of trade 
articles (e.g. reporting new product technology). A senior export manager claimed 
new customers had been obtained by giving technical presentations concerning new 
technology advances and supporting this with published articles. He suggested: " ...we 
are known in the market place for what we know ... The market is changing more and 
more and people are becoming more aware of the techniques." He argued that by 
doing this, positive word-of-mouth about the company was encouraged, therefore, 
encouraging prospective customers to contact them (i.e. reverse marketing). 
5.1.9 Conclusion 
The evidence provides some degree of support for proposition 1, indicating that 
buying companies are quite proactive in seeking feasible suppliers. The evidence also 
indicates that suppliers were proactive when attempting to b11ng their offering to the 
attention of a prospective buying firm. Experience does not always provide the 
criteria by which potential new partners will be judged; prospective suppliers may be 
aware, and subsequently, evaluated through a variety of sources. The primary 
facilitator of awareness in international markets appeared to be largely through 
recommendations from a third party. A summary of the respondents' perceptions is 
presented in Figure 5.2. 
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Figure 5.2: Respondents Perceptions' of the Facilitators for Pre-relationship 
Awareness 
Case number 1 2 3 4 5 6 7 
Facilitator 
)( )( )(Connections through 0 0 0 0 
family and friends 
,/ ,/ ,fDirect contact 0 0 0 0 
Previous experience 0 0 0 0 0 0 0 
Promotional activity 0 0 0 0 0 0 0 
X )(Propinquity 0 0 0 0 0 
Referral 0 ,/ ,/ ,/ ./ 0 ./ 
Trade shows and 0 ,/ ./ ./ 0 ,f 0 
conferences 
,fPublication 0 0 0 0 0 0 
'/Interview concurred with facilitator)( Interview conflicted with proposition 0 No 
case data 
5.2 The Determinants of Relationship Formation in Inter-organisational 
Relationships 
What constitutes attraction, triggering relationship formation, is a relatively unknown 
quantity in an empirical context (Eiriz and Wilson, 1999). As companies seek long­
term relationships in favour of short-term transactions, they strive for competitive 
advantage through increased performance. Therefore, the reasons behind forming 
relationships will encompass factors that reflect the anticipated close collaboration 
between buyer and supplier as well as price and delivery issues. The review of 
literature indicated eleven determinants for formation in inter-organisational exchange 
from a variety of disparate literature sources (Figure 5.3). These groups were explored 
in order to ascertain support for the different determinants. 
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Figure 5.3: The Determinants of Formation in IORs 
Determinant Support from the literature 
Asymmetry. Oliver (1990), Paliwoda and Druce (1987) 
Desire to build relationship. Tyler (1997), Lott and Lott (1974), Bennett 
(1996), Paliwoda and Druce (1987) 
Efficiency. Oliver (1990), Lott and Lott (1974), Bennett 
(1996), Paliwoda and Druce (1987) 
Necessity. Oliver (1990) 
Negative episodes in existing Ford (1980), BelU1ett (1996) 
relationships. 
Legitimacy. Oliver (1990), Lott and Lott (1974), Bennett 
(1996), Paliwoda and Druce (1987) 
Previous experience. Morgan and Hunt (1994) 
Product related factors. Paliwoda and Druce (1987) 
Reciprocity. Oliver (1990), Tyler (1997), Bennett (1996), 
Paliwoda and Druce (1987) 
Service and support. Bennett (1996), Paliwoda and Druce (1987) 
Stability. Oliver (1990) 
Therefore, the following proposition was examined. 
Proposition 2: Product and pnce factors are not sufficient to attract 
prospective buyers. lORs will form due to a number of other factors 
including a desire for product collaboration or to attain greater levels 
efficiency. 
5.2.1 Asymmetry 
Asymmetry is a desire to collaborate for joint project development (Oliver, 1990). A 
number of informants espoused the value of forming relationships motivated by 
asymmetry, suggesting: "We work closely with suppliers on designing custom 
components ... they are a good fit with us." An MD reflected on' numerous 
relationships his company had initiated with foreign designers: "We often sought 
designers with specialist skills we did not have." He claimed, however, that 
relationships initiated by this motive could often require a high degree of trust, as 
there was an inherent risk that designs might be pirated. Furthem1ore, asymmetry 
required mUltiple relationships with a number of designers, requiring the company to 
deal with a number of inter-locking extended networks in an ever-d.eveloping 
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constellation of complexity. A semor procurement manager III the instrument 
measurement industry reflected: 
" ... A lot of our suppliers are close to us because we have got a lot of 
involvement in engineering and design ...we prefer to source locally ... even 
though we export eighty percent of product around the globe." 
5.2.2 Desire to Build a Relationship 
The desire to form a relationship was considered important by respondents in several 
organisations. An MD claimed he could be very selective concerning the companies 
he supplied " ...We certainly wouldn't overcook a relationship if there was no great 
future in it..." The informant indicated that it was vital that they be very selective on 
occasions with the companies they supply, making an increased effort to attract 
buyers that had the desire to build relations oflongevity in order to increase long-term 
profitability. Thus, reflecting the views of the literature (Dwyer et ai, 1987; Bennett, 
1996). 
5.2.3 Efficiency 
A procurement manager commented that her firm used a local supply source in order 
to install a synchronous supply system in order to increase efficiency (Just-in-Time 
marketing). She asserted that by using a local the efficiency of supply could be 
increased and 'by so doing, increase their production efficiency leading to a 
considerable competitive advantage. Using local suppliers, however, required the 
reduction of the supply base. The informant claimed that one of her suppliers 
suggested: " .. .If you have us as your supplier we could replace four of your current 
ones' and that is very attractive." She asserted that a further advantage of reducing the 
supply base included: 
" ...Different design opportunities, value analysis, revisiting the design to see 
if we can strip costs down .. .looking at our operations to see if there are any 
ideas they can give us particularly in distribution that will enhance the total 
value chain." 
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The procurement manager reflected: "We are using fewer suppliers now and enjoying 
closer relationships with them. This helps us by lowering our costs and increasing our 
performance capabilities." Furthermore, the informant claimed that closer exchanges 
with fewer supply sources increased the relative control the buyer has, for example in 
shaping supplier strategies. The informant argued: " . .It means we can have a lot more 
influence on making them fit our needs better." Another procurement executive 
claimed: "A lot of the cornmercialleverage of giving them more and more business, is 
so that you have got the ability to say look you've got to do this, if you can't we've 
got a problem ..." Although joint interests should develop as a result of the closer ties 
between the buyer and supplier, the asymmetric nature of the exchange may lead to 
unjust control exerted by the customer forcing the supplier to be compliant to the 
customers needs in every instance. However, it should also be noted that by the use of 
'just' power sanctions the development of a closer strategy and ultimately, joint goals 
can emerge between the relationship's actors. 
The findings supported the assertion that efficiency is a key reason for relationship 
formation, in order to accrue the benefits of long-term relations (e.g. cost saving, 
advantages through large volumes, supply efficiency etc.) (cf. Bennett, 1996; Oliver, 
1990). 
5.2.4 Necessity 
An executive from a procurement department claimed that one vital component they 
were unable or reluctant to produce was only made by one foreign company, 
therefore, necessitating a relationship as they were compelled to buy the product. 
5.2.5 Negative episodes in existing relationships 
The interview evidence indicated that negative episodes in current relationships might 
act as a spur or catalyst for seeking new relationship partners as the literature suggests 
(Ford, 1980). Furthermore, the [rndings revealed that this source of dissatisfaction 
might be due to price increases by a current supplier, late delivery, or an inability to 
produce the required technology, forcing the supplier to search for other feasible 
alternatives. 
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5.2.6 Legitimacy 
If a supplier or buyer has a revered status this may provide added impetus to attract 
the account, thus serving to enhance the organisations reputation and help to attract 
other accounts (Oliver, 1990; Dwyer et aI, 1987). One senior manager claimed that on 
several occasions they had to compete fiercely for highly regarded suppliers of a 
particular product with others in the market. The respondent suggested that attaining a 
particular supplier might be contingent on the buying organisation stressing their 
intention to develop a lasting relationship, as opposed to buying infrequently or 
discretely. He suggested that they were prone to ask: " ... Why should we supply you?" 
5.2.7 Previous Experience 
The evidence from the practitioner interviews supported the assertion that instigating 
relationships with organisations the firm has prior experience of may be a strong 
motive for relationship formation (Morgan and Hunt, 1994). It was revealed that there 
was the need for design collaboration or a need to develop bespoke products between 
buyer and seller. One informant argued that a lack of alternatives compelled him to 
seek (in circumstances where current partners could not oblige or fulfil requirements) 
relationship partners they had prior positive experience and who could fulfil their 
selection criteria. 
5.2.8 Product related Factors 
It may be the case that some suppliers are selected purely on the strength of their 
product. The findings supported this assumption as an executive for a 
communications company reflected: " ... Our product is likely to be the first thing they 
are attracted to, but other things will count as well." The procurement executives 
interviewed supported this, one claimed: " ...The product is vital." 
5.2.9 Reciprocity 
A procurement manager claimed that attracting certain suppliers with specialist 
knowledge was important. She added that each of her suppliers: " ... Have their own 
specialist area." Perhaps one of the most obvious examples of reciprocity is 
agent/distributor representation. An international sales manager considered the 
formation of relatioriships between themselves and their partners in international 
markets, considering them often to be complex in nature: 
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" ...The end customer contact can be very close and very distant. Some 
customers we are taken to see by our agent and we form a relationship not 
only with our agents but also with that customer, but some customers are 
kept at a distance and we deal with the agent who feeds us information back 
on that customer." 
This reciprocal relational arrangement serves both parties as they share 
complementary needs. 
An MD gave a detailed account of establishing a number of reciprocal relationships 
when they first entered the Australian market. He claimed that throughout the early 
1970s considerable effort had been expended attempting to gain new accounts in the 
region. These relationships were established principally through third party 
representation (i.e. agent/distributor) with some success (a representative provided 
detailed market information and prospective customer profiles). The representative 
withheld all customer names preferring to deal directly with the end customer and 
only relaying specific product requirements to the manufacturer. Subsequently, the 
representative closed down leaving the manufacturer unsure of their actual customer 
base in the region. The company was forced to establish new relationships and to 
rebuild and re-establish relationships that Were previously between the representative 
and end customer. 
The use of agent/distributor support and indeed, frequent visits to foreign buyers and 
sellers markets all serve to increase attraction and in so doing, help to reduce the 
effects of barriers inherent in cross-border exchange. An export manager claimed 
that it was important to talk to intermediaries not to only develop a bond with them 
but also to build a comprehensive market picture, and by so doing, identify key 
customers in individual markets. There are, however, few assurances that the 
information provided by the third party is accurate and comprehensive. Despite this, 
one informant in a buying role admitted that: 
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"Very often it would come down to price because within the industry it is 
very competitive ...one of the edges you are looking for is price. Dealing 
with the smaller operators, where perhaps price is less of an issue and the 
differentiation of the merchandise is more important. . .in some cases, quality 
or design originality." 
The findings confirmed the views of the literature indicated that some relationships 
form because of a desire to attract specific knowledge concerning a variety of issues 
(Oliver, 1990; Bennett, 1996). 
5.2.10 Service and Support 
The findings confirmed that an important selection criterion was to increase levels of 
service and support, thus, corroborating some of the views of the literature (Bennett, 
1996). An executive director in a selling function claimed his strategy for initiating 
and developing relationships was fuelled primarily by: "[trying] to produce an ethos 
with our general customer base that will cause potential customers to come and find 
us." He asserted that this image was maintained by fostering a strong image of after­
sales service that many companies were reluctant to provide as the market was largely 
commoditised. The informant perceived this strategy to reflect considerable 
differentiation in their offering and served to ultimately attract long-term prospects 
that were willing to engage in relational exchange. He argued further that by 
maintaining an excellent name in the trade on service, quality and supply [we can 
break through] the buyers confidence barrier." He suggested that the need to break 
through a buyer's confidence barrier might be important in cross-border exchange 
where time to meet representative from the prospective buying organisation might be 
limited. 
5.2.11 Stability 
The evidence from the research supported the assertion that in a turbulent market 
atmosphere, attracting a stable and continuous source of supply may be vital to some 
companies (Oliver, 1990). One informant claimed that in some foreign markets 
attempting to gain loyal suppliers for components was fraught with difficulties. The 
informant observed that some countries business practices centred on price issues 
with little or no emphasis on establishing relational exchange or ensuring stable 
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supply sources. It may however, be the case that in some countries and indeed 
industries, the motivation to establish relational exchange is limited, in favour of 
maintaining transactional exchange. Although establishing stability of supply and 
developing relational exchange may be desirable by some companies, they may have 
to be content with transactional exchange in some circumstances. 
5.2.12 Risk Reduction 
The findings suggested a supplemental determinant for relationship formation: the 
desire to initiate a relationship in order to avoid risk. One sales manager reflected: 
" ...They have got over a million to spend but we know darned well they are not going 
to give all that to one supplier. They like to put all their eggs into different baskets." 
He claimed the buyer's motive for this was to ensure constant supply. Executives in 
buying roles also claimed that as well as a reduction in risk, it serves to facilitate 
greater competition among the few supply sources. One sales manager indicated: 
" .. .If the buyer puts all his eggs into one basket he could get let down. He would 
share his business out to keep three or four suppliers more on their toes," whereas 
another noted: " .. .It gives the buyer a stick to beat their regular suppliers with." 
A senior procurement manager claimed that she had been approached by suppliers 
who suggested that they be given more supply responsibility in return for increased 
service and efficiency. However, she was somewhat sceptical suggesting: 
" ...You didn't want to be too reliant, too much in the pocket of one 
individual. So, as your business grew you would probably try and 
consciously spread the risk. You would give the best opportunities to the 
longer-term suppliers." 
However, implicit in this strategy is an element of risk and uncertainty. The informant 
argued that this had led her to initiate relationships with strong second suppliers in 
order to reduce the associated risk. She reflected on this: 
" ...We have reduced our supply base over the last few years in order to 
accrue greater benefits ... they are often closer to us as a result and are happy 
to work more closely with us as an outcome of that...We are obviously 
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concerned about the riskiness of this and try to attract strong second 
suppliers." 
Initiating relationships to reduce risk alleviates the degree of risk associated with 
using one supply source and should reduce the power anyone supplier may have. A 
small number of supply sources as opposed to a large disparate network of suppliers 
may also increase the level of competition between suppliers, hopefully leading to 
greater benefits for the customer. 
5.2.13 Conclusion 

The findings offer evidence to support the assertion that product and price factors may 

not be sufficient to attract prospective buyers. The determinants of formation in lORs 

seem to encompass a number of factors that embody long-term exchange (e.g. 

efficiency) or the status of the company (e.g. legitimacy), but also the product itself. 

The research offered evidence to confirm the 11 determinants of formation identified 

in the literature and suggested one more detenninant - risk reduction. Therefore, 

suppliers for long-term relationships will have to satisfy one (or more) of the 12 

categories identified in order to be selected. A summary of the respondents' 

perceptions can be found in Figure 5.4. 
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Figure 5.4: Respondents Perceptions' of the Determinants of Formation 
Case number 1 2 3 4 5 6 7 
Determinant 
Asymmetry 0 0 ./ 0 0 ./ 0 
Desire to build ./ 0 0 0 0 0 
relationship 
Efficiency 0 0 ./ 0 0 ./ 0 
Necessity 0 0 ./ 0 0 0 0 
Negative episodes in ./ 0 ./ 0 ./ 0 0 
existing relationships 
Legitimacy 0 0 0 0 0 ./ 0 
Previous experience 0 0 0 0 0 ./ 0 
Product related factors 0 0 ./ 0 0 0 ./ 
Reciprocity 0 ./ ./ ./ ./ 0 0 
Service and support 0 0 0 0 0 ./ 
Stability 0 0 ./ 0 0 0 0 
Risk reduction ./ 0 ./ 0 0 ./ ./ 
./Interview concurred with determinant)( Interview conflicted with determinant 0 
No case data 
5.3 Early Relationship Development 
The nature of relationship development - post-formation and pre-commitment - has 
received little attention in the literature except from a few sources (cf. Dwyer et aI, 
1987; Ford, 1984). This is the stage of a relationship that is discernible by the 
exchange of goods and resources. The interview findings explored a number of salient 
factors elicited from the literature which were considered to be early drivers of 
relationship development prior to commitment (i.e. power, trust, communication, and 
social bonds). 
In discrete short-term transactions, the beginning of an exchange will probably 
involve little more than noting that delivery of the product and payment have been 
made. In long-term lORs, however, this stage will begin to see the evolution of a 
number of complex variables which mediate the success of .the relationship in later 
stages and directly affect the type of commitment the relationship is based on, should 
it reach an advanced stage or state ofdevelopment. 
5.3.1 Social bonds 
One of the distinctions between transaction exchanges and relational exchanges is the 
level of social bonding. Positive attraction towards an organisation in a relational 
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sense is considered to be strongly related in some circumstances to the level of social 
bonds or ties within the dyad and these serve to develop the exchange rather than 
preserving a purely static relationship (Wilson, 1995; Turnbull, 1987). The literature 
suggests that relationships based on affective commitment are based on the desire for 
continuation because of mutual liking and respect (Geyskens et ai, 1996) and 
therefore, are more likely to have higher degrees of social bonding. Conversely, 
relationships based on calculative commitment are considered to continue based on 
the fear of switching costs and are therefore, unlikely to enjoy high levels of social 
bonding. Therefore, the following propositions were examined. 
Proposition 3: Affectively committed relationships will have high levels of 
social bonding 
Proposition 4: Calculatively committed relationships will have low levels of 
social bonding 
Infomlants reflected on the types of relationships that enjoyed the highest levels of 
social bonding. A procurement manager suggested: "Generally speaking when a 
relationship is based on mutual liking and respect the social side of things between the 
two organisations is stronger." An MD for a communications firm offered support for 
this, claiming: "00 .We enjoy socialising with customers we get along with." This 
evidence offers support for proposition 3 and suggests a link between affective 
commitment and high levels of social bonding. 
The link between social bonds and calculative commitment was explored. An 
international sales manager indicated that where relationships are not based on mutual 
liking but on the costs associated with leaving, then social bonds were often limited: 
"00 .We get along with them because we have to, but there are little social links 
between the two companies." Therefore, the findings offer support for propositions 3 
and 4, indicating a link between affective commitment and higher levels of social 
bonding and calculative commitment and lower levels of social bonding. 
172 

The evidence from the interviews also suggested a number of ways in which social 
bonds were important. An MD for a comrimnications firm stated the importance of 
developing social bonds: 
"...The problem with relationship marketing is you need a relationship, it is 
not generally with an organisation it drops down to personality then and 
that's what has changed between the 80s and the 90s." 
The MD for an communications firm noted that for relationship marketing to operate 
effectively it must incorporate all members of the organisation: "The marketing 
function cannot be localised in a single department - almost the entire firm has to be 
involved." This was supported by another informant: 
" ...One of the things which is underestimated in relationship marketing is the 
need for links at different levels within an organisation...very often a 
relationship would fail because somebody, very often me would be playing 
the solo instrument, you wouldn't have input from other people. I was 
disappointed sometimes at the reaction ofpeople above me in the company." 
This could be resolved, he continued "".I was always keen to get somebody from the 
main board to go along and talk to their opposite number in the customers company." 
The evidence also indicated that establishing continuity through social bonds was 
important. One informant reflected: 
"I am a great believer in establishing relationships, so that if one person 
leaves, dies or retires, the whole relationship isn't dependent on that single 
individual. And of course, it can work the other way, if you have had 
changes in the buying team. If you have links only with one person, if that 
person leaves you have a new person who doesn't know you then you are in 
trouble. I have been in that situation where the business has just melted 
away." 
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The evidence suggests that forging social bonds between key account managers (and 
other important individuals in both organisations) help to build successful 
relationships. The findings offer support for the propositions 3 and 4, suggesting that 
relationships based on affective commitment enjoy higher levels of social bonding. 
5.3.2 Trust 
Trust is regarded as one of the key antecedents of commitment, offering a key 
distinction between relational and transactional exchange (cf. Morgan and Hunt, 
1994). Trust is predominantly examined as a uni-dimensional construct in many 
studies which may limit it interpretative power in the examination of IORs. The 
literature indicates a link between goodwill trust and affective commitment and a link 
between competence and contractual trust and calculative commitment (Ahmed et aI, 
1998). However, these assertions are without empirical evidence. Therefore, the 
following propositions were examined. 
Proposition 5: There will be a link between affective commitment and 
goodwill trust than between goodwill trust and calculative commitment. 
Proposition 6: There will be a link between calculative commitment and 
contractual trust and competence trust than between competence trust and 
contractual trust and affective commitment. 
Contractual trust is said to exist when partners fulfil agreements (Sako, 1992). One 
informant claimed that: "...Although we rely on written contracts with our customers 
they must also trust us to be competent in our capabilities." It was evident that it was 
important to not only foster trust between members of the dyad, but within companies 
themselves. One director suggested: "...We also have to make sure that we can trust 
our own capabilities to provide what we say we will." Therefore, one can conclude 
that organisations are aware that in order to be trusted contractually, they must first be 
sure themselves that they can deliver on their promises. 
It has been suggested that there is a relationship between calculative commitment and 
contractual trust (Ahmed et aI, 1998). One informant suggested: " ... Generally 
174 

speaking, we encourage contracts and trust our customers to adhere to those 
agreements in all our relationships." The evidence obtained from the other informants 
supported the need for contractual trust in all relationships: "I always insist on 
contracts ... No, it would not matter on the kind of relationship we had with a supplier, 
we expect them to live up their side of the bargain." The evidence suggests that there 
is not likely to be a stronger relationship between contractual trust and calculative 
commitment relative to affective commitment, as contracts are perceived to be vital in 
all relationships. 
The second classification of trust, competence trust, concerns the expectation that a 
partner will be able to perform their allotted role (Sako, 1992). In some relationships 
trust was not only considered as a positive outcome of a relationship, but a necessity. 
A respondent working for a supplier of the nuclear industry claimed that it was vital 
that they delivered the specified product to the customer. He claimed there had been 
incidences where some suppliers had taken a risk in supplying materials that did not 
correspond exactly with what the customer ordered. 
The link between calculative commitment and competence trust was examined 
(Ahmed et ai, 1998). One informant argued: "It is important that we can trust them to 
be able to do what they say what they can no matter what." Another informant 
claimed: "I always need to trust the actions of the management on the other side .. .If 
not, we've got a problem." Therefore, the evidence suggests that there is no definitive 
link between calculative commitment and competence trust. 
The link between affective commitment and goodwill trust was examined. A senior 
procurement manager argued: "Even in relationships based more on the expense 
associated with them, we still trust them to do right by us," One informant suggested 
that all types of trust are important: "Trust is essential, without it the relationship falls 
down." 
The evidence in regard to trust offered no clear support for the propositions asserted, 
indicating that all types of trust were vital to relationships based on both types of 
commitment. However, the evidence did indicate that all types of trust were important 
validating (to some degree) the multidimensionality of the concept of trust. 
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5.3.3 Power 
Power has been crudely described as one party's ability to get another party to do 
something it would not nonnally do, thus, equating power to an authoritative control 
mechanism (cf. Dahl, 1957; Weitz and Jap, 1995). The literature suggests that power 
can either be viewed as just or unjust (Hansen, 1997). Just power uses, however, are 
likely to influence affective commitment in the same way that unjust power uses are 
likely to influence calculative commitment. Therefore, the following propositions 
were asserted. 
Proposition 7: Affectively committed relationships will experience higher 
levels ofjust power actions. 
Proposition 8: Calculatively committed relationships will experience higher 
levels of unjust power actions. 
The findings indicated that power was important in relationship development _ 
informants recognised that relationships were often asymmetrical, with one party 
holding more power than the other - often the buyer (cf Wilson, 1995). One 
informant reflected: ".. .In any contract negotiation, there is a point where both parties 
can hold the upper hand ... you've got to demonstrate at times that you do mean 
business." 
In international exchanges, one informant endorsed the use of coercive power to 
encourage intermediaries to adopt certain behaviour. He claimed that by using 
coercive power (in a just manner) increased agent motivation and helped to achieve 
higher sales, however, another respondent suggested that intermediaries despite being 
in an inferior position regarding power, " ... Should be left alone to run their own 
territory." Nevertheless, greater uses of negative power actions may result in the 
bifurcation of values or the propensity to get along between both parties in a 
relationship leading to calculative commitment in long-tenn relations. 
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Informants were asked how they envisaged a relationship predominantly characterised 
by unjust power sanctions. One executive responded: "I would imagine it would not 
develop into one of good feeling," and " ... It could result in the relationship ending." 
A senior procurement manager claimed that control could be used positively, for 
example in shaping supplier strategies: "... [by reducing our supply base to gain 
greater benefits from fewer supply sources] we can have a lot more influence on 
making them fit our needs better." The outcome of this power use is likely to lead to 
the shaping of joint interests. The informant suggested that it was likely to lead to 
" ... A more positive feeling between the companies." 
The evidence offers support for propositions 7 and 8, indicating that the use of power 
in relational exchange can be used in either a positive or just manner (e.g. to foster 
positive relations and for shaping supplier strategies) or unjust manner (e.g. possibly 
leading to dissolution or calculative commitment). 
5.3.4 Communication 
It has been argued that reciprocal communication is necessary if a relationship is to 
evolve beyond a stage of early relationship development (Cozby, 1973, Davis and 
Skinner, 1974). Communication has been posited to be a key antecedent of trust 
(Ahmed et ai, 1998; Morgan and Hunt, 1994). Ahmed et al (1998) suggest that 
communication influences the degree of contractual trust in a relationship as 
contractual trust is based on the adherence to written and oral agreements: The 
relationship between communication and contractual/goodwill trust was explored. 
Proposition 9: The level of communication between members of the dyad 
influences the degree of contractual trust. 
An MD considered a relationship his company had with a foreign design firm. He 
claimed that on a number of occasions sensitive company documents had to be 
communicated to the design company. He maintained that: " ... This required a high 
degree of trust as well as written contracts," indicating that a high degree of 
communication was needed to make sure the designs were not pirated or given to 
competitors, therefore establishing contractual trust. There also appears to be a link 
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-between communication and competence trust as the informant claimed that his team 
could trust their management capabilities through constant dialogue with team 
members. 
The evidence also suggests a link between communication and goodwill trust. One 
informant discussed the in-depth dialogue that takes place and the effect this has on 
building positive relations, suggesting: "We get along with the members of company 
X [customer]. We talk to them a lot and get good positive feedback and some negative 
feedback too." Another informant noted: "We talk to our customers all the time to 
find out what they want." 
Although support was found to suggest a link between communication and 
contractual trust, evidence was also offered to indicate a link between communication 
and competence and goodwill trust. Therefore, was hard to discern which type of trust 
had the strongest relationship with communication. 
A summary of the respondents' perceptions can be found in Figure 5.5. 
Figure 5.5 Respondents Perceptions' of Early Relationship Development 
Case number 1 2 3 4 5 6 7 
Proposition 3 .t of ../ ./' .r* * 
Proposi tion 4 .r .r * .r * ./' * 
Proposition 5 X/.{ * X/.{ * * X/.{ X/.{ 
Proposition 6 X/.{ X/.{ X/.{ X/.{* * * 
Proposition 7 .r .{ * .{ .{ .r * 
Proposition 8 ./' .{ .r ./' .r* * 
Proposition 9 .{ X X/.{ .r * X/.! XI.! 
. . ..
.lIntervlew concurred Wlth proposltlOn, X Interview conflicted With propOSitIOn, 0 No case data, 
* Not conclusive, X1./denotes respondent agreed with proposition but also offered conflicting 
evidence 
5.4 Commitment 
Commitment is regarded as the most advanced stage in relationship development and 
is often characterised by investment by both parties: with the preclusion of alternative 
sources of supply (cf. Dwyer et ai, 1987). The commitment stage is also one of the 
most widely researched aspects of lOR development theory, both conceptually (cf. 
Wilson, 1995), and empirically (cf. Geyskens et ai, 1996; Morgan and Hunt, 1994). 
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However, few studies have addressed the motives for commitment beyond the 
positive or affective commitment state, either empirically (cf. Geyskens et aI, 1996) 
or conceptually (Ahmed et al, 1998). 
Commitment is a nebulous and complex concept to define, however, there are a 
number of factors that are advocated to underpin committed relationships. 
Organisations are posited to remain in relationships because of a number of factors 
, 
including the social and/or economic benefits accrued (relationship perfonnance) (cf. 
Wilson, 1995; O'Toole, 1999), the degree and nature of investments (cf. Jackson 
1985), lack of better alternatives (cf. Anderson and Narus, 1984) and lack of 
opportunity to change suppliers often due to exit barriers or switching costs (cf. 
Young and Danize, 1996; Sriram and Mummalaneni, 1990; Jackson, 1985). However, 
it is unclear how these factors mediate the different motives for commitment. 
5.4.1 Motives for Commitment 
The differences in commitment have been overlooked in many key studies (Morgan 
and Hunt, 1994), and particularly in an international context (Ahmed et aI, 1998). The 
findings, however, supported the differences in motives for commitment, i.e. 
affective/calculative, which are vital in order to correctly explain advanced stages in 
buyer-seller relationship development (cf. Geyskens et aI, 1996; Ahmed et aI, 1998). 
The informants associated relationships that were committed based on factors such as 
mutual liking and respect (i.e. affective commitment) with phrases such as "...We 
enjoy working with them", "...1 will do my best to see that our working relationship 
continues successfully in the future", " ... Retaining our accounts is what we aim to 
do", " ... We get a lot of repeat orders on the basis that we can supply exactly what 
they have ordered [rather than] risk going elsewhere" and " .. .It is more effective to get 
along with our partners because we choose to, not because we have to." 
Some relationships were identified as being committed because they were based on 
the costs respondents perceived would be accrued if they switched partners and the 
level of contractual obligations they had (i.e. calculative commitment). Respondents 
hr are concerned that it would beassocIated these exchanges . WIth. p ases suc h" ... Weas 
costly to end this relationship", and "We have to continue [the relationship] due to 
. l' d to continue a relationship: contractual reasons". NeceSSIty was a so CIte as a reason 
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" ... There is only one supplier of component X based domestically, it would 
be costly to switch to using ones based abroad ...[as a result] ... we have very 
little choice other than to be committed to the relationship." 
5.4.2 Investment 
One discernible component of committed relationships is their degree of investment. 
Investment has been classified into two discernible groups: tangible and non-tangible 
(cf. Jackson, 1985). There is evidence to suggest that relationships with high levels of 
calculative commitment have a decreased tendency to invest in the exchange, the 
converse is advocated in relationships characterised by relatively higher degrees of 
affective commitment, where investment is said to be more prevalent (Kumar, 
Hibbard and Stem, 1994). Therefore, the following propositions were examined. 
Proposition 10: Relationships characterised by affective commitment will 
have an increased propensity to invest in the exchange 
Proposition 11: Relationships based on calculative commitment will have a 
decreased propensity to invest in the exchange 
Informants suggested several types of tangible investment they used in their 
relationships, including actual hardware (e.g. shared technology involving the use of 
computers for synchronous supply systems). Informants also suggested a number of 
non-tangible or intangible investments used in their relationships with partners 
including after sales service, design support, training and problem. solving. It was 
evident from respondents that tangible investment often required an element of 
intangible support (i.e. human involvement), thus making the two types of investment 
often inseparable. Investment was also considered to be the responsibility of both 
sides of the dyad, not solely the suppliers responsibility, as a senior procurement 
manager reflected: " ...We have to be seen to be investing in the relationship if we 
want an important supplier to maintain the benefits they deliver us." This underpins 
not only the importance of investment or 'input' in successful relationships but also 
the importance of consistent investment to enforce commitment (cf. Dwyer et aI, 
1987). Investment by the buyer was important particularly when a supplier was 
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regarded as 'important', in that they could provide both direct benefits (e.g. increased 
quality of offering) and indirect rewards associated with using them (e g t t' 
.. repu a lOn, 
similar philosophy). 
Tangible systems are considered most significant in terms of their cost and risk (cf. 
Jackson, 1985). An informant considered their synchronous supply systems stating: 
" ... We are going more and more that way ...In terms of investment it's low, in terms of 
risk it's high." Synchronous supply systems are indicative of highly committed 
relationships, and are often seen as one of the most significant factors contributing to 
swi tching costs. The risk of investment, however, could be offset if a number of key 
factors such as trust were active. One informant remarked on an important 
relationship her company enjoys with a supplier: 
" ... We trust them and work really closely with them to get them to absolutely 
understand what our issues are, doing audits and checking and seeing what 
safety nets they have got in place. So, there is the mechanistic side of it, but 
then there is the humanistic side of relationship management." 
The previous evidence reflects complementary nature of both tangible and intangible 
investments that are inextricably linked. The respondent described the philosophy 
associated with giving a supplier more responsibility, resulting in an increase in 
investment and concern towards the relationship by both parties, and also an increase 
in leverage, or relative power for the buyer. 
Respondents suggested that non-tangible investments might include training staff in 
the buying organisation (typically engineers in the buyer's company - human resource 
investments), and expert knowledge. The findings suggested intangible investment 
served to increase ties or interdependence between the buyer and seller. An 
improvement in problem solving or after sales service was considered synonymous 
with a committed relationship. One informant suggested: 
" ... By working closely with design teams, continuous price support, design 
. . d' h t we can do any ideas that support, lookmg at our operatIOns an seemg w a , 
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we can bring to them, product training; commg m and talking to the 
engineers." 
The respondents reflected upon the nature of investment and its link with 
commitment. The evidence indicated that in instances where both parties had a 
positive working relationship (reflective of affective commitment) the desire to 
develop systems such as the Just-in-Time marketing concept (synchronous supply) 
was encouraged. Conversely, informants noted that in current relationships that are 
dissatisfying, but costly to dissolve, it was not desirable to invest further in the 
exchange. An international sales manager recounted: "I think it would be a mistake if 
we were to spend a lot more money on this relationship." 
The interview evidence found evidence to support propositions 10 and 11, indicating 
that relationships based on affective commitment indicate a higher propensity to 
invest than calculatively committed relationships. 
5.4.3 Switching Costs 
Investment and a desire to continue relations inevitably raise switching costs or exit 
barriers (cf. Jackson, 1985; Gronroos, 1997). The literature indicates that relationships 
based predominantly on calculative commitment continue because of the costs 
associated with dissolving the exchange, thus indicating high levels of switching costs 
related to investment. The literature also suggests that relationships based on affective 
commitment will attract greater investment, therefore, this should also result in high 
levels of switching costs (Kumar, Hibbard and Stem, 1994). Affective commitment 
should also incur switching costs related to a fear of losing a highly favoured 
relationship partner. Therefore, the following propositions were asserted. 
Proposition 12: Affective committed relationships will have high degrees of 
switching costs. 
Proposition 13: Calculatively committed relationships will have high degrees 
of switching costs. 
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A senior procurement executive suggested that the level of switching costs associated 
with relationships characterised by affective and calculative may not always be due to 
investment: " ... It's not always because of investment, we might be tied into a 
contract." One sales manager did offer some differences: " ... Yes, we have got some 
relationships that continue for now because they would be expensive to end, but 
we've also got some great working relationships with other companies where it would 
be expensive to end them as well." 
Although the evidence provided some support switching costs enforcing commitment, 
it WaS not entirely clear how switching costs influence affective and calculative 
commitment. 
5.4.4 Alternatives 
It is posited that relationships can be maintained providing that partners expectations 
are exceeded in comparison to other known alternatives (Anderson and Narus, 1984). 
Despite a relationship being characterised by high levels of commitment, commercial 
pressures still apply. Commercial pressure encourages both parties to constantly 
consider alternative sources of supply or larger, more prestigious accounts. Therefore, 
the following proposition was asserted. 
Proposition 14: low levels of feasible alternative suppliers enforce 
commitment 
The interview findings indicated that buyers were aware of feasible alternatives. A 
sales manager claimed: 
"Once they (the buyer) have tested the water and chosen their standard they 
are allowed to buy that product for a number of years before they have to go 
out and re-test the water. .. (sometimes) they can't buy because their hands 
are tied on price ...three of four percent is enough to tum them away from 
you even when they want your product." 
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This evidence also indicates that the continuation of the exchange (or continued 
commitment) may in some instances he contingent on the level of feasible 
alternatives. 
One respondent stated that it is vital that one understands what is happening in the 
market in order to evaluate possible alternatives: "We always keep an eye on the 
market place .. .it gives us information to motivate our suppliers with." The respondent 
added further: 
" .. .I feel very strongly that you have got to keep an eye on what the market 

place is offering or developing and it is interesting that complacency may set 

in if you don't do that...it keeps them [our suppliers] aware of what are 

requirements are." 

The findings suggest that information about alternative sources of supply, in many 
circumstances, could provide information with which to encourage current suppliers 
to deliver benefits similar to their competitors (or even to switch sources if there is 
dissatisfaction in a current relationship, Ford, 1980). 
The evidence attained from the interviews indicated support for proposition 14, 
suggesting that relationship continuation (and commitment) is contingent on the level 
of alternatives available to the buyer. It may be the case that not only fewer suppliers 
influences commitment but also that commitment is influenced by current relationship 
partners being perceived to be markedly better than other alternatives. 
5.4.5 Relationship Performance 
Relationship performance is considered to comprise of both behavioural factors (e.g. 
satisfaction and loyalty) and economic factors (e.g. short-term financial gain) that 
indicates the success of a relationship more accurately than by using commitment as a 
measure (O'Toole, 1999; Wilson, 1995). The literature indicates that affective 
commitment has a greater positive relationship with performance outcomes due to a 
greater feeling of reciprocity compared with calculatively committed relati?nships 
(Ahmed et ai, 1998). Therefore, the following propositions were examined. 
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Proposition 15: Relationships based on affective commitment will have high 
levels of behavioural and economic performance. 
Proposition 16: Relationships based on calculative commitment will have 
low levels ofbehavioural and economic performance. 
The informants were asked what their ideal outcomes of a relationship would be. One 
informant noted: " ... An outcome of a successful relationship might be financial 
saving, loyalty and the perception that the sale will increase in the future". Another 
suggested: " ... We are satisfied and want to continue the relationship in the future." 
These factors can be classified as economic factors (e.g. financial factors) and 
behavioural factors (e.g. loyalty, satisfaction and a desire to continue the exchange) 
indicating a consistency with the views of the literature (O'Toole, 1999; Wilson, 
1995). 
The findings from the practitioner interviews indicate that performance can indeed be 
considered and measured as a multi-dimensional construct (behavioural and economic 
factors), consistent with some of the thoughts from the literature (cf. O'Toole, 1999). 
The evidence indicated that performance could pertain to rather nebulous, satisfaction 
based factors (e.g. loyalty, satisfaction) and also on economic considerations (e.g. the 
level of cost saving or profit accrued). Respondents indicated that they would be more 
loyal to those relationships they consider as based on positive factors (i.e. affective 
commitment) and would expect them to be more profitable than relationships that 
they were currently trying to dissolve. Therefore, some support was offered for 
propositions 15 and 16. 
Long-term tools such as investment are regarded as helping to create competitive 
advantage (cf. Hakansson and Johansson, 1989; Jackson, 1985). Relationships with 
higher degrees of investment therefore, should, as a result, witness greater levels of 
performance as a result of significant financial input. Therefore, the following 
proposition was examined. 
Proposition 17: Relationships with higher degrees of investment will have 

greater levels of performance. 
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Some support was found to support propositions 17. Several informants did suggest 
that investment should lead to greater efficiency and profitability (i.e. economIC 
performance), providing some evidence to support proposition seventeen. 
5.4.6 Conclusions 
The interview findings suggest that relationship commitment is influenced by a 
number of complex factors that seemed consistent with the extant literature and 
supported a number of the propositions asserted. In order to understand the stage of 
commitment it is vital to include all the dimensions that underpin and lead to it. It is 
also imperative that the performance of a relationship is ascertained, as relying on a 
level of commitment is not a sufficient measure to identify relationship success or 
performance (Aluned et aI, 1998). However, few previous studies include all the 
dimensions considered as vital antecedents of commitment. For example, constructs 
such as commitment and trust which are often treated as uni-dimensional constructs 
when evidence to the contrary exists in the literature and has received support from 
interviews undertaken in this study (Geyskens et aI, 1996; Sako, 1992). A summary of 
the respondents' perceptions can be found in Figure 5.6. 
Figure 5.6 Respondents Perceptions' of Commitment 
Case number 1 2 3 4 5 6 7 
Proposition 10 ./ ./ ./ ./ * ./ ./ 
Proposition 11 ./ * ./ * ./ * * 
Proposition 12 ./ * * X * ./ * 
Proposition 13 ./ * ./ X * * * 
Proposition 14 ./ ./ ./ * * X/'/ ./ 
Proposition 15 ./ ./ ./ ./ * ./ * 
Proposition 16 ./ * ./ ./ ./ * ./ 
Proposition 17 * * ./ ./ ./ * * 
. . ..
,(Interview concurred Wlth proposltlOn, X Intemew conflIcted WIth propOSItIon, 0 No case data, 
* Not conclusive, X /./ denotes respondent agreed with proposition but also offered conflicting 
evidence 
5.5 Dissolution 
A number of academics have argued that few studies have comprehensively examined 
dissolution in previously committed relationships (e.g. Dwyer et aI, 1987; Morgan 
and Hunt, 1994). Despite the call for more comprehensive research, it is still a 
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relatively neglected area of contemporary marketing thought. Subsequently, little is 
known about the reasons for relationship dissolution and the process by which long­
tenn relationships dissolve. 
5.5.1 Identifying the Determinants of Dissolution 
For dissolution to occur there must be some private evaluation of dissatisfaction by a 
member of the dyad heralding the decline of the relationship. The dissatisfaction with 
the relationship results effectively in a stage of intrapsychic reflection; with 
consideration of the dissatisfaction triggers or determinants (cf. Duck, 1982; Stewart, 
1998). Previous research exploring the factors causing dissolution in buyer-seller 
relationships has suggested there are three categories of dissolution determinants: 
product/service provider, customer and competitor actions (Perrien et aI, 1995). To 
this it was possible to add a fourth category of dissolution determinants: 
environmental factors. Therefore, the following proposition was asserted. 
Proposition 18: Relationships will dissolve due to dissatisfying factors from 
four groups of determinants. 
5.5.1.1 Buyer Factors 
Opportunistic behaviour was cited as a determinant of dissolution that could be 
attributable to either buyer or supplier. Opportunistic behaviour can often be 
manifested in terms of the provision of unwanted product features. One informant 
claimed: 
" ... [You] set off with a minimum content which would never satisfy the 
customers needs, you'd hope the customer might not notice, then once you'd 
got the contract would say you need three more of these etc." 
Opportunistic behaviour is more reflective of short-:term exchange management, 
developing relationships characterised by durability and longevity calls for attention 
to be paid to factors that encourage long-term exchange. An obvious aspect of this is 
the avoidance of short-term behaviour in relationships that have evolved over a period 
oftime. 
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Conflict was cited by all infonnants as a factor that might cause relationship 
dissolution. The root cause of conflict has been attributed to a variety of factors. Swift 
resolution of conflict was considered imperative, infonnants generally suggested that 
once conflict had occurred every effort was made to resolve the issue even if this 
included the supplier admitting that they could not meet the needs of the buyer. It is 
nevertheless acknowledged, that conflict may result in positive outcomes and not 
always in negative behaviour often leading to dissolution. 
One informant also suggested that dissolution could occur as a result of a " ...Lack of 
commitment" due in this case to the supplier only accounting for a minimal 
proportion of the buyers requirements. A senior procurement manager recalled a 
relationship that was almost dissolved because they felt the account manager working 
for the supplier lacked commitment. For this reason they constantly sought their 
suppliers opinion of them in order to maintain relationships with key suppliers " ...we 
have had occasions in the past where I have actively sought opinions from suppliers 
as to how we treat them and we serve them." It was also evident that procurement 
managers joining companies could affect existing relations, as one supplier put it: 
"...A new buyer came in who had favourite suppliers ...[therefore]' ..we lost the sale." 
The previous four factors may be responsible for dissolution and may be attributable 
to either buyer or supplier. Respondents noted a number of other dissolution 
determinants that were the responsibility of the buyer: when the buying company is 
taken over, and when the buyer no longer needs the product. 
5.5.1.2 Competitor Factors 
Actions by competitors accounted for a significant amount of relationship failures 
often causing buyer defection because of more attractive alternatives, competitors 
with better price or offer. (cf. Perrien et at, 1995; Gronhaug et ai, 1998). Even in 
committed exchanges parties may become aware of better alternatives. Switching 
exchange partners in such cases will only be feasible if the financial and 
psychological costs associated with switching are relatively lower than the anticipated 
outcome. the new relationship might yield. One sales manager suggested it will have 
to come down to commercial pressures in many supply situations: 
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" .. .1 think it is quite important to maintain good close relationships, but at the 
end of it, it will corne down to commercial pressures, such as getting a better 
offer from somebody else." 
Similarly, buying informants maintained that although it is vital to attempt to foster 
relationships in order to gain competitive advantage, understanding the alternatives 
available is strategically important. One informant suggested " ...A competitor offered 
a better price and delivery capabilities - we could not compete." 
5.5.1.3 Supplier Factors 
A number of determinants of dissolution attributable to the supplying company were 
noted. One executive claimed that having links with the wrong people in the buying 
organisation could cause dissolution. He claimed that having the wrong connections 
could often be avoided by having links with individuals in the buying firm on many 
levels (e.g. with members of the board, engineers, designers). The need for links 
between the individuals in the selling organisation and the buying organisation on 
many levels was emphasised: 
"... [The relationship] really does need to be orchestrated, you need to pay 
attention to the relationship all the way round, not just think well this is 
going all right...Somebody had popped out of the woodwork who we had had 
no dealings with before in the past and stopped the order quite 
unexpectedl y." 
Another informant highlighted this problem: "It's amazing how a single personnel 
change can dramatically affect the business." 
Therefore, it is not always enough to have a number of connections between 
individuals in both the selling and buying firm, but it is essential that these 
'relationships' be with the right individuals. A failure of many sales people seemed to 
be not speaking to the right people in the buying organisation in terms of the decision 
making unit. The key individuals involved with final purchase decisions may be 
office-based or in some circumstances located on the factory floor or an engineer 
based on a work site. 
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The supplying company could also be responsible for relationship failure. An MD for 
an export company recalled the loss of their entire customer base in Australia after 
several years of developing the market. The customer loss was due to only fostering 
relationships with their intermediary in the channel and not their final customers. The 
intermediary closed down and as they had not divulged information regarding the 
exporters customer base they had to rebuild the market again from the beginning. He 
commented " ... [we] failed to maintain the relationship with all parties - it's a mistake 
we won't make again." 
The informants also indicated a further number of reasons that might determine 
dissolution that are attributable to the supplier: lack of required product knowledge, 
price too high, product unsatisfactory, not extensive enough product line and poor 
working relationship. 
5.5.1.4 Business Environment 
The evidence suggested that factors outside of the control of the relationship could 
cause dissolution including such things as economic crises, cultural differences and 
geographic distance. The relationship development process does not take place in 
perfect conditions, market or environmental factors inevitably influence relationship 
development creating instability (cf. Blois, 1997). An informant claimed that 
customers in foreign markets occasionally suffered economic crises (e.g. political 
instability, economic difficulties) resulting in the exchange becoming 'dormant' for a . 
period of time, suggesting: 
" ... Some countries suffer from large-scale recession ... [resulting in] ... not 
being able to afford the product. However, we still keep in touch with them 
because it wont last forever." 
The findings also revealed that cultural differences could cause difficulties in 
international relationships resulting in dissolution. Similarly, the geographical 
distance between buyer and seller may increase relationship management costs 
significantly (e.g. costs associated with sending individuals or design teams to a 
foreign country) to an extent that the relationship is perceived as no longer being 
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feasible. One buyer noted that the cost of constantly travelling to a supplier might 
outweigh any benefits that could possibly be accrued from a relationship. 
In conclusion, the evidence supported proposition 18, indicating that long-term inter­
organisational relationships could dissolve due to determinants from four categories 
of factors. 
5.5.2 Speed of Exit and Intensity of Exit 
A number of models exist which attempt to explain the process of dissolution in long­
term relationships (e.g. human romantic relationships, consumer relationships), in an 
inter-organisational context few studies exist. It may not be sufficient, however, to 
merely identify the factors that cause dissolution: the process by which relationships 
dissolve after the decision is taken to end relations is vital in understanding the 
process holistically. The literature indicates two factors pertinent to dissolution: the 
speed of exit from the relationship (and the factors that influence it) and intensity of 
exit. Four propositions are examined in this section. 
Proposition 19: The speed of exit will be influenced by the degree of exit 
barriers. 
Proposition 20: Affectively committed relationships will have a longer 
period of dissolution than relationships based on calculative commitment 
prior to dissolution. 
Proposition 21: Dissolution may not result in complete cessation of relations: 
it may instead, be measurable by the degree of intensity. 
Proposition 22: Relationships based on affective commitment pnor to 
dissolution will have lower levels of exit intensity than relationships based 
on calculative commitment prior to dissolution. 
5.5.2.1 Speed of Exit 
The speed of exit (or the time taken to dissolve a relationship) from a relationship 
may be influenced by a number of factors. This might include the degree of 
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relationship investment (resulting in differing degrees of switching costs) and may 
also be influenced by the degree of alternative suppliers of quality (Stewart, 1998). 
Informants reflected on the time taken to dissolve a relationship that had significant 
investment. One buyer claimed: 
" .. .If a lot of time and resources have been invested it can be difficult to end 
a sale - it can take a long time. We also have to take into account other 
possible suppliers that can do the same job." 
The level of alternatives may be a significant factor that influences the speed of exit 
from a relationship. An informant from a sales role claimed: 
"There is probably an over capacity in the market place, so the buyers got a 
good choice at the moment, but when the situation changes ... then the 
buyer's got a problem." 
A greater number of feasible alternatives may allow the buyer to exit with greater 
speed from a relationship (providing switching costs are not too significant); whereas 
limited alternatives may force the buyer to stay with the supplier for a longer period 
of time until a replacement can be found. 
The evidence supports proposition 19, indicating that the period between taking the 
decision to dissolve the exchange and the point at which relations actually end may be 
lengthy. No evidence was provided to support proposition 20, indicating that the 
nature of commitment prior to dissolution is unlikely to affect the period, or speed of 
exit, from a relationship. 
5.5.2.2 Types of Exit 
The ways in which companies exit from a relationship have not been explored 
previously in industrial buyer-seller relationships (cf. Eiriz and Wilson, 1999). 
Hirschman (1977) in his seminal work on exit, voice and loyalty, addressed the issue 
of exit but did not differentiate between the types of exit. Although the consumer 
complaining or consumer dissatisfaction responses literature suggests a number of 
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types of exit from consumer relationships (e.g. Huefner and Hunt, 1994; Roos, 1996) 
the types of exit within industrial IORs remain unclear. It may also be the case that 
relationships based on affective commitment prior to dissolution experience lower 
levels of exit intensity than relationships based on calculative commitment, due to 
relations being based on positive or goodwill factors prior to exit. 
The findings offered support for proposition 21 and revealed that exit could be 
classified in three ways: full exit (total dissolution of the relationship), partial exit 
(e.g. cancellation of a product category) and temporary exit (relationship becomes 
dormant or inert for a period of time). These three types of exit represent varying 
degrees of intensity from which a member of the dyad can exit a relationship. 
Full exit results in all ties being severed, as one informant in a procurement role 
concluded: "...We were determined never to use them again, they took advantage of 
us." Partial exit involves the buyer suspending the purchase of one product category 
but not the cessation of the entire relationship. One informant claimed: "...They had 
stopped buying one of our products as a competitor could offer more advanced 
technology, but we hope to remedy this in the near future." The third classification of 
exit, temporary exit, was often attributable to market conditions (e.g. weakening 
currency, political instability). Temporary exit was perceived, in some instances, to 
cause the relationship to remain dormant for a period of time. A supplier from a 
buying company claimed: 
" ...Buyer X's country suffered from an economic crisis meaning they could 
not buy from us for a while. We still make regular contact with them so they 
do not forget us when things pick up, and that we show that we care what 
happens to them." 
In regard to proposition 22, several informants indicated that they would be more 
likely to renew relationships with partners with which they had built positive 
relationships (i.e. affective commitment). Therefore, the proposition was supported. 
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5.5.3 Conclusions 
Understanding the factors that lead to dissolution generates important strategic 
information that can be used to avoid problems that might ultimately lead to 
dissatisfaction (cf. Perrien et aI, 1995). Firms have previously been identified as 
largely ignoring exit particularly if the rate of new customers disguises it (cf. Stewart, 
1997). However, the findings from the interviews indicate that both parties are aware 
of the causes of dissolution in IORs. Once an organisation can understand the reasons 
for dissolution they can take measures to stop further failure. 
It may not, however, be enough to merely identify the determinants of dissolution and 
the processes by which they dissolve. In the study of human romantic relationships, 
Peterson (1989) suggests that in order to understand relationships at any stage of 
development, one must also understand something of its history. Therefore, it may 
also be important to understand the history of the relationship prior to deterioration 
and dissolution. By understanding relationships at their apotheosis (e.g. motives for 
commitment), a more accurate interpretation of dissolution is possible. A summary of 
the respondents' perceptions can be found in Figure 5.7. 
Figure 5.7 Respondents Perceptions' of the Propositions Pertaining to 
Dissolution 
Interview Number 1 2 3 4 5 6 7 
Proposition 
18 ./ ./ ./ ./ ./ ./ ./ 
19 ./ * ./ * * ./ ./ 
20 X X )( X X X X 
21 ./ ./ * J ./ * ./ 
22 ./ * ./ ./ * * ./ 
. . ..
,(Intervlew concurred Wlth propOSItIOn, )C IntervIew conflIcted WIth propOSItIon, 0 No case data, 
* Not conclusive, )C /,(denotes respondent agreed with proposition but also offered conflicting 
evidence 
5.6 Examining the Dynamic Factors that Prevent Smooth Progression in IORs 
The extant literature indicates that relationships are unlikely to exist without being 
influenced by a combination of forces at some point in their lifetime (Halinen, 1995; 
Keep et aI, 1998). The forces that influence relationship development were identified 
as macro or industry level forces (e.g. pressure from competition) and micro or 
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relationship specific forces (e.g. payment problems). The following proposition was 
examined. 
Proposition 23: Relationships will not evolve in a smooth manner: they will 
be susceptible to forces that affect the relationship at both macro (industry 
level) and micro (focal dyad level). 
The evidence from the informants offers considerable support for proposition twenty­
one. At a macro level, findings indicated that Porter's (1980) five forces proved quite 
applicable in an lOR context; in accord with assumptions elicited from the literature 
(Keep et aI, 1998). Porter's five forces (operating at an industry wide level) should 
prove to be vital factors that affect change in relations on an industry wide basis. 
Several executives cited the threat of competition and new market entrants as a source 
of instability in relationships. An MD for a communications company reflected: "I 
think it is quite important to maintain a good close relationship, but at the end of it, it 
will come down to commercial pressures ... " A senior procurement executive noted 
that many of her established domestic suppliers were concerned because of an influx 
of foreign companies that had entered the UK market. These foreign companies were 
setting up sales bases in order to attract orders (and establish long-term relationships) 
from UK companies, often offering cheap imports. It was also evident from the 
interviews that on occasion, some large contracts were conducted via a tender process. 
A senior sales manager recounted that offering large contracts .for tender inevitably 
encouraged fierce competition from companies of all sizes from all continents. 
Relationships are also susceptible to the influence exerted by either buying or 
supplying firm with relatively greater degrees of power. A senior procurement 
manager considered a particularly dissatisfying experience in the Far East where 
demand for the product far exceeded supply. The informant claimed that one supplier 
in Singapore had a tremendous advantage due to the global demand for the product. 
She claimed "They wouldn't even be willing to talk about lower cost. They'll expect 
full margin price." However, the executive admitted that they sometime use their 
power to coerce some of their larger suppliers with relatively less power, the 
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informant suggested: "They probably put up with a lot of mucking about from us, I 
suspect at times they probably do find it tiring:" 
It was also apparent that relationships were also influenced by the actions of members 
of the focal dyad. Several informants reflected that many international relationships 
almost inevitably became dormant at some point in their evolution often due to 
unfavourable market conditions or an inability to meet payment deadlines. One 
executive noted that at anyone time he may have a number of customer relationships 
which are dormant not because the buyer is unwilling to continue the exchange but 
rather because market forces do not permit continuation in cross-border instances. He 
claimed: " ...You can't ignore somebody just because there is no business. We still 
keep in contact with people. We won't just travel to areas where there is business, it is 
very dangerous to leave somebody alone just because there is a political problem or a 
downturn in the economy and it is suffering." 
Actions by suppliers were also noted as a source of instability in relationships. A 
senior international sales executive suggested that the logistics of conducting 
international relationships (and in particular, exporting products to all parts of the 
world) was complex and sometimes resulted in accidents. The informant recounted a 
number of occasions where they had had problems with delivery: "We have had two 
ships sink with our goods on them", "Somebody managed to drop a container into the 
water instead of landing it on the dockside." 
The evidence from the interviews is collated and presented in Figure 5.8. 
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Figure 5.8: The Macro/Micro Factors that Impede Development in IORs 
Macro Factors Factor 
Segment rivalry! competitors Global competition 
Threat of new entrants Tenders and global competition 
Foreign competition setting up bases in 
UK 
Threat of substitute products Cheap imports 
Threat of buyers , growing bargaining Large orders accounting for a significant 
power proportion of suppliers business 
Threat 0 f supp Iiers' growing bargaining Demand exceeds supply 
power Only supplier ofproduct 
Micro Factors Factor 
Buyer factors Payment problems Dormancy 
Cancellation of order 
Supplier factors Product fails to arrive 
Source: compiled by the author and adapted from Porter (1980) 
Proposition 23 received support. The factors identified (Figure 5.8) create an array of 
forces that are a source of instability in relationships, in essence; agents that force 
change requiring management flexibility. A summary of the respondents' perceptions 
can be found in Figure 5.9. 
Figure 5.9. Respondents Perceptions' of the Proposition Pertaining to the Forces 
Affecting Relationship Development 
Interview Number 1 2 3 4 5 6 7 
Proposition 

23 ./ ./ ./ ./ ./ ./ ./ 

..
./ Intervlew concurred with proposition, )( Intervlew confllcted Wlth proposltlOn, 0 No case data, 
* Not conclusive, )( /./ denotes respondent agreed with proposition but also offered conflicting 
evidence 
5.7 Conclusions 
The process of inter-organisational relationship development may not involve a 
smooth progression for all companies. However, there appears to be five discernible 
stages, through which many evolve (pre-formation, formation, early development, 
commitment and dissolution). It is feasible that many long-term relationships may 
pass through all five stages in their development and in some cases several of the 
stages might be repeated in the life time of a relationship. The process described in 
this chapter should not be considered as an a priori prescriptive life-cycle through 
which all relationships pass in a linear fashion. Instead, it should be treated as a series 
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of stages with factors considered as key drivers at each stage, which will impact on 
many successful relationships, thus trying to simplify an inherently complex process. 
The findings from the interviews help to build a more holistic picture of lOR 
development than was previously evident within the literature, and provide firmer 
empirical evidence for the stages of relationship development in lORs. Pre­
relationship awareness is determined by a number of factors (e.g. referral sources, 
tradcshows). The determinants of relationship formation are attributable to a myriad 
of factors often operating in combination, comprising of elements that can be 
described as transactional and relational factors. Early relationship development sees 
the growth of a number of factors that indicate how the relationship will evolve in 
later stages, including the level of social bonding, types of trust etc. At the most 
advanced stage of evolution - commitment - considerable investment may take place 
resulting in different degrees of switching costs. It is also important to distinguish 
between the motives for commitment or else there is a risk of misinterpreting 
relationships in many situations. Although little previous empirical evidence existed 
concerning dissolution, the findings indicated that companies could dissolve 
relationships in a variety of ways across four categories (buyer factors, seller factors, 
competitor factors and environmental factors). A greater understanding of the process 
of dissolution was also achieved, with the findings suggesting that the speed and type 
of exit from a relationship are important elements in understanding process by which 
relationships dissolve. However, it is of vital importance to understand the history of 
the relationship prior to dissolution (e.g. motive for commitment) if a clearer picture 
of dissolution in highly evolved relationships is to be attained. 
An empirically grounded, five-stage model of lOR development from pre-formation 
to dissolution was generated from the research findings (Figures 5.10 and Figure 
5.11). The first stage of fieldwork served to generate a number of propositions 
concerning the aspects of the research that were unclear prior to data collection (e.g. 
pre-fonnation, [onnation, dissolution). In instances where the literature offers 
assumptions concerning the link between constructs (either conceptual or empirical), 
some of these suppositions were supported and in some instances, unclear or 
inconclusive. The evidence from the first stage of fieldwork also served to offer a 
further number of hypotheses not initially presented in the extant literature. The 
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hypotheses for the second stage of fieldwork are presented in Figure 5.12 and are 
examined using evidence obtained from a rriail survey in Chapter Seven. 
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Figure 5.10: An Empirical Examination of the Stages of Inter-Organisational Relationship Development (Fieldwork Stage One) 
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Figure 5.11: An Empirical Examination of Dissolution in Inter-Organisational Relationship Development (Fieldwork Stage One) 
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Figure 5.12 Hypotheses for the Second Stage of Fieldwork 
HI: Referral sources is the principal facilitator of awareness 
H2: There are differences in the determinants of formation 
H3: There is a stronger relationship between contractual trust and 
calculative commitment than contractual trust and affective commitment 
H4: There is a stronger relationship between competence trust and 
calculative commitment than competence trust and affective 
commitment 
H5: There is a stronger relationship between goodwill trust and affective 
commitment than goodwill trust and calculative commitment 
H6: There is a relationship between just power actions and affective 
conunitment. 
H7: There is a relationship between unjust power actions and calculative 
commitment. 
H8: There is a relationship between communication and goodwill trust 
H9: There is a relationship between communication and contractual trust 
HI 0: There is a relationship between communication and competence 
trust 
Hll: There is a stronger relationship between social bonds and affective 
commitment than between social bonds and calculative commitment 
H12: There is a stronger relationship between investment and affective 
commitment than between investment and calculative commitment 
H13: There is a stronger relationship between switching costs and 
affective commitmen:t than between switching costs and calculative 
commitment 
H14: There is a strong relationship between exceeding the comparison 
level ofthe alternatives and affective commitment 
H 15: There is a strong relationship between exceeding the comparison 
level of the alternatives and calculative commitment 
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Figure 5.12 Hypotheses for Second Stage of Fieldwork (cont.) 
H16: There is a stronger relationship between affective commitment and 
behavioural performance than between calculative commitment and 
behavioural performance 
H17: There is a stronger relationship between affective commitment and 
economic performance than between calculative commitment and 
economic performance 
H 18: There is a relationship between the degree of investment and 
behavioural performance 
H19: There is a relationship between the degree of investment and 
economic performance 
H20 Competitor factors are the principal cause of dissolution in IORs 
H21 Relationships based on calculative commitment prior to dissolution 
will experience higher exit intensity than those based on affective 
commitment 
H22 Relationships based on calculative commitment prior to dissolution 
will experience greater exit intensity than those based on affective 
commitment 
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6.0 Examining the Extent of Cultural Influence on Relationship 
Development: An Analysis of the Practitioner Interviews 
This chapter is based on the evidence obtained from seven interviews with UK based 
export and import managers. The findings from the case study interviews are used to 
examine a number of propositions generated from the literature review (Chapter 
Three) and were analysed in the same manner as the findings presented in Chapter 
Five. 
The purpose of this chapter is to examine the evidence relating to five indices of 
national culture: uncertainty avoidance, individualism, masculinity, power distance 
and long-term orientation (Hofstede, 1980; 1991). The chapter has two parts. The first 
section provides an overview of the perceived influence of national culture provided 
by the respondents, whilst the final part of the chapter examines the propositions 
derived from the literature. 
6.1 The Perceived Influence of National Culture 
The informants provided varying responses to the extent that they perceived the 
national culture of their suppliers and customers influences international relationships. 
Several respondents totally dismissed the influence of culture, claiming: "Actually we 
have very few cultural problems", "Culture from our point of view doesn't come into 
it." However, other respondents offered suggestions as to why culture was not a 
significant influence: 
"I think a lot of people make a big thing about cultural differences, they are 
not too great as long as you are sensible and polite, you don't obviously 
deliberately offend them" and "I think there is too much that can be made of 
local customs, you have to be aware ofthem." 
One executive suggested that culture did not affect business, citing the product as the 
principal issue. He claimed: 
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"All customers from our point of view will get the same degree of high 
service, irrespective of who they are, where they are and whatever race they 
are. The product is the same. Culture wouldn't affect it." 
Another informant echoed this sentiment by adding: "A Scandinavian wouldn't get a 
better service than somebody from Scotland. They are all to us important customers, 
irrespective of where they are." One might conclude from this evidence that 
individuals are unaware of the real influencing power of culture, or that product issues 
are generally more important than cultural differences. 
Conversely, several informants indicated that cultural differences are visible and 
alluded to the influence culture could have. The responses ranged from: 
"Yes, you would find different attitudes ... some of the differences were 
cultural - very much so" and "The Russians will get vodka out in the 
mornings, the Koreans will take you singing at night. There is a lot of 
cultural diversity that makes it interesting. The Americans tend to have this 
view that business is always done one way, but it very rarely is." 
One informant suggested: "In terms of establishing business relationships generally 
rather than on a buying or selling basis, I think subconsciously I slipped into a 
different mode going to different countries." 
One executive highlighted the importance of being aware of these differences: "If you 
want to stick to your rules and regulations there are a lot of places where you just 
wouldn't sell, i.e. 'we don't do that here'." A lack of sensitivity to cultural differences 
was highlighted by one export manager: "If you are not sensitive to this issues then 
you might handle one situation more badly than the other - it's interesting to do 
business in other countries." 
One informant in a buying role talked about cultural differences citing a recent trip 
abroad: 
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"It was very revealing, because it drove home to me just how different we 
are. Not just between the west and the east, but even within Europe, how 
different the UK is to Germanic mentality and we would have issues with the 
French." 
The respondents attitudes were brought together to highlight the differences in 
opinions of those that perceived national culture to affect international relationships 
and those that did not (Figure 6.1). 
Figure 6.1: A Summary of Respondents' perceptions of national culture 
National culture has an effect 
You would find different attitudes ... some 
of the differences were cultural- very 
much so 
There is a lot of cultural diversity that 
makes it interesting. 
The Americans tend to have this view 
that business is always done one way, but 
it very rarely is 
I think subconsciously I slipped into a 
different mode going to different 
countries 
National culture has no effect 
We have very few cultural problems 
culture from our point of view doesn't 
come into it 
A lot ofpeople make a big thing about 
cultural differences, they are not too great 
as long as you are sensible and polite 
I think there is too much that can be made 
of local customs 
All customers from our point of view will 
get the same degree of high service, 
irrespective of who they are, where they 
are and whatever race they are 
The product is the same. Culture 
wouldn't affect it 
The evidence indicates that managers of international buying and supplying 
relationships were split regarding their perceptions of the influence of culture (Figure 
6.1). Some claimed that culture was not a powerful obstacle to exchange, whereas 
others considered the staff at other firms to have very different attitudes to their own. 
The influence of culture was examined further by exploring a number of propositions 
(based on each cultural indices espoused by Hofstede, 1980). 
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6.2 The Influence of National Culture on Relationship Development on Five 
Indices of National Culture 
6.2.1 Uncertainty Avoidance 
Hofstede (1980) asserts that members of some countries or societies will attempt to 
reduce any perceived uncertainty in their lives. It is posited that people from high 
uncertainty avoidance cultures will feel threatened by unstructured situations, whereas 
people from low uncertainty avoidance cultures will be happier with a flexible, ad­
hoc, environment (Newman and Nollen, 1996). In an lOR context, it is anticipated 
that firms from high uncertainty avoidance societies will act in manner that attempts 
to reduce uncertainty and increase stability (Kale and McIntyre, 1991 ) (e.g. greater 
rigour expended in selection to help reduce the selection of a poor supplier). In order 
to examine these assumptions the following propositions were asserted: 
Proposition 1: firms from strong VAL cultures will be more ngorous ill 
selection compared to firms from low VAL cultures. 
Proposition 2: firms from strong DAI cultures will expect greater degrees of 
policy and planning compared to firms from low VAL cultures. 
Proposition 3: firms from strong VAL cultures have a greater propensity to 
create exit barriers compared to firms from low VAL cultures. 
Proposition 4: firms from strong VAL cultures are less likely to accept 
problems compared to firms from low DAl cultures. 
The evidence offered little support for any of the propositions asserted. A senio~ sales 
executive argued: 
"I don't think that companies from Germany are any more likely to spend 
more time selecting suppliers than firms from the Netherlands ... In my 
experience, firms from Germany are no more likely to have any greater 
planning, or any of the other factors that you mentioned, than firms from the 
US firms for example." 
. I 
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The other informants questioned also failed to provide any conclusive evidence to 
support the propositions. A summary of the' respondents' perceptions can be found in 
Figure 6.2. 
Figure 6.2 Respondents Perceptions' of the influence of Uncertainty Avoidance 
on Relationship Development 
Interview Number I 2 3 4 5 6 7 
Proposition 
)C )C )C )C )CProposition 1 * * 
)C )C )C )C )C )C )CProposition 2 
)C )C )C )C )CProposition 3 * * 
)C )C )C )C )C )CProposition 4 * 
, , ' ,
,{Intervlew concurred wIth proposItion, )( IntervIew conflIcted wIth propOSItIOn, 0 No case data, 
* Not conclusive, )( /./denotes respondent agreed with proposition but also offered conflicting 
evidence 
6.2.2 Individualism 
Countries that are posited to be strongly individualistic are thought to place greater 
belief in individual actions, whereas countries that are collectivist are considered to 
place more importance in the decisions of the group (Hofstede, 1980). The IDV index 
is linked to how individuals interact with one another, according to their degree of 
interpersonal orientation (Rubin and Brown, 1975). In a relationship context, firms 
from highly individualistic countries are expected not to act in a way that is beneficial 
to the relationship due to notions of individualism, whereas firms from low 
individualistic (or collectivist countries) place considerable importance on group 
integration which is likely to benefit long-term relationships. The following 
propositions were asserted: 
Proposition 5: firms from strong mv cultures are less likely to have social 
bonds compared to firms from low IDV cultures. 
Proposition 6: firms from strong IDV cultures are more likely to engage in 
conflict compared to firms from low IDY cultures. 
The evidence suggested that national culture was a poor indicator of propensity for 
social bonding. Germans were referred to as "sometimes quite abrasive" and poor in 
social circumstances, despite being perceived to be a collectivist country (Hofstede, 
1980). Firms from some of the Scandinavian countries were also considered poor at 
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building social bonds and were described as being "unemotional" and 
"argumentative" (in the case of Sweden and Norway respectively). Therefore, 
proposition 5 was not supported. 
Little evidence was found to support the assertions that firms from individualist 
countries have a greater propensity to initiate conflict. An international sales manager 
reflected: 
"If people are upset about the product then they will complain. I don't think 
that has got anything to do with where they come from - it's down to t~eir 
satisfactions with the product." 
Therefore, proposition 6 was not supported. A summary of the respondents' 
perceptions can be found in Figure 6.3. 
Figure 6.3 Respondents Perceptions' of the influence of Individualism on 
Relationship Development 
Interview Number 1 2 3 4 5 6 7 
Proposition 
Proposition5 X X X X X X X 
Proposition 6 X X X X X X X 
..
./Intervlew concurred with proposition, X Interview conflicted WIth propOSlllon, 0 No case data, 
* Not conclusive, X 1./denotes respondent agreed with proposition but also offered conflicting 
evidence 
6.2.3 Masculinity 
Masculinity is the division of the sexes (and the behaviours perceived as appropriate 
to both genders) which is considered central to all cultural systems (Chetwynd and 
Harnett, 1978; Hofstede, 1980). In a management context, the masculine manager is 
posited to be aggressive and competitive, whereas the feminine manager is yielding 
(McGregor, 1967). Firms in international relationships from masculine societies are 
posited to place relatively greater importance on achieving at all costs. The following 
propositions were examined: 
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Proposition 7: finns from strong MAS cultures are more likely to dissolve 
relationships and switch suppliers based on performance criteria compared to 
firms from low MAS cultures. 
Proposition 8: firms from strong MAS cultures are more likely to place 
greater emphasis on performance compared to firms from low MAS cultures. 
Proposition 9: finns from strong MAS cultures are more likely have 
relationships characterised by calculative commitment compared to firms 
from low MAS cultures. 
Proposition 10: firms from strong MAS cultures are less likely have 
relationships characterised by affective commitment compared to firms from 
low MAS cultures. 
Proposition 11: finns from strong MAS cultures are less likely to develop 
relationships with high degrees of trust compared to finns from low MAS 
cultures. 
Proposition 12: dissolution will be a more unpleasant dealing with firms 
from high MAS countries compared to firms from low MAS cultures. 
Some support for proposition 8 was offered. A procurement manager indicated the 
differences between the UK perspective and other countries in terms of being 
performance focused. An export manager concluded: 
"It's different in Germany; they don't put stuff on the backbumer. They are 
almost the opposite, so focused and so determined and sometimes quite 
abrasive until you've got the converse of that, they probably think we are a 
little bit too laid back." 
This evidence seems in accord with Hofstede's (1980) assumptions of Germany as a 
Masculine country, characterised as being achievement and performance oriented. 
However, an informant from a procurement function claimed that Spaniards acted in a 
"macho" manner, despite being a low masculine (or feminine) country. 
Little evidence was found to support either proposition 7 or 12. Most informants 
indicated that it was hard to suggest that managers from a particular country had a 
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higher propensity to dissolve relationships and switch relationships or to engage in 
aggressive exit than managers from other countries. 
All infonnants concluded that the type of commitment a relationship is characterised 
by has little to do with national culture. A senior sales manager reported: " ... Sure, we 
are more committed to some of Our international customers, but I don't think that it's 
linked to their culture or background." Thus, offering no support for propositions 9 
and 10. 
The link between trust and national culture was explored. One procurement manager 
suggested: "We've got some French suppliers and we get so frustrated with them 
because they have a very laissez faire attitude to issues. They are always on holiday!" 
The infonnant indicated that it could be an issue of trust: 
"If you go and visit them they will promise you the earth, but you know as 
soon as you are on the plane coming back that they will discard some of the 
things you have said and just carryon as normal." 
Despite this evidence, France is posited to be a low MAS (or feminine country), 
offering little support for 11. A summary of the respondents' perceptions can be found 
in Figure 6.4. 
Figure 6.4 Respondents Perceptions' of the influence of Masculinity on 
Relationship Development 
Interview Number 1 2 3 4 5 6 7 
Proposition 
Proposition 7 X ./ ./ X X X* 
Proposition 8 X X X * X * X 
Proposition 9 * X X X * X * 
Proposition 10 X * X X * X X 
Proposition 11 X X X * X X X 
Proposition 12 X X X X X X X 
.. 
with ro osition, 0 No caSe data,
,( Interview concurred WIth proposItIon, X IntervIew co~cted .J n P but also offered conflicting 
* Not conclusive, X /./denotes respondent agreed WI proposl 0 
evidence 
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6.2.4 Power Distance 
Power distance refers to how societies deal with power and the level of divisions of 
status within it and the ability of the individual to overcome these barriers (Hofstede, 
1980; Blais, 1974). In a relationship context, it is anticipated that finns from strong 
power distance cultures will misuse the power they have resulting in problems for the 
long-term future of the dyad. The following propositions were examined: 
Proposition 13: firms from low PDI cultures are likely to emphasise 
relationship equity compared to firms from high PDI cultures 
Proposition 14: firms from low PDI cultures are less likely to use coercion 
compared to firms from high PDI cultures 
Proposition 15: firms from low PDI cultures are less likely to experience 
greater levels of relationship dysfunction due to power misuse compared to 
finns from high PDI cultures. 
The informants believed that power use m long-term IORs had little to do with 
national culture. Informants found it difficult to conclude that some countries had a 
higher propensity to emphasise relationship equity or to use coercive power (often 
resulting in dysfunctional relationships) than others. A senior international sales 
manager suggested: "I think it comes down to the circumstances of the relationship." 
Therefore, no conclusive evidence could be provided to support propositions l3 - 15. 
A summary of the respondents' perceptions can be found in Figure 6.5. 
Figure 6.S Respondents Perceptions' of the influence of Power Distance on 
Relationship Development 
Interview Number 1 2 3 4 5 6 7 
Proposition 
Proposition 13 * X X X X X * 
Proposition 14 X X X * X X X 
X X X )( )( XProposition 15 * 
..
./Intervlew concurred with proposition, X IntervIew conflIcted Wlth proposltlon, 0 No case data, 
* Not conclusive, X 1./denotes respondent agreed with proposition but also offered conflicting 
evidence 
6.2.5 Long-term Orientation 
Long-term orientation refers to the emphasis certain cultures are posited to place on 
the future compared to the past and present - or their degree of future orientation 
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(Hofstede, 1991). In a relationship context, it is anticipated that firms from high 
scoring long-term orientation cultures will place greater importance on long-term 
planning. The following proposition was examined: 
Proposition 16: firms from high scoring LTO cultures are less likely to have 
long-tenn goals compared to firms from low scoring LTO cultures. 
Although Hofstede (1991) offers evidence to suggest that many Far Eastern and Asian 
countries are long-term in orientation, the informants rarely concurred with this 
assumption offering little evidence for proposition 16. In regard to long-term 
planning, a procurement manager suggested that many companies from the Far East 
(particularly Singapore) were: 
"Very exploitative, very arms length, very short-termist.. .They 
[Singaporeans] are not interested in the long-term relationship. They want a 
quick buck. That is the mentality, it doesn't matter how big you are, how 
loud you shout it's the volume." 
This finding suggests that despite the cultural values ascribed to some societies, in a 
commercial context, the greatest influence might be pricing issues shaped by the 
industrial context or setting. A summary of the respondents' perceptions can be found 
in Figure 6.6. 
Figure 6.6 Respondents Perceptions' of the influence of Long-term Orientation 
on Relationship Development 
Interview Number 1 2 3 4 5 6 7 
Proposition 
Pro}Josition 16 X * X X X X X 
. . ..J'Interview concurred WIth proposltlOn, X IntervIew conflIcted WIth proposltlOn, 0 No case data, 
* Not conclusive, X /./ denotes respondent agreed with proposition but also offered conflicting 
evidence 
6.3 Conclusions 
The findings suggest the extent to which cultural differences were perceived to have 
an impact on cross-border IORs differed significantly between respondents. Some 
claimed culture affected relations whilst others maintained it had little or no visible 
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affect. Much of the information obtained treated cultural differences anecdotally, 
often focusing on regional customs and traditions offering little support for any of the 
propositions examined. Although national culture may not strongly influence the 
ways in which managers from certain countries act, other factors such as the demand­
supply situation, and the nature of competition might influence the decisions of 
managers in international relationships (Kale and McIntyre, 1991). 
The influence of national culture on international relationships was not firmly 
established. Although evidence was offered to indicate that national culture had an 
impact on relationships, it did not support the proposed behaviour elicited from the 
literature review. A number of hypotheses are presented in Figure 6.7 and are 
examined by using data obtained from a mail survey presented in Chapter Eight. 
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Figure 6.7 Hypotheses for the Second Stage of Fieldwork 
Uncertainty avoidance 
HI Firms from countries with high DAl scores will be more rigorous in selection 
than firms from low DAl countries 
H2 Firm from countries with high DAl scores will place more emphasis on policy 
and planning than fim1s from countries with low DAl scores 
H3 Firms from countries with high DAl scores will attempt to erect more barriers of 
exit than firms from low DAl countries 
H4 Firms from countries with high DAl scores will have a lower acceptance of 
problems than firms from countries with low DAl scores 
Individualism 
H5 Firms from countries with low lDV scores will have greater propensity to form 
social bonds than firms from countries with high mv scores 
H6 Firms from countries with high mv scores will have a higher propensity to 
initiate conflict than firms from countries with low mv Scores 
Masculinity 
H7 Firms from countries with high MAS scores will have a higher propensity to 
dissolve and switch relationships than firms from countries with low MAS scores 
H8 Firms from countries with high MAS scores will place more emphasis on 
relationship performance than firms from countries with low MAS scores 
H9 Firms from countries with high MAS scores will have a higher propensity to 
build relationships based on calculative commitment than firms from countries with 
low MAS scores 
HIO Firms from countries with low MAS scores will have a higher propensity to 
build relationships based on affective commitment than firms from countries with 
high MAS scores 
HI1 Firms from countries with low MAS scores will have a greater propensity to 
build trust than firms from countries from high MAS scores 
H12 Firms from countries with high MAS scores will be more aggressive on exit 
than firms from countries with low MAS scores 
Power distance 
H13 Firms from countries with low PDl scores will have a higher propensity to 
build relationship equity than firms from countries with high PDI scores 
HI4 Firms from countries with high PDI scores will have a greater propensity to use 
coercive power than firms from countries with low PDl scores 
HI5 Firms from countries with high PDl scores will have a greater propensity to use 
power leading to dysfunctional relationships than firms from countries with low PDI 
Long-term Orientation 
H16 Firms from countries with high LTO scores will have more long-term planning 
than firms from countries with low LTO scores 
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7.0 Mail Survey Results: International Inter-Organisational Relationship 
Development 
7.1 Introduction 
The review of literature in Chapter Two indicates that there is no comprehensive 
model or process of relationship development. The findings from the first stage of 
fieldwork (Chapter Five) suggested a process by which relationships might evolve 
through a series of five stages. The purpose of this chapter is to present the analysis of 
data gathered through sections A and C (pertaining to relationship development and 
dissolution) in the mail survey sent out to UK import/export managers of long-term 
international relationships. 3000 questionnaires were mailed, a total of 110 import 
managers and 222 export managers responded: the reasons some gave for not 
completing the questionnaire are given in Chapter Four. 
The chapter is organised into 8 sections. In addition to the introduction, the 
characteristics of the sampled firms derived from the mail questionnaire are discussed. 
The subsequent sections present the results 0 f tests of hypotheses (generated from the 
literature and first stage of fieldwork) with regard to the attitudes of UK import/export 
managers. The second section determines the principal facilitators of awareness and 
presents supplemental facilitators derived from the questionnaire; the revised 
facilitators incorporating both importer and exporter factors are presented. The third 
section identifies the determinants of formation and offers supplemental determinants 
derived from the survey; revised determinants incorporating both importer and 
exporter factors are also presented. The fourth section examines the antecedents of 
commitment in early relationship· development and determines the relationship 
between these antecedents and the two motives for commitment. The fifth section 
examines the relationship between those factors that are deemed to enforce 
commitment in long-term relations (i.e. investment, switching costs and alternatives) 
and the two types of commitment. In the fifth section the performance outcomes of 
commitment are also determined. The sixth section establishes the causes of 
dissolution in long-term relationships and examines the motives for commitment prior 
to dissolution and the intensity and speed of exit. In regard speed of exit, a number of 
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supplemental factors that impede exit are also presented. In the seventh section, a 
number of supplemental micro and macro factors that impede relationship 
development are presented. The final section examines the differences between 
importers' and exporters' perceptions at each stage of relationship development. In 
each section, objectives, the test results, discussion of findings and conclusions are 
presented. 
A number of statistical tests are applied in this chapter. The Friedman's test is used to 
identify if there is a significant difference regarding the facilitators of awareness, 
fomlation determinants and dissolution determinants and when a significant 
difference is indicated, the Wilcoxon test is employed to identify which variables are 
considered important. The antecedents of commitment in early relationship 
development and in long-term relations are examined by employing a test of 
association (Pearson's parametric test of correlation) and a test of regression to 
ascertain the degree to which the two groups of variables explain the variance of the 
motives for commitment. A series of Pearson's correlation's are also generated to 
ascertain the degree of association between the intensity and speed of exit from long­
term relations and the motive for commitment prior to dissolution. Finally, the 
differences between both sides of the dyad are examined by employing a discriminant 
analysis to identify differences between importer and exporter samples. The reasons 
for choosing these tests are discussed in Chapter Four. 
7.2 Company characteristics of the sample firms 
The unit of analysis for the study was the relationship itself rather than to examine 
different industry categories, however, information was gathered pertaining to the 
respondents industries. Tables 7.1 and 7.2 provide a summary of industry profiles of 
the respondents from the standard industry classification codes presented in Figure 7.1 
(although some respondents withheld the market they operate in). 
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Figure 7.1: Standard Industry Classification Codes 
SIC code Industry 
0 Agriculture, forestry and fishing 
2 Extraction of minerals and ores other than fuels; manufacture of metals, 
mineral products and chemicals 
3 Metal goods, engineering and vehicle industries 
4 Other manufacturing industries 
Table 7.1 Importer Industry Categorisation 
40 

35 

30 

25 

Frequency 20 
15 
10 
5 
0 
0 2 3 
SIC 
4 Withheld 
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Table 7.2 Exporter Industry Categorisation 
3 4
o 2 

SIC 
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The survey also captured some general information regarding the length of time the 
relationship had existed for, revealing that many of the relationships captured in the 
survey had existed for a considerable period of time (Tables 7.3 and 7.4). 
Table 7.3: UK Importer Relationships with Foreign Customers 
Length of relationship (years) mean: 11 Fre_quency 
Number of relationships <2 years duration 14 
Number of relationships 3-5 years duration 32 
Number of relationships 6-10 years duration 32 
Number of relationships 11-15 years duration 13 
Number of relationships 16-20 years duration 10 
Number of relationships 20> years duration 9 
Length of time respondent has managed relationship 
(years) mean: 6 
Total respondents 110 
Table 7.4: UK Exporter Relationships with Foreign Customers 
Length of relationship (years) mean: 6 Frequency 
Number of relationships <2 years duration 38 
Number of relationships 3-5 years duration 69 
Number of relationshi,t:>s 6-10 years duration 69 
Number ofrelationshi,t:>s 11-15 years duration 23 
Number of relationships 16-20 years duration 6 
Number of relationships 20> years duration 7 
Length of time respondent has managed relationship 
Jyears) mean: 5 
Total respondents 212 
7.3 Pre-Relationship Formation 
The activities that take place before relations ensue between buying and supplying 
firms have been neglected within the literature, often only being suggested in a 
piecemeal way. Some consider buying firms' awareness of feasible suppliers to be 
chiefly driven through geographic proximity (Dwyer et ai, 1987) or through methods 
such as previous suppliers (Ford, 1980) or direct contact (Guillet de Monthoux, 1979). 
The first stage of fieldwork indicated that referral sources are likely to provide the 
greatest facilitator for awareness. 
In this section the eight factors that were perceived to facilitate awareness identified 
in the first stage of fieldwork are examined. The objective of this section is to 
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determine which factors import/export managers consider to be used most to facilitate 
awareness prior to relationship fom1ation.Corresponding to this objective, the null 
and alternate hypotheses are: 
HO: There is no difference in the facilitators of awareness 
HI: Referral sources are the principal facilitator of awareness 
7.3.1 Test results 
Applying the Friedman's test, the eight variables are ranked and compared (Table 
7.5). 
Table 7.5: 	 Results of Friedman's test for UK importer/exporter facilitators of 
awareness 
Facilitator Importer Exporter Importer Exporter 
Mean Mean Mean Mean 
Rank Rank 
Connections through family 5.28 5.85 3.67 4.02 
and friends 
Direct contact 4.87 4.50 3.55 3.27 
Previous experience 4.64 5.46 3.45 3.82 
Promotional activity 4.45 4.18 3.32 3.12 
Propinguity 5.88 5.41 3.99 3.78 
Referral/recommendation 3.25 2.41 2.58 1.99 
Trade shows and 3.91 3.81 3.06 2.88 
conferences 
Publication 3.72 4.38 3.02 3.22 
P=<O.01 
The results presented in Table 7.5 show that there is a significant difference between 
the perceived facilitators of awareness for both importer and exporter groups. 
Therefore, the null hypothesis can be rejected. The conclusion can be drawn that some 
factors are more popular facilitators of awareness in IORs than others, however, from 
the previous test results it is not clear if there is any significant difference between the 
ranks between any two factors. In order to determine this, a multiple comparison 
utilising the Wilcoxon signed-ranks test was conducted (Appendix E); the 
summarised results were as follows: 
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Summary of importer findings: 
1. Referral sources are perceived as a more powerful facilitator of awareness 
than tradeshows, promotional activities, connections through family and 
friends, direct contact, previous experience, publication or propinquity, 
ii. Tradeshows are perceived as a more powerful facilitator of awareness than 
promotional activities, connections through family and friends, direct contact 
or previous experience, 
ill. Promotional activities are perceived as a more powerful facilitator of 
awareness than connections through family and friends, direct contact or 
propinquity, 
IV. Publication is perceived as a more powerful facilitator of awareness than 
promotional activities, connections through family and friends, previous 
experience, direct contact or propinquity, 
v. Connections through family and friends are considered as a more powerful 
facilitator of awareness than propinquity, 
VI. Direct contact is considered as a more powerful facilitator of awareness than 
propinquity; and 
Vll. Previous experience as a more powerful facilitator of awareness than 
propinquity. 
Summary of exporter findings: 
1. 	 Referral sources are perceived as a more powerful facilitator of awareness 
than tradeshows, connections through family and friends, promotional 
activities, direct contact, previous experience, propinquity or publication, 
11. 	 Tradeshows are perceived as a more powerful facilitator of awareness than 
promotional activities, direct contact, previous experience, publication and 
propinquity, 
111. 	 Promotional activities are considered as a more powerful facilitator of 
awareness than connections through fan1ily and friends, previous experience 
and propinquity, 
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IV. Direct contact is considered as a more powerful facilitator of awareness than 
previous experience and propinquity, 
v. Publication is considered as a more powerful facilitator of awareness than 
previous experience; and 
VI. Propinquity is considered as a more powerful facilitator of awareness than 
pUblication. 
7.3.2 Discussion of results 
The findings reveal that both importer and exporter groups considered referrals 
(recommendations from satisfied partners) as the principal facilitator of awareness 
before relations ensue, therefore, the alternate hypothesis is accepted, thus confirming 
the findings from the first stage of fieldwork . Methods such as promotional efforts, 
connections through family and friends, trade shows or direct contact were all viewed 
as relatively less used facilitators of awareness in comparison to the power of satisfied 
customers acting as vocal advocates. The evidence reinforces some of the 
assumptions from the limited research on the topic which asserts that satisfied 
customers make good allies for the supplying firm, spreading positive word of mouth 
through informal contacts (e.g. Young and Danize, 1995; Christopher et aI, 1991). It 
is likely that buyers will place more credence on positive referrals from other buyers 
as their opinions are likely to be unbiased and informed. 
It has been argued that trade shows are costly and have little use as a promotional tool 
(Ponzurick, 1996). The findings indicate, however, in a pre-relationship context both 
importers and exporters considered tradeshows to be a valuable method of generating 
awareness and maintaining a presence in what are often global markets, even more so 
than traditional methods such as promotional activities. 
Some academics contend that awareness is chiefly driven by a reliance on previous 
experiences of feasible suppliers due to an inertia, or reluctance, by buying firms to be 
proactive (Ford, 1980), or by the direct contact of sales people (Guillet de Monthoux, 
1979). However, the findings indicate that previous experience and direct contact by 
sales people to be poor methods for facilitating awareness. Propinquity has also been 
viewed by the literature as a powerful method of awareness generation. In Dwyer et 
aI's (1987) model of buyer-seller relationship development, it is argued that 
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propinquity is the principal (and only) driver of awareness, however, the findings 
indicate that propinquity is a poor facilitator of awareness in an international 
industrial context, being ranked consistently low for both importer and exporter 
groups. 
Respondents were also given the opportunity to cite any facilitators of awareness not 
included in the questionnaire (Figures 7.1 and 7.2). 
Figure 7.1: Supplemental Facilitators of Awareness (importer) 
Facilitator 
Connection Connections with sister company, Shareholding in 
company, Parent company, Group company 
Visit Project team foreign visit 
Personal Contact Technological contact (personal contact in company) 
Reputation Product development skill 
Market research Trade directories, Euro pages 
Figure 7.2: Supplemental Facilitators of Awareness (exporter) 
Facilitator 
Visit Visit by sales team, Direct contact by seller, Direct 
approach 
Reputation Seen suppliers product elsewhere used by other buyers 
Customer request Prospective customer visit - Customer request, reverse 
marketing, 
Competitive tender Bid submission to a given requirement, Trial and 
evaluation 
Referral from competition Referral from a competitor due to inability to fulfil all of a 
contract 
Government assistance British embassy, British DTI 
Third party representation Local sales force 
Market research Suppliers' internal market research 
Both import and export respondents' cited a significant number of pre-relationship 
awareness methods not borne out of the practitioner interviews. Several respondents 
cited that awareness was achieved due to the reputation of a particular supplier. One 
respondent claimed to have gained a referral from a competitor who could not fulfil 
an element of a contract. Market research was cited by several respondents (both 
importers and exporters) suggesting considerable effort was expended to find feasible 
partners. Several respondents claimed to have received considerable assistance 
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through government sources such as the efforts of the DTI (e.g. trade missions). Bids 
for tender and through local sales force· representation were also highlighted as 
awareness factors, reflective of some of the more traditional methods of attracting key 
accounts. 
7.3.3 Conclusions 
The literature pertaining to examine relationship development has placed increased 
emphasis and research importance on understanding the antecedents (and in some 
cases the outcomes) of constructs such as commitment. It has not, however, 
sufficiently attempted to ascertain the facilitators of awareness prior to relationship 
formation. The findings from the current survey suggest that there· are numerous 
methods for facilitating awareness at a stage of pre-relationship formation. It may be 
the case that the context or industry in which relationships take place influence 
methods of awareness generation. For example, the degree of effort put into selection 
may be considerable in global markets where there is a high degree of competition in 
order to find a supplier with an offering that best meets the needs of the buyer. The 
degree of effort put into selection in relatively stable markets with few competitors 
might be considerably less. 
The findings from both importer and exporter groups indicate that suppliers need to 
focus on satisfying current relationship partners in order to encourage them to act as 
vocal advocates. As well as being relatively inexpensive (compared to methods such 
as promotional efforts) it is posited that the retention rate of satisfied customers is 
high and relatively inexpensive compared to the costs associated with attracting new 
customers (Conrad, 1997; Evans and Laskins, 1994). 
7.4 Determinants of Inter-organisational Relationship Formation 
It has been advocated that companies are moving away from transaction oriented 
strategies towards relational strategies and as a result, product and pricing factors are 
no longer sufficient to attract firms (Barnes and Glynn, 1993). Furthermore, it has 
been argued that industrial marketing strategy must attempt to understand what 
constitutes attraction, and thus, motivates companies to form relationships (Fiocca, 
1982). Nevertheless, as Oliver (1990) notes, little effort has been made to integrate the 
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detenninants of inter-organisational relationship formation. Therefore, it is currently 
unclear why relationships that develop into iong-term exchanges initially fonn . 
Previous research has suggested that the motives to form relationships may have been 
accidental or misdirected (e.g. ecology and random choice models, cf. Oliver, 1990). 
Nevertheless, as companies strive to initiate and maintain international relational 
exchange, decisions to form relationships, and the motives behind these factors, are 
based on conscious decisions that may take considerable periods of time to evaluate. 
The first stage of fieldwork identified twelve determinants of relationship formation, 
but could not identify which determinant was the principal reason for relationship 
formation. The objective for this section is to determine the principal formation 
factors in international relationship. Corresponding to this objective, the following 
hypotheses are examined: 
HO: There is no difference in the determinants of formation 
H2: There are differences in the determinants of formation 
7.4.1 Test results 
Applying the Friedman's test, the twelve variables are ranked and compared (Table 
7.6). 
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Table 7.6: 	 Results of Friedman's test: the determinants of Inter­
organisational Relationship Formation for Importers and 
Exporters 
Determinant 	 Importer Exporter Importer Exporter 
Mean Rank Mean Rank Mean Mean 
Efficiency 4.77 6.98 1.93 2.93 
Asymmetry 6.21 5.89 2.44 2.27 
Desire to build a relationship 5.71 6.05 2.22 2.34 
Legitimacy 7.01 5.87 2.70 2.26 
Stability 5.95 6.53 2.42 2.58 
Reciprocity 7.68 6.36 2.98 2.46 
Negative episodes in existing 7.38 7.66 2.85 2.93 
relationships 
Previous experience 5.30 4.94 2.14 1.98 
Necessity 7.53 10.09 2.91 3.84 
Service and support 7.90 5.74 3.03 2.18 
Product related factors 4.90 5.17 2.05 2.02 
Risk reduction 7.67 6.72 2.95 2.59 
P=<O.Ol 
The results show that there is significant difference between the determinants of 
formation. Therefore, the null hypothesis can be rejected, indicating that some 
determinants for formation are more popular methods than others. In order to identify 
these determinants, a Wilcoxon signed-ranks test was conducted (Appendix E). The 
summarised results of this test are presented below. 
Summary of importer findings: 
1. 	 Efficiency is a more popular determinant of formation than asymmetry, desire 
to build a relationship, legitimacy, stability, previous experience, necessity, 
negative episodes, reciprocity, service and support and risk reduction, 
n. 	 Product related factors is a more popular detenninant of formation than 
asymmetry, legitimacy, stability, necessity, negative episodes, reciprocity, 
service and support and risk reduction, 
lll. Previous experience is more popular determinant of formation than necessity, 
negative episodes, reciprocity, service and support, risk reduction, stability 
asymmetry and legitimacy, 
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IV. Desire to build a relationship is more popular determinant of formation than 
legitimacy, necessity, negative episodes, reciprocity, service and support and 
risk reduction, 
v. Stability is more popular determinant of formation than necessity, negative 
episodes, reciprocity, service and support, risk reduction and legitimacy, 
VI. Asymmetry is more popular determinant of formation than necessity, negative 
episodes, reciprocity, service and support and risk reduction; and 
V11. Legitimacy is more popular determinant of formation than service and support 
and risk reduction. 
Summary of exporter findings: 
1. 	 Previous expenence IS a more important determinant of formation than 
necessity, negative episodes, reciprocity, service and support, risk reduction, 
legitimacy, asymmetry, efficiency and stability, 
11. 	 Product-related factors is a more popular determinant of fomlation than a 
desire to build a relationship, legitimacy, stability, necessity, negative 
episodes, reciprocity, risk reduction and efficiency, 
111. 	 Service and support is a popular determinant of formation than reciprocity and 
negative episodes, risk reduction, stability, necessity and efficiency, 
IV. 	 Desire to build a relationship is a more popular determinant of formation than 
stability, necessity, negative episodes, risk reduction and efficiency, 
v. 	 Asymmetry is a more popular determinant of formation than stability, 
necessity, negative episodes, risk reduction and efficiency, 
vi. 	 Legitimacy is more a popular determinant of fonnation than stability, 
necessity, negative episodes and efficiency, 
Vll. Reciprocity is more important than negative episodes, necessity and 
efficiency, 
Vlll. 	 Risk reduction IS more important than negative episodes, necessity and 
efficiency, 
IX. 	 Stability is more important than necessity and negative episodes, 
x. 	 Efficiency is more important than necessity; and 
xi. 	 Negative episodes (problems with current suppliers) are more important than 
necessity. 
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7.4.2 Discussion of results 
The findings from the importer sample indicate that efficiency was the most popular 
determinant for formation. Previous experience was also rated highly, being a more 
popular reason to form a relationship than many of the other methods examined. The 
lowest rated determinants of formation were problems with current suppliers, 
necessity, service and support and risk reduction. 
The exporter findings revealed that they perceived previous experience of a supplier 
to be the most popular determinant for relationship formation. Other methods that 
ranked highly included product-related factors, and service and support. The 
determinant that was perceived least likely to spur relationship formation was 
necessity. Relationship formation based on the desire to attain greater efficiency and 
because of problems with current suppliers were both viewed as relatively weak 
reasons to form relations. 
The findings suggest some disparity between the importer and exporter findings. 
Although, admittedly the findings generated were not taken from both sides of the 
same focal dyad, they nevertheless indicate that suppliers perceived relationships to 
form because the buying firm has prior experience of them and their abilities, and 
because they covet the supplier's product. Although buyers viewed both these 
determinants as important · reasons for forming relationships, they considered 
efficiency to be the principal reason for formation. 
Respondents were also given the opportunity to cite any supplemental determinants 
for formation (Figures 7.3 and 7.4). Determinants pertaining to pricing issues were 
cited by several respondents, including good credit terms and a stable exchange rate, 
serving to increase relative attractiveness of a supplier. Flexibility (e.g. a willingness 
to adapt current process) was also cited, suggesting the possibility of significant long­
term investment. The trustworthiness of a particular supplier and increased 
communication were also cited as strong motives for formation. Trustworthiness 
might be particularly relevant in markets where sensitive information may need to be 
relayed between buyer and supplier or where complex relationships exist due to the 
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nature of the product. Capability was also cited as a further motive for formation, with 
the respondent citing an increase in innovation from the supplier. 
Figure 7.3: Supplemental Determinants of Formation (importer) 
Determinant 
Good communication links Time invested to solve problems 
Confidentiality/trustworthiness Supplier is deigned to be sympathetic due to the 
sensitive nature of the customers requirements 
Capability A desire for innovative technology 
Figure 7.4: Supplemental Determinants of Formation (exporter) 
Determinant 
Price-related factors Good credit terms, stable exchange rate 
Flexibility Willingness to adapt and accommodate 
manufacturing process 
The motives behind lORs formation are likely to influence the character of a 
relationship throughout its life time. For example, relationship formation based on 
necessity afford the supplier a high degree of power but also require the supplier to 
constantly innovate their product to protect their unique status. 
7.4.3 Conclusions 
The literature has recognised for some time that understanding the motives for 
formation in inter-organisational relationships is an important but yet neglected aspect 
of relationship development theory (Oliver, 1990). The findings indicate that a 
complex set of factors determine relationship formation. Importers perceived the 
desire to attain greater efficiency and the product to be the principal determinants of 
formation, whereas exporters considered previous experience of relations with a 
supplier and the product to chiefly motivate formation. However, although the 
principal determinants of formation were identified, it is likely that a combination of 
determinants will constitute attraction and motivate the buyer to select a particular 
supplier. 
7.5 Early Relationship Development 
The first stage of fieldwork identified a number of factors that shape the manner in 
which a relationship evolves and influences the type of commitment the exchange is 
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ultimately based upon. In this section the antecedents of commitment in early 
relationship development are examined. The specific objectives and hypotheses are 
stated as follows. There are three objectives for this section: a) to determine the 
relationship between communication and trust, b) to determine the relationship 
between trust, social bonds and power and the two motives for commitment; and c) to 
determine the degree of the variance of affective and calculative commitment that is 
explained by communication, trust, social bonds and power. 
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Corresponding to these objectives, the respective hypotheses are: 
HO: There is not a stronger relationship between contractual trust and 

calculative commitment than between contractual trust and affective 

commitment 

H3: There is a stronger relationship between contractual trust and calculative 

commitment than between contractual trust and affective commitment 

HO: There is not a stronger relationship between competence trust and 

calculative commitment than between competence trust and affective 

commitment 

H4: There is a stronger relationship between competence trust and 

calculative commitment than competence trust and affective commitment 

HO: There is not a stronger relationship between goodwill trust and affective 

commitment than between goodwill trust and calculative commitment 

H5: There is a stronger relationship between goodwill trust and affective 

commitment than goodwill trust and calculative commitment 

HO: There is not a relationship between just power actions and affective 

commitment. 

H6: There is a relationship between just power actions and affective 

commitment. 

HO: There is not a relationship between unjust power actions and calculative 

commitment. 

H7: There is a relationship between unjust power actions and calculative 

commitment. 

HO: There is no relationship between communication and goodwill trust 

H8: There is a relationship between communication and goodwill trust 

HO: There is no relationship between communication and contractual trust 
H9: There is a relationship between communication and contractual trust 
HO: There is no relationship between communication and competence trust 
HI0: There is a relationship between communication and competence trust 
HO: There is not stronger relationship between social bonds and affective 
commitment than between social bonds and calculative commitment 
H11: There is a stronger relationship between social bonds and affective 
commitment than between social bonds and calculative commitment 
7.5.1 Test results 
Applying the Pearson's test of correlation and regression, these assumptions are 
examined. The results of the test are presented in Tables 7.7 - 7.11 . 
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Table 7.7: Results of Pearson's Correlation Coefficients for Early Relationship Development (Importer) 
Dimension Mean SD AC CC CT CTT GT Com Pow 
Affective 2.7 .8632 
commitment 
(AC) 
Calculative 2.5 .7172 .145 
commitment 
(CC) 
Competence 1.7 .6218 *.252 .024 
Trust (CT) 
Contractual 2.8 .7539 -.042 **.194 .131 
Trust (CTT) 
Goodwill 2.5 .8192 *.305 -.035 *.360 .171 
Trust (GT) 
Communication 2.6 .9799 *.187 -.115 *.310 .000 .167 
(Com) 
Power~ow) 3.4 .9956 -.251 -.002 **-.190 .081 **-.224 **-.202 
Social bonds 2.5 .7459 *.415 *.260 **.212 .141 .080 *.304 -.170 
---­ -­ - - -­ ---- ­
*P=<O.Ol 
**P=<0.05 
N=110 
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Table 7.8: Results of Pearson's Correlation Coefficients for Early Relationship Development (Exporter) 
Dimension 
Affective 
con11llitment 
(A C) 
Calculati ve 
commitment 
(CC) 
Competence 
Trust (CT) 
Contractual 
Trust (CTT) 
Goodwill 
Trust (GT) 
Communication 
(Com) 
Power (Pow) 
Social bonds 
*P=<O.Ol 
**P=<0.05 
N=212 
Mean SD AC CC CT CTT GT Com Pow 
1.9 .7023 
2.5 .7565 -.029 
1.9 .6488 *.345 .037 i 
2.7 .8068 .023 *.230 **-.136 
2.5 .8998 *.209 *.165 *.446 *-.293 
2.8 1.1192 *.219 *.226 **.145 -.036 *.214 
i 
3.8 1.0442 -.109 -.097 **-.161 .127 *-.234 .041 I 
I 
- ---- - -- -- - - ----- --- --
I 
2.2 .7688 *.393 .113 *.218 *-.164 .093 *.496 -.126 
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Note on the results 
Some of the correlations computed were low. However, a series of high correlation's 
(± 1) is often unlikely; if one takes the view of the statistical analysis literature, the 
significance of the value is paramount (e.g. Dougherty, 1992). The significance is the 
most important statistic as it implies that the relationship between variables did not 
happen by chance. Dougherty (1992) using his own case, asserts that there is a small 
but nevertheless significant relationship between smoking whilst pregnant and birth 
weight. Although this factor only accounts for a small proportion of the total variance 
it is, nevertheless, important because it is significant. 
Table 7.9: 	 The Variance Explained by the Antecedents of Affective 
Commitment in Early Relationship Development (individual 
variables) 
Variable Importer E~I!0rter 
Goodwill Trust *.085 *.043 
Competence Trust *.055 *.115 
Contractual Trust -.007 -.004 
Social Bonds *.165 *.150 
Communication **.026 *.044 
Power .005 .007 
*P=<O.OI 
**P=<0.05 
Table 7.10: 	 The Variance Explained by the Antecedents of Calculative 
Commitment in Early Relationship Development (individual 
variables) 
Variable 	 Im~orter Exporter 
Goodwill Trust -.008 *.027 
Competence Trust -.009 -.003 
Contractual Trust **.029 *.049 
Social Bonds *.059 .008 
Communication .004 *.047 
Power .004 .003 
*P=<O.Ol 
**P=<0.05 
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Table 7.11: The Variance of Trust Explained by Communication 
Variable Importer Exporter 
Competence *.088 **.016 
Contractual -.009 -.003 
Goodwill .019 *.041 
*P=<0.01 
**P=<0.05 
7.5.2 Discussion of Results 
7.5.2.1 Trust 
The findings from the importer sample indicated no significant correlation between 
contractual trust and affective commitment, however, there is a significant correlation 
between calculative commitment and contractual trust (Table 7.7). Contractual trust 
was also able to predict a greater degree of the variance of calculative commitment 
than affective commitment (Tables 7.9 and 7.10) leading to the rejection of the null 
and the acceptance of H3. An examination of H4 revealed that competence trust is 
more highly correlated with affective commitment and predicts a greater degree of its 
variance than with calculative commitment. Therefore, the null for H4 was accepted. 
An examination of HS indicates that goodwill trust has a stronger relationship with 
affective commitment and is also able to predict a greater degree of its variance than 
with calculative commitment. Therefore, the null was rejected and the alternate 
hypothesis (HS) was accepted. 
The findings from the exporter sample indicated a significant relationship between 
contractual trust and calculative commitment but not between contractual trust and 
affective commitment (Table 7.8). Contractual trust also predicted a greater degree of 
the variance for calculative commitment than affective commitment (Table 7.9 and 
7.10). Therefore, the null was rejected and H3 was accepted. An examination of H4 
revealed that competence trust is more highly correlated with affective commitment 
and also predicts a greater degree of its variance than calculative commitment. 
Therefore, the null for H4 was accepted. An examination of HS indicates that 
goodwill trust has a stronger relationship with affective commitment and also predicts 
a greater degree of its variance than with calculative commitment. Therefore, HS was 
t accepted. 
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Calculative commitment is characterised as a 'neutral' state or reluctance by both 
members of the focal dyad to continue the relationship (Stebbins, 1970). The literature 
takes the view that calculative commitment is strongly grounded in the belief that 
partners will act competently (competence trust) and by their adherence to promises 
(contractual trust) (Ahmed et ai, 1998). The findings from the first stage of fieldwork 
offered evidence to indicate that all forms of trust were important in relations. The 
I 
findings from the second stage of fieldwork, however, from both importer and 
,- ,; 
exporter samples indicated a consistent association between contractual trust and 
calculative commitment for both samples, but no consistent link between competence 
., !", 
, "\ .trust and goodwill trust and calculative commitment, therefore, confirming some of 
i i ' 
the views of the literature. The evidence suggests that relationships based on 
;' 
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calculative commitment experience little trust due to the exchange continuing based 
purely on economic considerations and the adherence to contracts (thus, more 
reflective of transactional exchange). Therefore, an inability to foster the belief that 
the other members of the focal dyad will act in a manner that is beneficial to the 
relationship (i.e. goodwill trust) or that the individuals involved in the relationship's 
management are able to do so competently (i.e. competent trust) should lead to greater 
levels of calculative commitment. 
The findings from both importer and exporter samples indicated that affective 
commitment has a stronger association with competence trust and goodwill trust than 
did calculative commitment. Therefore, a greater sense of confidence in the 
managerial capabilities of the partner company (i.e. competence trust), and (the more 
nebulous belief) that the other party will behave in a manner that is beneficial to both 
members of the focal dyad (i.e. goodwill trust) should lead to affective commitment. 
The findings also offer evidence to cast some doubt on earlier work regarding 
commitment and trust. Many studies have treated commitment and trust as single 
isolated measures, often being content to ' assert that trust (often measured as 
benevolence or goodwill trust) is a key antecedent of commitment (often measured as 
a form of affective commitment) (e.g. Morgan and Hunt, 1994). The findings suggest 
that different elements of trust are likely to act as different antecedents for the two 
motives for commitment. Therefore, reliance on a single measure of either trust or 
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commitment may fail to comprehensively explain the relationship between trust and 
commitment. 
Competence and goodwill trust may be vital in international buyer-seller relationships 
due to the geographical distance between members of the focal dyad. The belief that 
partners are competent to perform their specified roles and that they are acting 
benevolently (or in the best interests of the relationship) should help to resist 
relationship failure by helping to enforce affective commitment in international 
exchange. 
7.5.2.2. Power 
The findings from the importer sample indicated no significant correlation between 
power and affective commitment. Therefore, the null for H6 was accepted. An 
examination of H7 revealed no positive correlation between unjust power actions and 
calculative commitment. Therefore, the null for H7 was accepted. Power predicted 
none of the variance of either affective or calculative commitment, indicating it may 
not be a powerful antecedent of commitment. 
The findings from the exporter sample were in accord with the importer sample. No 
significant correlation was identified between power and affective commitment 
leading to the acceptance of the null for H6. An examination of H7 revealed no 
correlation between calculative commitment and unjust power actions. Therefore, the 
null for H7 was accepted. Power was unable to predict any of the variance of either 
affective or calculative commitment, suggesting it may not be a powerful antecedent 
of commitment. 
The findings from both importer and exporter samples do not offer strong support to 
corroborate the views of the literature which asserts that power actions are a strong 
method for shaping relations (e.g. Dwyer et aI, 1987). Furthermore, despite the first 
stage of fieldwork offering evidence to suggest that just power actions are an 
antecedent of affective commitment and unjust power actions are an antecedent of 
calculative commitment, no evidence was found to support this at stage two of the 
fieldwork. Therefore, although the use of unjust power actions may to lead to ill will 
between both members of the dyad, it seems unlikely that it will increase the 
, 
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likelihood that relations will evolve to be characterised by relatively higher levels of 
calculative commitment. 
7.5.2.3 Communication 
The results from the importer sample indicated no significant correlation between 
communication and goodwill trust (Table 7.7). Communication was also unable to 
predict any of the variance of goodwill trust (Table 7.11). Therefore, H8 was rejected 
and the null was accepted. An examination of H9 revealed no significant correlation 
between communication and contractual trust. Communication was also unable to 
predict any of the variance of contractual trust leading to acceptance of the null. A 
significant positive correlation was identified between communication and 
competence trust, and communication was also able to predict a high degree of the 
variance of competence trust (Table 7.11). Therefore, the null for H10 was rejected 
and the alternate accepted. The results presented in Tables 7.7 and 7.9 also indicated 
that communication correlated with affective commitment and was able to explain a 
significant degree of the variance of affective commitment. Therefore, the findings 
indicate that importers perceived greater two-way communication to be an important 
antecedent of affective commitment. 
The results from the exporter sample indicated a significant relationship between 
communication and goodwill trust (Table 7.8). Communication was also able to 
predict a significant degree of the variance of goodwill trust (Table 7.11). Therefore, 
the null was rejected and H8 was accepted. An examination of H9 revealed no 
significant correlation between communication and contractual trust, and 
communication was also unable to predict any of the variance of contractual trust. 
Therefore, the null for H9 was accepted. A significant correlation was identified 
between communication and competence trust. Communication · also predicted a 
significant degree of the variance of competence trust. Therefore, the null for HlO 
was rejected and the alternate accepted. The results in Tables 7.8 and 7.9 also 
indicated that communication was able to predict a degree of the variance for both 
affective and calculative commitment. Therefore, the findings indicate that exporters 
perceived communication to be an important antecedent of both motives for 
commitment. 
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Two-way communication has been posited as a factor that increases mutual trust in 
international partnerships (Sarkar et aI, 1997). The findings support the assumption 
that communication allows trust to evolve also indicating that effective 
communication helps goodwill trust and competence trust to evolve, thus supporting 
the findings from the first stage of fieldwork. The findings indicated that two-way 
communication was not strongly related to contractual trust despite the views of the 
literature (Ahmed et ai, 1998) or the findings from the first stage of fieldwork. 
Therefore, members of the focal dyad may not rely on extensive communication in 
order to foster the belief that partners will abide by their contractual agreements. A 
significant relationship was found between communication and competence trust (in 
the case of both importer and exporter samples) and goodwill trust (in the case of the 
exporter sample). Therefore, effective communication between both members of the 
focal dyad facilitates the perception of competence to perform specified roles and 
serves as an antecedent of the level of goodwill trust enjoyed between actors from 
both sides of the dyad. Communication was also identified as an antecedent of 
commitment. The findings from the importer sample indicated that they perceived 
positive two-way dialogue to lead to affective commitment, whereas exporters 
perceived communication to be an antecedent of both motives for commitment. 
7.5.2.4 Social Bonds 
The results from the importer sample indicated a stronger relationship between social 
bonds and affective commitment than between social bonds and calculative 
commitment (Table 7.7). The results presented in Table 7.9 and 7.10 indicated that 
social bonding was also able to predict a considerably higher degree of the variance of 
affective commitment than calculative commitment. Therefore, the null was rejected 
and H 11 was accepted. 
The results from the exporter sample indicated a stronger positive correlation between 
social bonds and affective commitment than between social bonds and calculative 
commitment (Table 7.8). Social bonds were also able to predict a higher proportion of 
the variance of affective commitment than calculative commitment (Tables 7.9 and 
7.10). Therefore, the null was rejected and HI1 was accepted. 
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The findings suggest that social bonds may help to facilitate the evolution of affective 
commitment and act as an important antecedent that serves to differentiate between 
affective and calculative commitment, thus supporting the findings from the first stage 
of fieldwork conducted. Therefore, developing strong social bonds between members 
of the focal dyad in early relationship development should lead to relations being 
based on a more positive regard for one another. Conversely, failing to develop social 
bonds may lead to relations being characterised as negative or 'neutral' at a stage of 
commitment. 
In an international context social bonds may help to aid relationship success by 
allowing members of the focal dyad to discuss matters of concern and issues 
pertaining to the relationship. This contact may be an important facet of relationship 
success as members of the dyad will often be geographically dispersed. 
7.5.3 The Predicted Variance of the Antecedents of Commitment in Early 
Relationship Development 
The variance of affective and calculative commitment explained by the antecedents of 
commitment in early relationship development was examined (Tables 7.12 and 7.13). 
Table 7.12: 	 The Variance Explained by the Antecedents of Affective 
Commitment in Early Relationship Development (all variables) 
Independent variables Dependent variable Importer Exporter 
Communication Affective commitment *.244 *.227 
Competence trust 
Contractual trust 
Goodwill trust 
Social bonds 
Power 
P=<O.Ol 
Table 7.13: 	 The Variance Explained by the Antecedents of Calculative 
Commitment in Early Relationship Development (all variables) 
Independent variables Dependent variable Importer Exporter 
Communication Calculative commitment *.085 *.122 
Competence trust 
Contractual trust 
Goodwill trust 
Social bonds 
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P=<O.Ol 
The results presented in Table 7.12 indicated that the six factors explored at early 
relationship development explained a significant degree of the variance of affective 
commitment (approximately 24% for importers and 23% for exporters). Therefore, 
the findings indicate that although the variables examined account for a significant 
proportion of the variance of affective commitment a number of other factors may 
serve to increase the proportion of variance explained and act as antecedents of 
commitment. 
The results of the second regressIOn analysis (Table 7.13) indicated that the 
antecedents of commitment in early relationship development explained less of the 
variance of calculative commitment than was the case with affective commitment 
(approximately 9% for importers and 12% for exporters). Therefore, the findings 
suggest that a number of other factors are likely to be antecedents of calculative 
commitment than the variables examined in this study pertaining to effective 
relationship development (i.e. trust, social bonds etc.). The factors that lead to 
calculative commitment may be related to transactional elements of exchange rather 
than relational dimensions. Calculative commitment is described as being motivated 
by the perceived costs associated with switching and described as a form of negative 
or 'neutral' motive for commitment (Geyskens et aI, 1996; Stebbins, 1970). 
Therefore, factors such as trust and social bonds are unlikely to be principal 
motivators of calculative commitment, instead, factors such as the level of switching 
costs may have a greater influence. 
7.5.4 Conclusions 
The findings provide evidence to suggest that the dimensions that evolve in the early 
stage of a relationship affect its development at later stages. Relationships grounded 
in higher levels of affective commitment are regarded as more stable and dedicated 
compared to relationships based primarily on calculative commitment (Samuelson 
and Sandvik, 1997). The evidence seemed to support this assertion as affective 
commitment had a strong relationship with competence trust, goodwill trust, social 
bonds and communication (factors which seem fairly indicative of healthy and stable 
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exchange). In companson, the only variable calculative commitment indicated a 
relationship with consistently for both samples was contractual trust indicating 
unstable and indeed unhealthy, relations. 
7.6 Commitment 
The literature review and first stage of fieldwork identified a number of dimensions 
that help enforce commitment in long-term relationships and the anticipated 
performance outcomes of commitment. In this section, the relationship between 
investment, switching costs and the comparison level of the feasible alternatives and 
their relationship with the two motives for commitment are examined. The 
performance outcomes of commitment and the relationship between investment and 
performance are also explored. The specific objectives and hypotheses are stated as 
follows. There are four objectives for this section: a) to determine the relationship 
between investment, switching costs and the comparison level of the alternatives and 
the motives for commitment, b) to determine the relationship between commitment 
and performance, c) to examine the relationship between investment and 
performance; and d) to determine the explanatory power of the enforcers of 
commitment. 
Corresponding to these objectives, the respective hypotheses are: 
• 
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HO: There is not a stronger relationship between investment and affective 
commitment than between investment and calculative commitment 
H12: There is a stronger relationship between investment and affective commitment 
than between investment and calculative commitment 
HO: There is not a stronger relationship between switching costs and affective 
commitment than between calculative commitment and switching costs 
H 13: There is a stronger relationship between switching costs and affective 
commitment than between switching costs and calculative commitment 
HO: There is not a relationship between exceeding the comparison level of the 
alternatives and affective commitment 
H14: There is a strong relationship between exceeding the comparison level of the 
alternatives and affective commitment 
HO: There is not a relationship between exceeding the companson level of the 
alternatives and calculative commitment 
HIS: There is a strong relationship between exceeding the comparison level of the 
alternatives and calculative commitment 
HO: There is not a stronger relationship between affective commitment and 
behavioural performance than between calculative commitment and behavioural 
performance 
H16: There is a stronger relationship between affective commitment and behavioural 
performance than between calculative commitment and behavioural performance 
HO: There is not a stronger relationship between affective commitment and economic 
performance than between economic performance and calculative commitment 
H17: There is a stronger relationship between affective commitment and economic 
perfonnance than between calculative commitment and economic performance 
HO: There is no relationship between the degree of investment and behavioural 
performance 
HIS: There is a relationship between the degree of investment and behavioural 
performance 
HO: There is no relationship between the degree of investment and economIC 
perfonnance 
HI9: There IS a relationship between the degree of investment and economic 
performance 
7.6.1 Test Results 
Applying the Pearson's test of correlation and test of regression, these assumptions 
are examined. The results of the test are presented in Tables 7.14 - 7.19. 
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Table 7.14: Results of Pearson's Correlation Coefficient for Commitment (Importer) 
Dimension Mean SD AC CC INV SWC CLALT PE 
Affective 2.7 .8632 
commitment 
(AC) 
Calculative 2.5 .7172 .145 
commitment 
(CC) 
Investment 2.9 .8765 *.2175 .182 
(INV) 
Switching costs 3 1.0459 *.218 .019 .171 
(SWC) 
Comparisop 2 .5820 *.338 .030 .176 *.396 
level of the 
alternatives 
(CLALT) 
Performance 2.4 .6518 *.314 .072 *.274 *.253 .165 
Economic (PE) 
Performance 2.2 .6279 *.561 *.293 *.423 .152 *.293 *.567 
Behavioural 
---- --- ----- ------ -- ~- ~--- ---- "-~ 
*P=<O.Ol 
**P=<0.05 
N=110 
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Table 7.15: 
Dimension 
Affective 
commitment 
CAC} 
Calculative 
commitment 
(CC) 
Investment 
(INV) 
Switching costs 
(SWC) 
Comparison 
level of the 
alternatives 
(CLALT) 
Performance 
Economic (PE) 
Performance 
Behavioural 
*P=<0.01 
**P=<0.05 
N=212 
Results of Pearson's Correlation Coefficient for Commitment (Exporter) 
Mean SD AC CC INV SWC CLALT PE 
1.9 .7023 
2.5 .7565 -.029 
2.7 1.0657 *.316 *.310 
3.1 1.1402 *.208 .112 **.163 
2.2 .7624 *.147 -.053 .080 *-.270 
3.1 .7070 **.136 .052 *.178 **.159 .098 
2.1 .6222 *.377 .013 -.007 .060 *.324 *.252 
-------- ~---.------
-----
- ------­~ 
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Table 7.16: The Variance Explained by the Antecedents of Affective 
Commitment in Long-term. Relationships 
Variable Importer Exporter 
Comparison level of the alternatives *.106 **.017 
Switching costs *.047 *.039 
Investment *.046 	 *.099 
*P <0.01 

**P=<0.05 

Table 7.17: 	 The Variance Explained by the Antecedents of Calculative 
Commitment in Long-term Relationships 
Variable 	 Importer Exporter 
Comparison level of the alternatives 
-.008 -.002 
Switching costs 	
-.009 .008 
Investment 	
-.005 *.092 
*P-<O.Ol 

**P=<0.05 

Table 7.18: 	 The Variance of Behavioural and Economic Performance 
Explained by Affective and Calculative Commitment 
Independent variable Dependent variable Importer Exporter 
Affective commitment Behavioural perfonnance *.308 *.138 
Calculative commitment' Behavioural perfonnance **.036 -.005 
Affective commitment Economic perfonnance *.090 *.014 
Calculative commitment Economic perfonnance -.004 -.002 
Table 7.19: 	 The Variance of Behavioural and Economic Performance 
Explained by Investment 
Independent variable Dependent variable Importer Exporter 
Investment Behavioural perfonnance *.171 -.005 
Investment Economic perfonnance *.006 *.027 
7.6.2 Discussion of Results 
7.6.2.1 Investment 
The results from the importer sample indicated a significant correlation between 
investment and affective commitment, whereas no significant correlation was found 
between investment and calculative commitment (Table 7.14). The results presented 
in Tables 7.16 and 7.17 indicated that investment was able to predict a greater degree 
of the variance for affective commitment than calculative commitment. Therefore, the 
null was rejected and H12 was accepted . 
. J 
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The results from the exporter sample indicated that a significant correlation exists 
between investment and both affective and calculative commitment. Nevertheless, 
investment explained a greater degree of the variance of affective commitment than it 
was able to predict in calculative commitment, indicating a stronger relationship. 
Therefore, the nul1 was rejected and H12 was accepted. 
The findings indicate that investment is a significant antecedent of commitment 
concurring with the literature (Rylander, Strutton, and Pelton, 1997; Dwyer et ai, 
1987). The literature suggests that relationships based on high levels of calculative 
commitment wil1 be less willing to invest further in the relationship due to an 
unwillingness to incur further switching costs, thus supporting the findings at the first 
stage of fieldwork (Kumar, Hibbard and Sterm, 1994). The findings in the current 
study largely concur with the assumptions of the literature. The association between 
investment and affective commitment was consistently higher than the association 
between investment and calculative commitment for both samples. In relationships 
characterised by affective commitment, therefore, the willingness to invest and 
continue relations is strong. The actors in relationships based on affective 
commitment do not perceive the level of switching costs associated with non­
retrievable investment to be a deterrent to invest, but rather, as a means to cement 
relations between both actors in order to enforce future exchange. 
7.6.2.2 Switching Costs 
The results from the importer sample indicated a significant correlation between 
switching costs and affective commitment, but identified no significant association 
between switching costs and calculative commitment (Table 7.14). Furthermore, 
switching costs predicted a greater degree of the variance of affective commitment 
than calculative commitment (Tables 7.16 and 7.17). Therefore, the null was rejected 
and H 13 was accepted. 
The results from the exporter sample revealed a stronger relationship between 
switching costs and affective commitment than between switching costs and 
calculative commitment (Table 7.15). The results presented in Tables 7.16 and 7.17 
identify that switching costs predicted a greater degree of the variance of affective 
• 
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commitment than they did in the case of calculative commitment. Therefore, the null 
was rejected and H13 was accepted. 
The literature suggests that switching costs (or exit barriers) encompass factors 
associa.ted with the cost of investment and a desire to continue relations due to the 
psychological costs of losing a partner that is held in positive regard (Jackson, 1985; 
Groruoos, 1997). The findings from the first stage of fieldwork provided no 
conclusive evidence to suggest that one motive for commitment incurred greater 
switching costs than the other. The findings from the second stage of fieldwork 
indicated that companies in relationships based on affective commitment have greater 
switching costs than relationships based on calculative commitment. Therefore, the 
evidence indicates that relationships based on affective commitment will have a 
greater desire to continue relations due not only to the perceived costs associated with 
non-retrievable investments, but also because of a reluctance to switch suppliers due 
to a genuine desire to continue relations. 
7.6.2.3 Comparison Level of the Alternatives 
The results from the importer sample indicated a significant correlation between 
exceeding feasible alternative suppliers and affective commitment (Table 7.14). The 
results also indicated that exceeding alternatives was able to predict a significantly 
high proportion of the variance of affective commitment (Table 7.16). Therefore, the 
null was rejected and H14 was accepted. No significant correlation was identified 
between exceeding alternatives and calculative commitment (Table 7.14), nor was 
exceeding alternatives able to predict any of the variance of calculative commitment 
(Table 7.17). Therefore, the null for HIS was accepted. 
The results from the exporter sample indicated a significant correlation between 
exceeding alternative suppliers and affective commitment (Table 7.15). Exceeding 
alternatives was also able to predict a significant proportion ot" the variance of 
affective commitment (Table 7.16). Therefore, the null was rejected and H14 was 
accepted. The results indicated no significant correlation between exceeding 
alternatives and calculative commitment (Table 7.15). Exceeding alternatives was 
also unable to predict any of the variance of calculative commitment (Table 7.17). 
Therefore, the null for H15 was accepted. 
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When the outcomes from a relationship ex~eed those obtainable from other feasible 
suppliers of quality then the attractiveness of a relationship is said to increase 
(Anderson and Narus, 1984). The results obtained advance this argument by 
suggesting that relationships that achieve outcomes which exceed all known feasible 
alternatives are more likely to result in relations being based on affective commitment 
rather than calculative commitment. 
7.6.2.4 Performance 
An analysis of the importer sample revealed that affective commitment was 
significantly correlated with behavioural performance (Table 7.14) and also predicted 
a significantly high proportion of the variance of behavioural performance (Table 
7.18). In comparison, calculative commitment had a weaker (but nevertheless 
significant) correlation with behavioural performance and predicted a lower (but 
significant) degree of the variance of behavioural performance. Therefore, the null 
was rejected and H16 was accepted. The results also showed a significant correlation 
between affective commitment and economic performance (Table 7.14) and indicated 
that it was able to explain a significant degree of its variance (Table 7.18). However, 
no significant correlation was identified between calculative commitment and 
economic performance nor was it able to predict any of the variance of economic 
performance. Therefore, the null was rejected and H17 was accepted. 
The results from the exporter sample indicated that affective commitment was 
significantly correlated with behavioural performance (Table 7.15). Affective 
commi tment also explained a high degree of the variance of behavioural performance 
(Table 7.18). No significant correlation was identified between calculative 
commitment and behavioural performance, nor did it predict any of the variance of 
behavioural performance. Therefore, the null was rejected and H16 was accepted. The 
results indicated a significant correlation between affective commitment and 
economic performance (Table 7.15); affective commitment also explained a 
significant degree of the variance of economic performance (Table 7.18). In 
comparison, calculative commitment indicated no significant correlation with 
economic performance or predicted any of its variance. Therefore, the null was 
• rej ected and HI 7 was accepted. 
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The results obtained confinn some of the views of the literature and the findings from 
the first stage of fieldwork, indicating that the consequences of building relationships 
characterised by affective commitment are increased levels of performance compared 
to relationships based on calculative commitment (Ahmed at aI, 1998; Kumar, 
Hibbard and Stem, 1994). Both importer and exporter samples provided evidence to 
suggest a link between affective commitment and the perceived short-term financial 
gain of economic performance and also the more nebulous non-economic indicator of 
perfonnance - behavioural performance. A high degree of behavioural perfonnance is 
advocated to lead to co-operation rather than opportunism and ultimately satisfaction 
(O'Toole, 1999). Therefore, as an outcome of higher behavioural performance 
attainment, relationships based on affective commitment may subsequently achieve 
greater retention due to higher levels of satisfaction than calculatively committed 
relationships as well as increased short-tenn financial gain. 
As well as the significant vanance of perfonnance explained by affective 
commitment, a further series of tests of regression were conducted in order to 
examine the variance predicted by the all the antecedents of commitment examined in 
the study and behavioural performance (Table 7.20). 
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Table 7.20: The Variance of Behavioural Performance Explained by the 
Antecedents of Commitment 
Variable Importer Exporter 
Communication *.055 *.021 
Competence trust *.103 *.157 
Contractual trust .007 *.032 
Goodwill trust *.083 *.040 
Power *.058 *.059 
Social bonds *.103 *.088 
Switching costs .014 -.001 
Investment *.171 -.005 
Comparison level of the alternatives *.078 *.101 
All variables *.374 *.255 
All variables and both motives for *.465 *.284 
commitment 
*P=<O.Ol 
The results presented in Table 7.20 indicate that a number of variables significantly 
predict a degree of the variance of behavioural performance. The importer sample 
indicated that communication, competence trust, goodwill trust, power, social bonds, 
investment and comparison level of the alternatives explain the most variance of 
behavioural performance. All the antecedents of commitment explained a significant 
proportion of the variance of behavioural performance (37%). All the antecedents of 
commitment and both commitment motives were able to predict a higher degree of 
the variance of behavioural performance (47%). 
The results from the exporter analysis revealed that communication, competence trust, 
contractual trust, goodwill trust, power, social bonds and comparison level of the 
alternatives were able to predict a high degree of the variance of behavioural 
performance. All the antecedents of commitment examined predicted a significant 
degree of the variance · of behavioural performance (26%). All variables including 
both commitment motives were able to predict a higher degree of the variance of 
behavioural performance (28%). 
These factors should serve to increase the degree of behavioural performance of a 
relationship and subsequently to increase in the degree of satisfaction partners feel 
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and greater retention of accounts. Figures 7.5 and 7.6 illustrate the relationship 
between these factors and behavioural performance for both importer and exporter 
samples. 
Figure 7.5: The Additional Antecedents of Behavioural Performance (importer) 
Communication 
Competence 

Trust 

Goodwill trust 
Power BEHAVIQURAL 
PERFORMANCE 
Social Bonds 
Investment 
CLALTS 
Note: All paths are positive 
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Figure 7.6: The Additional Antecedents of Behavioural Performance (exporter) 
Communication 

Competence 

Trust 

Goodwill trust 

Power 

Social Bonds 

Contractual Trust 

CLALTS 

BEHAVIOURAL 
PERFORMANCE 
Note: All paths are positive 
The results indicated that, as well as commitment a number of other variables are seen 
to be powerful antecedents of behavioural performance. The variables that were able 
to predict the greatest variance of behavioural performance consistently for importer 
and exporter samples were competence trust, comparison level of the alternatives, 
social bonds, goodwill trust, communication and power. Therefore, greater levels of 
behavioural performance can be attained by: 
1. 	 Fostering the belief that the management of the firm are capable of performing 
their allotted roles, 
11. 	 Exceeding the outcomes that are available from alternative relationships 
111. 	 Developing close friendships and a positive working relationship, 
1. 	 Fostering the belief that partners will act in the best interests of the 
relationship, 
lV. Engaging in positive two-way dialogue; and 
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v. Using coercive power actions. 
A second test of regression was conducted in order to examine the variance predicted 
by the antecedents of commitment and economic performance (Table 7.21). 
Table 7.21: The Variance of Economic Performance Explained by the 
Antecedents of Commitment 
Variable Importer Exporter 
Communication **.027 *.140 
Competence trust .012 .000 
Contractual trust **.025 .005 
Goodwill trust *.058 *.047 
Power -.009 **.014 
Social bonds -.007 *.245 
Switching costs *.055 **.021 
Investment *.066 *.027 
Comparison level of the alternatives .018 .005 
All variables *.147 *.299 
All variables and both motives for *.182 *.315 
commitment 
*P=<O.Ol 
**P=<0.05 
The results presented in Table 7.21 indicate that fewer variables were able to predict 
the variance of economic performance than were able to predict the variance of 
behavioural performance. The importer sample reports that communication, 
contractual trust, goodwill trust, switching costs and investment were able to predict 
the greatest degree of the variance of economic performance. All the variables that are 
advocated to be key antecedents of commitment explain a significant degree of the 
variance of economic performance (15%). All the antecedents of commitment and 
both commitment variables were able to predict a significant degree of the variance of 
economic performance (18%). 
The results from the exporter sample revealed that communication, goodwill trust, 
power, social bonds, switching costs and investment were able to predict the greatest 
proportion of the variance of economic performance..All the antecedents of 
commitment explained a higher proportion of the variance of economic performance 
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than was the case for the importer sample (30%). All the antecedents of commitment 
and both motives for commitment explained a significant proportion of the variance 
of economic performance (32%). 
These factors should lead to an increase in the economic performance outcome of 
relationships. Figures 7.7 and 7.8 illustrate the relationship between these factors and 
economic performance for both importer and exporter samples. 
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Figure 7.7: The Additional Antecedents of Economic Performance (importer) 
Contractual Trust 
Goodwill trust 
ECONOMIC 
PERFORMANCE 
Switching Costs 
Investment 
Note: All paths are positive 
Figure 7.8: The Additional Antecedents of Economic Performance (exporter) 
Communication 
Goodwill trust 
ECONOMICPower 
PERFORMANCE 
Social Bonds 
Switching Costs 
Investment 
Note: All paths are positive 
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The results indicate that, as well as commitment, a number of other variables were 
also able to predict a significant degree of the variance of economic performance. 
Nevertheless, these factors were less powerful in predicting the variance of economic 
performance than they were in predicting the variance of behavioural performance. 
The most powerful antecedents of economic performance that were consistent for 
importer and exporter samples included communication, goodwill trust, switching 
costs and investment. Therefore, the results indicate that levels of economic 
performance can be increased by: 
11. Engaging in positive two-way dialogue, 
111. Fostering the belief that partners will act In the best interests of the 
relationship, 
IV. Consistent investment; and 
v. Creating exit barriers associated with non-retrievable investment and a 
genuine desire for continuation. 
2.6.2.5 Investment and Performance 
The results from the importer sample revealed that investment significantly correlates 
with behavioural performance (Table 7.14). Investment also predicts a significant 
proportion of the variance of behavioural performance (Table 7.19). Therefore, the 
null was rejected and HI8 was accepted. Investment also correlated significantly with 
economic performance and predicted a small but significant proportion of the 
variance of economic performance. Therefore, the null was rejected and HI9 was 
accepted. 
An analysis of the exporter group revealed that investment did not correlate 
significantly with behavioural performance (Table 7.15), nor was investment able to 
predict any of the variance of behavioural performance (Table 7.16). Therefore, the 
null was accepted and· HI8 rejected. Investment correlated significantly with 
economic performance and was also able to predict a degree of the variance of 
economic performance. Therefore, the null was rejected and HI9 was accepted. 
The findings offer evidence to support the assumptions of the literature, suggesting 
that the use of long-term tools such as investment may help to create competitive 
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advantage, as they enforce performance (Hakansson and Johansson, 1989; Jackson, 
1985). 
7.6.3 The Explanatory Power of the Enforcers of Commitment 
In order to determine the degree of explained variance the enforcers of commitment 
have on both commitment types, a test of regression was generated for investment, 
switching costs and comparison level of the alternatives and both motives for 
commitment. The results of these tests are presented below (Tables 7.22 and 7.23). 
Table 7.22: 	 The Variance Explained by the Enforcers of Affective 
Commitment 
Independent variables D~endent variable Importer Ex~orter 
Investment Affective commitment *.125 *.122 
Switching costs 
Comparison level of the 
alternatives 
*P=<O.OI 
Table 7.23: 	 The Variance Explained by the Enforcers of Calculative 
Commitment 
Independent variables De~endent variable ImJ!.orter E~orter 
Investment Calculative commitment *.006 *.091 
Switching costs 
Comparison level of the 
alternatives 
*P=<O.Ol 
The results presented in Tables 7.22 and 7.23 show that investment, switching costs 
and comparison level of the alternatives explain 13% and 12% of the variance of 
affective commitment for importers and exporters respectively. A smaller degree of 
the variance 	 of calculative commitment was explained by the same factors: 
approximately I % and 9% for importers and exporters respectively. 
A test of regression was generated in order to determine the level of variance 
predicted between all the antecedents of commitment and both motives for 
commitment (Tables 7.24 and 7.25). 
263 
iP 
Table 7.24: The Variance of Affective Commitment Explained by all Variables 
Independent variables Dependent variable Importer Exporter 
Communication Affective commitment *.251 *.288 
Competence trust 
Contractual trust 
Goodwill trust 
Social bonds 
Power 
Investment 
Switching costs 
Comparison level of the 
altemati ves 
*P=<O.Ol 
Table 7.25: 	 The Variance of Calculative Commitment Explained by all 
Variables 
I Independent variables Dependent variable Importer Exporter 
Communication Calculative commitment *.134 *.218 
Competence trust 
Contractual trust 
Goodwill trust 
Social bonds 
Power 
Investment 
Switching costs 
Comparison level of the 
alternatives 
*P=<O.01 
The results of Tables 7.24 and 7.25 indicate that all the antecedents of commitment 
examined explained a high proportion of the variance of affective commitment, 
accounting for 25% and 29% of the degree of variance for both importer and exporter 
groups respectively. Conversely, all the antecedents of commitment examined in the 
study explained a smaller proportion of the variance of calculative commitment, 
accounting for 13% and 22% of the degree of variance for importer and exporter 
groups respectively. These findings indicate that depending on the type of 
commitment examined, the magnitude and influence of certain variables differ (e.g. 
trust, social bonds). The antecedents of commitment predict less of the variance of 
calculative commitment than affective commitment, this finding suggests that 
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calculative commitment IS affected by other variables not yet presented m the 
literature. 
7.6.4 Conclusions 
It has been argued that the different motivations for commitment have been neglected 
in domestic and international buyer-seller relationships (Ahmed et ai, 1998). The 
findings indicated that relationship partners that exceed the outcomes obtainable from 
feasible alternatives are more likely to lead to affective commitment rather than 
calculative commitment. Furthermore, relationships based on affective commitment 
are more likely to attract higher levels of investment and switching costs, due to a 
desire to continue relations. Investment, switching costs and exceeding alternatives 
should all serve to enforce commitment and retention in long-term relations. 
The literature recognises that research concerning commitment and performance is 
scant (O'Toole, 1999). The findings indicated that relationships based on affective 
commitment should achieve greater levels of behavioural and economic performance 
than relationships based on calculative commitment. Therefore, affective commitment 
should lead to increased short-term financial gain and to greater levels of co-operation 
and satisfaction rather than opportunism. As well as the strong influence of 
commitment, the findings indicated that a number of other variables have a powerful 
effect on performance. Consistent across both importer and exporter samples, 
fostering competence trust, exceeding the outcomes attainable from alternative 
sources of supply, goodwill trust, communication, power and through developing 
strong social bonds increases the level of behavioural performance, and subsequently 
should lead to an increase in retention and satisfaction. Consistent across both 
importer and exporter samples, economic performance was influenced by positive 
two-way communication, goodwill trust, investment and switching costs, which 
should lead to more profitable relationships. 
The evidence obtained strongly suggests that describing relationships as merely being 
'committed' is misleading. The two motives for commitment are likely to evolve due 
to different antecedents and will lead to different performance outcomes. Failure to 
draw a distinction between the different types of commitment is likely to lead to 
inaccuracy and misunderstanding when interpreting the nature of commitment in 
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international relationships. Furthermore, the findings cast doubt on some of the 
conclusions from other studies that rely on a: single measure of commitment. 
The variables posited to be antecedents of commitment explained a high degree of the 
variance of affective commitment but considerably less of the variance of calculative 
commitment. Studies of calculative commitment are limited, subsequently little is 
known concerning the antecedents of this form of commitment (Geyskens, et ai, 
1996). The evidence, however, suggests that calculative commitment is influenced by 
a different set of antecedents to those that influence affective commitment. 
7.7 Dynamic Factors That Impede Relationship Development 
A number of scholars suggest that long-term relationships between buyers and 
suppliers are susceptible to dynamic forces that impede or attenuate development 
(Keep et aI, 1998; Frazier and Antia, 1995; Kulwani and Narayandas, 1995). These 
'forces', however, have not sufficiently been examined previously. The first stage of 
fieldwork provided evidence to suggest that not all relationships will evolve in a 
smooth linear fashion, but rather, they will be influenced by a small number of macro 
and micro factors that influence relationship development. 
Respondents to the mail survey were given the 0ppOliunity to cite the forces they 
perceived to have affected linear relationship development at both a focal dyad and 
industry-wide, level. These supplemental forces are presented in Figure 7.9. 
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Figure 7.9: Forces Impinging on Relationship Development: Macro/Micro
factors 
Macro factors 
Segment 
rivalry/competitors 
Threat of new entrants 
Threat of substitute 
products 
Threat of buyers , 
growing bargaining 
power 
Threat of suppliers' 
growing bargaining 
power 
Micro factors 
Buyer factors 
Supplier factors 
Mutual problems 
Financial factors 
Importer 

Feasible alternative 

suppliers. 

Significant worldwide 

competition. 

Cheap imports flooding 

market. 

Value ofUK 

market/currency. 

Value of UK 

market/currency. 

Supplier uses dominant 

market position to charge 

high prices (due to demand 

exceeding supply). 

Imj>orter 

Poor initial demand for 

product. 

Technical difficulties. 

Personnel factors. 

Product factors. 

Personnel factors. 

Adaptation factors. 

Service and support 

problems. 

Communication difficulties. 

Relationship costs. 

Lack of funds. 

Limitations on finance 

delaying proj ects. 

Exporter 

Cheaper alternatives. 

Better alternative offering. 

Competition in buyers 

market. 

Pressure from comJ2.etition. 

Significant worldwide 

competition. 

Cheap imports flooding 

market. 

Value of UK 

market!currency. 

Value ofUK 

market!currency. 

E~Qorter 
Personnel factors. 

Payment problems. 

Internal politics at buyer X. 

Lack of technical 

understanding. 

Personnel factors. 

Pricing factors. 

Product factors. 

Service and supply factors. 

Poor initial co-operation. 

Long period oftime elapsed 

between negotiation and 

relationship formation. 

Language difficulties. 

Poor buyer payment record. 

Buyers lack of funds. 

Limitations on finance 

delaying projects. 

Inhibited future planning due 

to buyer's financial 

limitations. 

Buyer re-selling at low prices. 

Buyers reluctant to 

compromise rigid price 

criteria for long-term 

relationshiQ benefit. 
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The findings from the survey indicate that each of Porter's (1980) five forces had a 
pronounced effect on all relationships at an industry-wide level thus affecting 
relations at the focal-dyad level within certain market segments. Four categories of 
factors operating at a micro or 'relationship specific' level were also identified. These 
forces are explored in greater detail below. 
At an industry-wide (or macro level), a number of forces were identified to affect the 
evolution of lORs. The impact of segment rivalry and competition appeared 
significant to all industries and relationships. As industries become global, the threat 
from competition increases: this was reflected by a large number of respondents citing 
this factor. Similarly, the threat posed by new market entrants was reported by several 
respondents particularly the impact of worldwide competition. A number of 
respondents indicated their concern regarding the influx of cheap substitute products 
(predominantly from the Far East) that affected the stability of many existing 
relationships. The bargaining power of both suppliers and buyers was reported to 
affect relationships, predominantly based on the relative value of certain currencies 
and the demand-supply situation that affected the competitiveness, and relative 
attractiveness, ofcertain segments. 
At the focal dyad level, a number of factors were seen to affect linear relationship 
development. Personnel factors were cited as a key cause of concern for both 
importers and exporters, with key actors on either side of the dyad retiring or leaving 
to join other organisations, thus harming the stability of relations. Technical 
difficulties or lack of technical understanding was a factor common to both groups. 
The 'distance' between buyer and seller regarding technical understanding may be 
large particularly in an international context, leading to some problems. Difficulties in 
supply and service were also found to be a problem in some instances, as was 
communication difficulties between both parties,particularly when both members of 
the dyad were geographically dispersed. Financial problems were also cited as a 
factor that impedes relationship development. In many instances, a lack of payment or 
limited finance was reported to harm or inhibit future planning and the continuation of 
the relationship. 
268 
In conclusionl the evidence obtained suggests that relationships are subject to 
dynamic forces that affect relations at an industry-wide level and forces that affect the 
dyad which are as a result of actions by a member of the focal dyad. International 
relationships will require significant flexibility from both buyer and supplier in 
response to the dynamic forces that effect the focal dyad. 
The actors in a relationship will have a degree of control over micro factors as they 
are problems borne out of actions by either member of the focal dyad. Howeverl 
macro factors such as threats from competition represent forces that are external to the 
dyad and beyond its control andl as suchl are likely to shape the competitiveness of 
relationships at an industry-wide level. 
7.8 Dissolution 
The review of literature in Chapter Two identified that there is limited understanding 
of dissolution in both international and domestic inter-organisational relationship 
contexts. The results of the in-depth interviews presented in Chapter Five indicated a 
number of salient factors concerning dissolution in IORs. The purpose of this section 
is to examine the causes of dissolution in international relationships and to examine 
the relationship between the motive for commitment prior to dissolution and intensity 
and speed of exit. There are four objectives for this section: a) to determine the causes 
of disso lution in long-term relationshipsl b) to determine the relationship between exit 
intensity and the motive for commitment prior to dissolutionl c) to determine the 
relationship between speed of exit and the motive for commitment prior to 
dissolution; and d) to identify the factors that impede exit. 
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Corresponding to these objectives, the respective hypotheses are: 
HO Competitor factors are not the principal cause of dissolution in IORs 
H20 Competitor factors are the principal cause of dissolution in IORs 
HO There is no difference between the nature of commitment prior to 
dissolution and exit intensity 
H21 Relationships based on calculative commitment prior to dissolution will 
experience higher exit intensity than those based on affective commitment 
HO There is no difference between the nature of commitment prior to 
dissolution and speed of exit 
H22 Relationships based on calculative commitment prior to dissolution will 
experience greater exit intensity than those based on affective commitment 
The survey generated some general information regarding the length of time the 
relationship had existed for prior to dissolution, and the period of dissolution from 
initial dissatisfaction to dissolution (Tables 7.26 and 7.27). 
Table 7.26: UK Importer Relationships with Foreign Customers Prior to 
Dissolution 
Length of relationship prior to dissolution (mean: 7 years) Frequency 
Number of relationships <2 years duration 18 
Number ofrelationsh~s 3-5 years duration 47 
Number of relationships 6-10 years duration 30 
Number of relationships 11-15 years duration 7 
Number of relationships. 16-20 years duration 8 
Period of dissolution (mean: 6 months) 
No. of relationships_period ofdissolution <1 month 32 
No. of relationships~eriod of dissolution 2-4 months 40 
No. of relationships period of dissolution 5-7 months 13 
No. ofrelationshipsI'eriod ofdissolution 8-12 months 19 
No. of relationships period of dissolution 1> year 6 
Total respondents 110 
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Table 7.27: UK Exporter Relationships with Foreign Customers Prior to 
Dissolution 
Length of relationship prior to dissolution (mean: 6 years) Frequency 
Number of relationships <2 years duration 51 
Number of relationships 3-5 years duration 89 
Number of relationships 6-10 years duration 53 
Number of relationships 11-15 years duration 12 
Number of relationships 16-20 years duration 7 
Period of dissolution (mean: 6 months) 
No. of relationships period of dissolution <1 month 30 
No. of relationships period of dissolution 2-4 months 71 
No. ofrelationships period of dissolution 5-7 months 62 
No. of relationships period of dissolution 8-12 months 29 
No. ofrelationships period of dissolution 1> year 20 
Total respondents 212 
Table 7.26 and 7.27 indicate that indicates that relationships between UK and foreign 
companies existed for some time before dissolution. The information presented in the 
tables also indicates that the period from initial dissatisfaction to dissolution could be 
lengthy with some relationships taking over a year to dissolve from initial 
dissatisfaction to dissolution. 
7.8.1 Determinants of Dissolution in Long-term Inter-organisational 
Relationships 
The literature suggests that previous research has not comprehensively noted the 
causes of diss,olution in inter-organisational relationships (Eiriz and Wilson, 1999). 
The first stage of fieldwork identified four categories of factors and twenty-three 
determinants of dissolution in international relationships indicating that competitor 
factors were most likely to be the cause of instability and dissolution. 
7.8.2 Test results 
A Friedman's test was conducted to compute the mean ranks of each category of 
dissolution determinants. The testwas significant at the P=<O.Ollevel (Table 7.28). 
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Table 7.28: Determinants of Dissolution by Category 
Category 	 Exporter Importer 
Mean Rank Mean Rank 
Buyer Factors 1.91 2.24 
Supplier Factors 3.15 2.91 
Competitor Factors 2.24 2.10 
Environmental Factors 2.70 2.76 
The results of the Friedman's test indicate that there is a significant difference 
between the four categories of factors examined. Therefore, the null hypothesis was 
rejected and the alternate hypothesis was accepted. A Wilcoxon test established the 
category of dissolution factors that accounted for the significant result (Appendix E). 
A summary of the findings of this test is presented below. 
Summary of importer findings: 
1. 	 Competitor factors are more likely to cause dissolution than buyer factors, 
supplier factors and environmental factors. 
11. 	 Buyer factors and environmental factors are more likely to cause dissolution 
than supplier factors. 
111. 	 Environmental factors are more likely to cause dissolution than supplier 
factors. 
Summary of exporter findings: 
1. 	 Buyer factors are more likely to cause dissolution than supplier factors, 
competitor factors and environmental factors. 
11. 	 Environmental factors are more likely to cause dissolution than supplier 
factors. 
111. 	 Competitor factors are more likely to cause dissolution than supplier factors 
and environmental factors. 
7.8.3 Discussion of Findings 
The results of the Friedman's test for the importer sample offer support for H20, 
indicating that importers perceived the principal cause of relationship dissolution to 
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be due to the actions of competitors. H20, however, received no support from the 
exporter sample leading to its rejection·. The findings revealed that exporters 
perceived the buyer to be chiefly responsible for dissolution. 
A Friedman's test was also conducted to compute the mean ranks for each dissolution 
determinant for importer and exporter groups in order to identify if there was 
significant differences between the determinants of dissolution within each category, 
all tests are significant at the P=<O.Ol level (Tables 7.29, 7.30, 7.31 and 7.32). 
Table 7.29: Friedman's test for Mean Rank of Buyer Factors 
Determinant 	 Exporter Importer Exporter Importer 
Mean Mean Mean Mean 
Rank Rank 
Opportunistic 8.68 N/A 3.15 N/A 
behaviour by buyer 
Unresolved conflict 8.17 8.70 3.04 2.82 
initiated by buyer 
Acquisition of 13.82 15.60 4.19 4.26 
company 
Lack of commitment 6.98 8.81 2.70 2.83 
Key employee 12.77 14.42 4 4.02 
turnover 
Product no longer 12.75 10.74 3.97 3.19 
needed 
---------.
~- .. 
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Table 7.30: Friedman's test for Mean Rank of Supplier Factors 
Determinant 	 Exporter Importer Exporter Importer 
Mean Mean Mean Mean 
Rank Rank 
Unhappy with account 15.71 15.07 4.61 4.15 
manager 
Unsatisfactory 14.08 14.22 4.45 3.95 
intermediary 
Lack of required 14.85 13.99 4.38 3.90 
2!oduct knowledge 
Links with wrong 14.80 15.48 4.47 4.20 
people 
Unresolved conflict 13.17 12.76 4.04 3.72 
initiated by supplier 
Price too high 9.03 9.48 3.11 2.95 
Product unsatisfactory 13.81 10.08 4.22 2.97 
Not extensive enough 13.39 12.87 4.16 3.71 
product line 
Supplier lacked 11.11 9.18 3.59 2.95 
commitment 
Poor personal 11.45 10.37 3.83 3.23 
relationship 
Table 7.31: Friedman's test for Mean Rank of Competitor Factors 
Determinant 	 Exporter Importer Exporter Importer 
Mean Mean Mean Mean 
Rank Rank 
Better competitor price 7.24 6.69 2.67 2.38 
Better alternative 12.15 8.65 3.91 2.78 
product line 
Better alternative 10.54 6.19 3.57 2.2 
offering 
Better personal 13.22 9.49 4.12 3.02 
relationship with 
competitor 
Table 7.32: Friedman's test for Mean Rank of Environmental Factors 
Determinant 	 Exporter Importer . Exporter Importer 
Mean Mean Mean Mean 
Rank Rank 
Poor economic/market 9.03 11.00 3.17 3.25 
conditions 
Geographic distance 14.26 14.05 4.35 4.01 
too ~eat 
Differences in cultural 14.25 15.17 4.34 4.20 
background too great 
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The results of the Friedman's test for each category reveal that the determinants of 
dissolution differ in terms of their likelihood to cause dissolution. A series of 
Wilcoxon tests were conducted to determine which dissolution factors from each 
category were responsible for the overall significant result (Appendix E). A summary 
of these results is presented below. 
Summary of findings ofbuyer category (exporter) 
1. 	 Lack of commitment was more likely to cause dissolution than key employee 
turnover, product no longer needed, company acquisition, conflict initiated by 
buyer and opportunistic behaviour, 
11. 	 Opportunistic behaviour by buyers was more likely to cause dissolution than 
the acquisition of the buyer's company, key employee turnover at the buying 
organisation and due to the product no longer being needed, 
lll. 	 Unresolved conflict initiated by buyer was more likely to cause dissolution 
than acquisition of company, key employee turnover and due to the product no 
longer being needed, 
IV. 	 Key employee turnover was more likely to cause dissolution than company 
acquisition; and 
v. 	 The product no longer being needed was more likely to cause dissolution than 
company acquisition. 
Summary of findings ofbuyer category (importer) 
1. 	 Lack of commitment was more likely to cause dissolution than key employee 
turnover, acquisition of the buyer's company and due to the product no longer 
being needed. 
11. 	 Unresolved conflict initiated by was more likely to cause dissolution than 
acquisition of company and key employee turnover, 
111. 	 Key employee turnover was more likely to cause dissolution than the 
acquisition of the buyers' company; and 
IV. 	 Product no longer needed was more likely to cause dissolution than the 
acquisition ofthe buyers' company. 
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Summary of findings supplier category (importer) 
1. Unhappiness with the supplier's account manager was more likely to cause 
dissolution than dissatisfaction with an intermediary, supplier's lack of 
required product knowledge, unresolved conflict initiated by supplier, price 
too high, product unsatisfactory, not extensive enough product line, supplier's 
lack of commitment and poor personal relationships with supplier, 
11. Dissatisfaction with an intermediary was more likely to cause dissolution than 
having links with the wrong people in the supplier's firm, price too high, 
product unsatisfactory, supplier's lack of commitment, having links with the 
wrong people in the supplier's firm and poor personal relationship with the 
supplier, 
lll. Price too high was more likely to cause dissolution than the supplier's lack of 
required product knowledge, unresolved conflict initiated by supplier, not 
extensive enough product line and having links with the wrong people in the 
supplier's firm, 
IV. Supplier's lack of commitment was more likely to cause dissolution than 
having links with the wrong people in the suppliers' firm, the suppliers' lack 
of required product knowledge, unresolved conflict initiated by supplier, not 
extensive enough product line and poor personal relationship, 
v. Poor personal relationship with . the supplier was more likely to cause 
dissolution than the suppliers' lack of required product knowledge, unresolved 
conflict initiated by supplier, not extensive enough product line and having 
links with the wrong people in the suppliers' firm, 
VI. Product unsatisfactory was more likely to cause dissolution than unresolved 
conflict initiated by supplier, not extensive enough product line and the 
suppliers' lack of required product knowledge, 
Vll. Unresolved conflict initiated by supplier was more likely to cause dissolution 
than having links with the wrong people in the suppliers' fim1 
Vlll. Not extensive enough product line was more likely to cause dissolution than 
having links with the wrong people in the suppliers' firm 
IX. Lack of required product knowledge was more likely to cause dissolution than 
having links with the wrong people. 
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Summary of findings supplier category (exporter) 
1. Price too high was more likely to cause dissolution than being unhappy with 
the buyer's account manager, unsatisfactory intermediary, product 
unsatisfactory, not extensive enough product line, supplier's lack of 
commitment, unresolved conflict and poor personal relationship links with 
wrong people and lack of required product knowledge, 
11. Poor personal relationship was more likely to cause dissolution than being 
unhappy with the buyer's account manager, unsatisfactory intennediary, 
unresolved conflict, product dissatisfaction, not extensive enough product line, 
supplier's lack of commitment, links with wrong people and lack of required 
product knowledge, 
111. Supplier lacked commitment was more likely to cause dissolution than being 
unhappy with the buyer's account manager, unsatisfactory intennediary, 
unresolved conflict, poor personal relationship and product dissatisfaction, 
links with wrong people and lack of required product knowledge, 
IV. Product unsatisfactory was more likely to cause dissolution than being 
unhappy with the buyer's account manager, links with wrong people, lack of 
required product knowledge and unsatisfactory intermediary, 
v. Unresolved conflict initiated by supplier was more likely to cause dissolution 
than being unhappy with the buyer's account manager, lack of required 
product knowledge, links with wrong people and unsatisfactory intennediary, 
VI. Not extensive enough product line was more likely to cause dissolution than 
being unhappy with the buyer's account manager, links with wrong people, 
lack of required product knowledge and unsatisfactory intermediary, 
Vll. Unsatisfactory intermediary was more likely to cause dissolution than being 
unhappy with the buyer's account manager 
viii. Lack of required product knowledge was more likely to cause dissolution than 
being unhappy with the buyer's account manager; and 
IX. Links with wrong people was more likely to cause dissolution than being 
unhappy with the buyer's account manager. 
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Summary of findings competitor category (importer) 
1. 	 Better competitor prices were more likely to cause dissolution than more 
extensive competitor product line and better personal relationships with 
competitors; and 
11. 	 Better alternative offers were more likely to cause dissolution than more 
extensive product line and better personal relationship with competitor. 
Summary of findings competitor category (exporter) 
1. 	 Better competitor prices were more likely to cause dissolution than more 
extensive competitor product line, better alternative offerings and better 
personal relationships with a competitor, 
11. 	 Better alternative offerings were more likely to cause dissolution than better 
alternative product lines and better personal relationships with a competitor; 
and 
111. 	 Better alternative product lines were more likely to cause dissolution than 
better personal relationship with competitor. 
Summary of findings environmental category (importer) 
1. 	 Poor market conditions were more likely to cause dissolution than geographic 
distance and cultural distance; and 
11. 	 Geographic distance was more likely to cause dissolution than cultural 
distance. 
Summary of findings environmental category (exporter) 
1. 	 Poor market conditions were more likely to cause dissolution than geographic 
distance and cultural distance. 
7.8.4 The Principal Determinants of Dissolution Within Categories 
The findings from the exporter and importer samples revealed that both groups 
perceived the lack of buyer's commitment towards the continuation of the relationship 
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as being the factor most likely to cause dissolution in the buyer category. Both groups 
perceived a lack of commitment to be a' greater cause of instability in relations 
(highlighting the importance of commitment), even more so than other factors such as 
the product no longer being needed by the buying firm. 
The findings from the supplier category indicated that importers perceived that 
unhappiness with a suppliers account manager was most likely to cause dissolution. 
Importers reported that unhappiness with an account manager was considered to be a 
greater cause of dissolution in long-term relationships than factors such as prices 
being too high, dissatisfaction with product, suppliers' or lack of product knowledge. 
Therefore, it is important to build strong links through account managers between 
both members of the focal dyad in order to reduce instability. Exporter perceived 
prices being too high to be the chief cause of dissolution for suppliers. Exporters 
considered that offering a price that was perceived as being too high was more likely 
to end relations than an ineffective supplier account manager, suppliers' lack of 
commitment or lack of required product knowledge. 
The findings from the competitor category indicated that both exporters and importers 
reported the offer of better competitor prices to be the chief cause of dissolution. The 
finding suggests that importers are highly sensitive to alternative offerings and pricing 
issues even within committed relationships, making competitor actions one of the 
greatest causes of instability in international relationships. 
The findings from the final category of dissolution determinants, environmental 
factors, revealed that importers and exporters perceived poor market conditions to be 
a greater cause of dissolution than difficulties associated with cultural differences and 
the geographic distance between members of the dyad. 
Respondents were given the opportunity to cite any factors they perceived to cause 
dissolution not included in the survey. The supplemental factors cited included: the 
buyers' inability to pay and due to the buyer no longer carrying out a process usmg 
the suppliers' materials (buyer factors), increase in raw material price, uncompetitive 
prices, quality problems (supplier factors), low market potential and poor exchange 
rate (environmental factors). 
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7.8.5 Intensity of Exit and Speed of Exit . 
The first stage of fieldwork identified two salient factors concerning the dissolution of 
long term relationships in international markets: intensity of exit and speed of exit. It 
was discovered that it is confusing to describe dissolution as the cessation of relations 
when the findings revealed that dissolution could be measured by its intensity: full 
exit, partial exit and permanent exit. The findings from the first stage of fieldwork 
also identified that due to obstacles impeding dissolution, the period of time spent 
attempting to dissolve relations (the speed of exit) could be lengthy. Although it was 
not conclusively proven, the first stage of fieldwork offered evidence to indicate that 
the nature of commitment prior to dissolution (i.e. affective/calculative commitment) 
might influence the intensity and speed of exit in long-term relationships. 
A senes of Pearson's correlation's were generated in order to examme these 
assumptions. The results of these tests are presented below. 
7.8.6 Test Results 
A series of Pearson's correlation coefficients were computed in order to ascertain the 
relationship between intensity of exit and the motive for commitment prior to 
dissolution for both importer and exporter samples (Tables 7.33 and 7.34). A second 
set of tests were conducted to examine the relationship between speed of exit and the 
motive for commitment prior to dissolution (Tables 7.35 and 7.36) for both importers 
and exporters. 
Table 7.33: 	 Intensity of Exit and Commitment Prior to Dissolution in Importer 
Relationships 
Dimension Mean SD AC CC 
Affective 2.49 .776 
commitment 
(AC) 
Calculative 3.36 .8544 .173 
commitment 
(CC) 
Intensity of exit 2.71 .6370 *.2143 *.4657 
P=<0.01 
N=110 
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Table 7.34: Intensity of Exit and Commitment Prior to Dissolution in Exporter 
Relationships 
Dimension Mean SD AC CC 
Affective 2.2 .8927 
commitment 
(AC) 
Calculative 2.8 1.0482 *.328 
commitment 
(eC) 
Intensity of exit 2.6 1.0927 .121 *.2354 
P=<O.OI 
N=212 
Table 7.35: 	 Speed of Exit and Commitment Prior to Dissolution in Importer 
Relationships 
Dimension Mean SD AC CC 
Affective 2.49 .766 
commitment 
(AC) 
Calculative 3.36 .8544 .173 
commitment 
(eC) 
Speed of exit 3.24 .8397 .170 .051 
P=<O.Ol 
N=110 
Table 7.36: 	 Speed of Exit and Commitment Prior to Dissolution in Exporter 
Relationships 
Dimension Mean SD AC CC 
Affective 2.2 .8927 
commitment 
(AC) 
Calculative 2.8 1.0482 *.328 
commitment 
(eC) 
Speed of exit 3.1 1.1353 .072 -.071 
P=<O.Ol 
N=212 
7.8.7 Discussion of Findings 
7.8.7.1 Intensity of Exit 
An analysis of the importer and exporter samples suggests a significant relationship 
between commitment prior to dissolution and exit intensity leading to the rejection of 
the null hypothesis. An examination of the alternate hypothesis indicates that 
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calculative commitment has a stronger relationship with exit intensity than with 
affective commitment, leading to the support of H21. Therefore, the findings suggest 
that relationships based on affective commitment prior to dissolution will have a 
lower exit intensity after dissolution occurs than relationships based on calculative 
commitment prior to dissolution, thus confinning the findings from the first stage of 
fieldwork. One may therefore conclude, that when relationships based on affective 
commitment dissolve it may be only partial or temporary with a decreased chance of 
exit being permanent, perhaps due to the goodwill and positive nature of relations 
prior to dissolution. When relationships based on calculative commitment prior to 
dissolution dissolve it is likely to be permanent, as neither party was ever keen on the 
continuation of the exchange. 
7.8.7.2 Speed of Exit 
The period of exit varied between importer and exporter samples. The mean 
dissolution period for importers and exporters was six months, although the findings 
indicated that in some circumstances it could take over one year from initial 
dissatisfaction to dissolution, indicating that the dissolution period in international 
exchange may be lengthy (Tables 7.26 and 7.27). The findings from the importer and 
exporter samples revealed no significant relationship between speed of exit and 
commitment type prior to dissolution, leading to the null hypothesis for H22 being 
accepted and confirming the findings from the first stage of fieldwork. Therefore, the 
type of commitment prior to dissolution may not be an accurate predictor of the speed 
of exit from a relationship. It is more likely that the speed of exit may be influenced 
by a number of factors unique to each relationship, with little bearing on the nature of 
commitment prior to taking the decision to dissolve relations. The first stage of 
fieldwork indicated that a small number of factors that might impede swift exit from a 
relationship. The survey gave the respondents the opportunity to cite those factors 
they perceived presented barriers to exit from dissatisfying relationships. These 
factors are presented in Figure 7.10 
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Figure 7.10: The Micro and Macro Factors that Impede Exit in Importer and 
Exporter Relationships 
Micro Importer 
Factors 
Category 
Buyer Senior management personality 
Factors conflict, 
Supplier 	 Poor quality product and 
Factors 	 packaging, 
Price and service, 
Failure to understand and 
resolve problems, 
Increased prices, 
Senior management personality 
conflict, 
Deteriorating commitment, 
Deterioration of quality, 
Unacceptable lead times, 
Stock problems, 
Delivery problems 
Cost of Stock requirement in production, 

Separation Investment costs. 

Factors 

Macro Importer 
Factors 
Category 
Market Market inability to support 

environment foreign supplier. 

Competitor Technology improvement by 

Factors competition, 

Grey market imports. 
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Exporter 
Inability to pay/late payment, 
Buyer concurrently developing 
relationship with another 
supplier, 
Buyer's desire to renew relations 
after dissolution, 
Personality problems, 
Contractual 
obligations/outstanding 
commitments, 
Lack of documentary evidence 
of bad practice, 
'Brain-sucking' then taking 
ideas elsewhere, 
Buyer's new group had new 
agenda and wanted only one 
supplier. 
Poor sales team effort, 
Contractual obligations, 
S tockho IdinglMachinery, 
Difficulties resourcing due to 
product exclusivity, 
Problems with product range 
changes, 
Problems with stock ability and 
delivery from suppliers. 
Investment costs. 
Exporter 
Strength of Sterling, 
Market collapse. 
Significant competition, 
Links weak leading to 
competitor opportunities. 
The findings presented in Figure 7.10 suggested factors that impede exit in three 
categories of micro factors and two categories of macro factors. Three of these factors 
were perceived to attenuate exit as a result of actions by either member of the dyad 
(i.e. buyer factors, supplier factors and cost of separation factors), whereas, the 
remaining two groups of factors affected relationship exit at an industry-wide level 
(i.e. market environment, competitor factors). 
A number of factors caused by the buyer (buyer factors) were perceived to complicate 
or attenuate the exit process. One respondent claimed that the process of dissolution 
had been complicated by the buyer forming relationships with other parties whilst still 
tied in to a current relationship. Competition (and subsequently switching) in some 
markets might be rife due to the nature of supply and demand making relationship­
stability difficult to achieve. 
Post-dissolution factors were also identified as elements that could cause 
complication. One respondent cited that buyer wanted to renew relations after 
dissolution had occurred, thus, requiring the re-establishment of relations. Identifying 
the determinant(s) of dissolution in these circumstances is important. For example, if 
a relationship dissolves because of environmental factors and not as a result of 
dissatisfaction then the relationship may have experienced a period of dormancy, and 
as such, resurrecting it may be prudent for both parties. However, the costs of 
dissolving relationships are often considerable, and should cause both parties to 
question the wisdom of re-establishing relations that may be doomed to fail again. 
Personality conflicts were seen to induce complications in some relationships. 
Effective relationships often depend on the degree with which representative from 
both parties can enjoy positive personal working relationships. Where relationships 
experience dissatisfaction and subsequently the decision to dissolve the relationship is 
taken, there may be feelings of animosity on both sides. Many relationships involve 
investment, joint project development that may be difficult to abandon and thus, 
require dismantling. 
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Actions by the supplying firm was also seen to impede exit. Several suppliers made 
the point of network failure (failure of their suppliers to deliver). Although the 
principle interaction in relationship development is dyadic, these relationships are 
often part of a much larger network of relationship. Therefore, relationships are often 
susceptible to influences from other relationships and much larger industry networks. 
Several respondents claimed to have experienced waning market commitment from 
suppliers because of limited other prospects in the buyers market. Transaction costs 
may well prove too high for the supplier in some circumstances where one country 
contains only one customer: this might motivate the supplier to attempt to dissolve the 
exchange. Loss of commitment may be something that develops over a long period of 
time and extends dissolution in that way. 
Although one outcome of relationship development is increased quality of efficiency, 
in some circumstances a relationship may experience a decline in quality, the buyer 
will undoubtedly need to understand if this is a short-term problem or long-term 
problem. This may significantly complicate the process of dissolution, particularly if a 
synchronous supply system is in operation as it may affect the buyers operations. 
The market environment (principally economic considerations) caused difficulties in 
many exchanges. Respondents cited the collapse of the Asian market as a cause of 
problems in many relationships, and possibly there early demise, causing suppliers to 
be unsure of the viability of relationships they enjoyed in previously stable markets. 
Many relationships in Asian markets may have experienced considerable longevity, 
investment and joint projects that inevitably had to dissolved, causing considerable. 
Despite dissatisfaction and the decision to end the relationship being taken, 
respondents indicated that outstanding contractual obligations in some instances 
extended the period ofdissolution. Payment issues were also common factors. 
As well as the common factor of investment and switching costs, a number of 
competitor factors were identified. Importers claimed grey market imports were an 
element of some industries that were causing problems in many relationships. Grey 
market imports flood the market with cheap alternatives, making current relationships 
in some instances untenable due to inevitable commercial pressures. 
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Investment costs (or costs of separation) were perceived by both groups to 
significantly complicate the dissolution process. The degree of investment III 
industrial lORs may be significant in relationships that have existed for a considerable 
period of time. Both sides of the focal dyad will attempt to reduce exit barriers caused 
by investment or will at least attempt to decrease the cost of switching from a 
dissatisfying relationship. 
Factors common across both groups included pricing issues, personality conflicts, 
investment costs and the actions of competitors. Importers perceived the supplier as 
being the principle cause of complication in dissolution (citing more supplier than 
buyer factors), whereas exporters cited more buyer factors to cause complication in 
dissolution, indicating they perceived the customer to be more likely to add 
complications during dissolution. 
7.8.8 Conclusions 
Although the nature of dissolution in long-term relationships has been identified as an 
important area for examination (e.g. Wilson, 1995; Dwyer et aI, 1987), few studies 
have attempted to examine the phenomenon in either a domestic or international 
context. The findings from the current study identified thirty detem1inants of 
dissolution in total (including supplemental causes of dissolution). Furthermore, the 
findings indicated that competitor factors were most likely to be the cause of 
instability and dissolution in long-term relationships, from the importers perspective, 
and buyer factors from the exporters perspective. Therefore, the evidence indicates 
that even in long-term, committed lORs, commercial pressures and price sensitivity 
are significant. The findings also revealed that a number of factors influence the speed 
of exit from an exchange: micro factors (buyer factors, supplier factors, and cost of 
separation factors) and also a number of macro factors (market environment, 
competitor actions). Evidence was also obtained to indicate that the intensity of exit 
would be greater for relationships characterised by predominantly calculative 
commitment prior to dissolution, in comparison to those based on affective 
commitment. 
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7.9 The Variations in the Perspectives of Importers and Exporters - Dyadic 
Differences 
A criticism of the literature in the area ofRM is that it often fails to explore both sides 
of the dyad, instead, relying on the opinions of either buyers or suppliers concerning 
relationship development (Anderson, 1994). The objective for this section is to 
determine the differences between the perceptions of importers and exporters at each 
stage of relationship development. 
In order to explore the differences between both sample groups, a discriminant 
analysis was conducted. The discriminant test examines the degree of variance 
between two or more groups. The results of the test are presented below (Tables 7.28 . 
and 7.29). 
7.9.1 Test Results 
The function has a chi-square of 515.553, with 23 degrees of freedom, and IS 
significant at the p=<O.Ol level. 
Table 7.37: Summary of Statistics for Discriminant Test 
Exporter Importer Eigenvalue Canonical Wilks lambda 
group group correlation 
centroids centroids 
-2.88 4.333 .901 0.188 
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Table 7.38: Standardised Canonical Coefficients and Related Statistics 
Dimension 
Power 
Key employee turnover at 
buyer 
The supplier lacked 
commitment 
Affective commitment 
Necessity 
Calculative commitment 
Connections though family 
and friends 
Competence trust 
Referral 
Efficiency 
Social bonds 
Behavioural performance 
Suppliers' price too high 
Company acquisition of 
buyer 
Tradeshow 
Differences in cultural 
background 
Environmental conditions 
Asymmetry 
Alternative organisation 
with a more extensive 
product line 
Buyer no longer needed the 
product 
Suppliers' conflict 
Unsatisfactory supplier 
account manager 
Service and support 
Poor working relationship 
with supplier 
7.9.2 Discussion of Results 
Function 
.524 
-.445 
.373 
-.420 
.263 
.323 
.251 
.170 
-.239 
.305 
-.312 
.311 
.223 
-.403 
-.143 
-.178 
.222 
.183 
-139 
.298 
.241 
-.168 
-.131 
.165 
Wilks Lambda 
.688 
.548 
.462 
.414 
.375 
.347 
.322 
.285 
.270 
.260 
.252 
.242 
.235 
.227 
.216 
.212 
.207 
.203 
.200 
.197 
. .193 
.190 
.187 
.186 
The analysis conducted revealed 24 dimensions where the opinions of importers and 
exporters differed significantly. The factors presented in Table 7.38 are ranked in 
tenns of the degree of opinions between both groups differed. 
At pre-formation, exporters considered connections through family and friends to be a 
more powerful facilitator of awareness than importers did, whereas importers 
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perceived referral sources and tradeshows to be greater facilitators of awareness than 
exporters did. 
At formation, importers reported that fom1ing relationships based on a desire to gain 
greater levels of service and support was more important than exporters perceived. In 
comparison, exporters perceived that necessity, efficiency and asymmetry were more 
popular reasons for formation than importers perceived. 
At early relationship development, the factor that differed greatest between the two 
groups was power actions. Exporters perceived their customers to use a high degree of 
power, whereas importers reported that they considered themselves not to use unjust 
power actions. Exporters also reported higher degrees of competence trust in their 
relationships than did importers. 
At a stage of commitment, the findings indicate that importers perceived themselves 
to have relationships with a greater degree of affective commitment and social bonds 
than did the exporter sample. Exporters perceived themselves to have more 
relationships based on calculative commitment and to have higher degrees of 
behavioural performance than importers claimed to have. 
In regard to dissolution, importers perceived key employee turnover within buyers' 
firms, cultural differences, acquisition of buyer, alternative organisations with more 
extensive product lines and unsatisfactory supplier account manager to be more likely 
causes of dissolution than did exporters. Exporters considered suppliers' lack of 
commitment, suppliers' price too high, buyer no longer needed the product, conflict 
initiated by supplier, environmental conditions and poor working relationship with the 
supplier to be more likely causes dissolution than did importers. 
The findings indicated a number of differences between the importer and exporter 
groups. However, these findings are not based on information from both sides of the 
same focal dyad, and therefore, must be treated cautiously. Despite this caveat, the 
findings did present some differences between both groups. For example, the importer 
sample reported a greater number of relationships based on affective commitment, 
conversely, exporters claimed to have relatively more relationships based on 
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calculative commitment. Therefore, the evidence suggests that importers perceived 
themselves as having more effective relationships than exporters did. 
7.10 Conclusions 
Research examining the inter-organisational relationship development process from 
pre-formation to dissolution in either a domestic or international context is rare 
(Halinen, 1998). A number of significant questions were raised from the extant 
literature, suggesting that considerable empirical work needed to be undertaken in 
order to address the lacunae (cf. Eiriz and Wilson, 1999). This chapter sought to 
examine a number of unanswered questions within the lOR domain. 
The research examined eight facilitators for awareness identifying that the principal 
method for facilitating awareness from the perspective of both importers and 
exporters was through satisfying current relationship partners in order to encourage 
them to be vocal advocates. Ten supplemental factors were also identified that 
facilitate awareness including referrals from competitors and govemment assistance. 
The principal reasons, or motivations, for buyers and sellers to form long-term 
relationships were identified. Of the twelve factors examined, importers reported that 
a desire to increase efficiency was the main reason to form relations, whereas 
exporters perceived relationships to form due to the buyer having previous experience 
or dealings with them. The research conducted also identified five supplemental 
factors including capability and flexibility. 
Previous research has suggested a number of possible antecedents of commitment; 
however, it has rarely distinguished between the different motives for commitment 
(i.e. affective/calculative commitment), therefore, making any meaningful results, in 
some instances, unreliable. The research findings demonstrate that depending on the 
motive for commitment examined, the influence of variables differ greatly. The 
results showed the variables that were posited to be the antecedents of successful 
relationships between firms (e.g. trust, social bonds, investment) predicted less 
variance in calculative commitment, a variable that has received little empirical 
attention, than they did in affective commitment. Therefore, the evidence suggests 
that calculative commitment is likely to be affected by variables that have yet to 
surface in the literature. In regards to affective commitment, however, the variables 
290 
examined predicted a considerable proportion of the variance for this motive of 
commitment. 
A principal criticism of the literature is its treatment of commitment. Commitment is 
often regarded as the apotheosis of relationship development that should lead to 
greater performance outcomes than are achieved in transactional exchange but yet has 
not received much empirical attention (O'Toole, 1999). The findings indicated that 
relationships based on affective commitment predict a significant degree of the 
variance of both behavioural and economic performance than relationships based on 
the calculative commitment dimension. Therefore, successful relationship 
development may lead to greater performance outcomes - something that has been 
taken for granted in the literature but rarely empirically examined. The results also 
provided evidence to suggest that many of the antecedents of commitment also 
predicted a high degree of variance of both· performance measures. Therefore, 
variables such as trust and social bonds not only help relations to evolve to a stage of 
affective commitment but also strongly influence the performance outcomes of 
relationships. 
Relationships do not always evolve smoothly, a number of factors impede relationship 
development. The findings indicated that relationships will be susceptible to dynamic 
forces that operate at both macro and micro levels affecting all relationships within a 
particular market segment at an industry-wide level and also at the dyadic level, due 
to the actions ofmembers of the dyad. 
Research concerning the causes of dissolution in long-term relationships has been an 
area of research that has suffered considerable empirical neglect. The findings 
indicated that importers considered relationships to dissolve principally due to 
competitor actions, whereas, exporters perceived the actions of the buying firm to be 
most likely to cause dissolution. An examination of the determinants of dissolution 
within categories revealed the greatest causes of instability and ultimately dissolution 
in previously committed relationships. A lack of buyer commitment was cited as the 
chief determinant of dissolution for both importers and exporters within the buyer 
category. Importers perceived a dissatisfaction or unhappiness with suppliers account 
managers to be the principal cause of dissolution from the supplier category, whereas 
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exporters perceived the price being too high to be the main cause of dissolution from 
the same category. Better prices offered by' competitors were cited as the main cause 
of dissolution across both importer and exporter samples. Poor market conditions 
were viewed as the main cause of dissolution from the environmental category. 
The research also examined the extent to which the motive for commitment prior to 
dissolution has a significant effect on the intensity of exit and the speed of exit from a 
failing relationship. The findings suggested that calculative commitment has a 
stronger relationship with exit intensity than affective commitment. Therefore, 
relationships based on calculative commitment prior to dissolution are unlikely to be 
resurrected in the future. Firms that were in relationships based on affective 
commitment prior to dissolution have a greater chance of rejuvenating relations as 
exit may only involve exit from a product category or temporary exit. The findings 
indicated that the speed from which partners are able to exit from failing relations was 
not influenced by the motive for commitment prior to dissolution, but rather due to a 
number of factors grouped as micro and macro factors. The findings provided a 
number of categories of factors that go beyond the frequently quoted problems 
associated with switching costs (cf. Stewart, 1998), encompassing factors such as late 
payment, personality clashes, quality deterioration, market difficulties and grey 
market imports. 
Two models of lOR development (Figures 7.11 and 7.12) and two models of 
dissolution (Figures 7.13 and 7.14) were subsequently developed based on 
importer! exporter perceptions. 
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Figure 7.11: An Empirical Examination of the Stages of Inter-Organisational Relationship Development: Importer (Fieldwork Stage 
Two) 
Facilitators of 
Awareness (factors 
ranked) 
Referrals, 

Publication, 

Trade shows, 

Promotional 

activities, 

Previous experience, 

Direct contact, 

Connections through 

family and friends, 

Propinquity. 

Supplemental 

factors: 

Connection, 

Visit, 0 

Personal Contact, 

Reputation, 

11arketresearch. 

Determinants of 
Formation (factors 
ranked) 
Efficiency, 

Product, 

Previous experience 

of supplier, 

Desire to build a 

relationship, 

Stability, 

Asymmetry, 

Legitimacy, 

Problems with current 

suppliers, 

Necessity, 

Risk reduction, 

Reciprocity, 

Service and support. 

Supplemental 

factors: 

Price, 

Flexibility. 

CLALTS 
Social Bonds 
:......................................................................... 
TRUST 
Goodwill 
Contractual 
Communication 
1............. commitment 
Economic 
PERFOR11ANCE 
Behavioural 
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Figure 7.13: An empirical examination of Dissolution in Inter-Organisational Relationship Development: Importer (Fieldwork Stage 
Two) 
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One or both Determinant of dissolution: 
parties evaluate 
the worth of the Buyer factors 
relationship Conflict, 
Lack of commitment, 
Product no longer needed, 
Key employee turnover, 
Company acquisition, 
Supplier factors 
Supplier lacked commitment, 
Price too high, 
Product unsatisfactory, 
Poor personal relationship, 
Not extensive enough product line, 
Umesolved conflict, 
Lack of required product knowledge, 
Unsatisfactory intermediary, 
Unhappy with account manager, 
Links with wrong people 
Supplemental supplier factors: 
increase in raw material price, 
uncompetitive prices, 
qualitY problems 
Competitor factors 
Better alternative price, 
Better alternative product line, 
Better alternative offering, 
Better working relationship with 
competitor. 
Environmental factors 
Poor economic conditions, 
Geographic distance too great, 
Cultural differences too great 
Exit barriers: 
Micro Factors: 
Buyer factors 
Senior management personality conflict 
Supplier factors 
Poor quality product and packaging, 
Price and service, Failure to understand 
and resolve problems, Increased prices, 
Senior management personality conflict, 
Uncommitted to improvements in 
quality, Deterioration of quality, 
Unacceptable lead times, Supplier would 
not hold stock, Incorrect information 
regarding delivery dates, 
Cost of separation factors 
Stock requirement in production, 
Investment costs 
Macro Factors: 
Market environment 
Market could not support foreign 
supplier, 
Competitor factors 
Technology improvement by 
competition, Grey market imports, 
Full exit, 
Partial exit 
Temporary exit 
Buying fIrm fInds 
new supplier 
Supplier fmds new 
account 
294 
Figure 7.14: The Stages of Inter-Organisational Relationship Development: Exporter (Fieldwork Stage Two) 
Pre-fonnatioll 
Facilitators of 
Awareness (factors 
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3rd party rep, 
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Necessity. 
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Note: All paths are positive 
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Figure 7.15: An Empirical examination of Dissolution in Inter-Organisational Relationship Development: Exporter (Fieldwork Stage 
Two) 
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8.0 	 Mail Survey Results: Determining the Influence of National Culture 
on International Inter-Organisational Relationships using UK 
Importers' and Exporters' Perceptions 
8.1 Introduction 
The review of literature III Chapter Three indicates that little research has been 
conducted concerning the influence of national culture on international relationship 
development. The results from the first stage of fieldwork (Chapter Six) indicated that 
national culture did not have a strong impact on relationship development. The 
purpose of this chapter is to present the analysis of data gathered through section Bin 
the survey, sent out to UK import/export managers of long-term international 
relationships. 3000 questionnaires were mailed, a total of 110 import managers and 
222 export managers responded. The reasons some gave for not completing the 
questionnaire are given in Chapter Four. 
The chapter is organised into 5 sections. In addition to the introduction, the 
characteristics of the sampled firms derived from the mail questionnaire are discussed. 
Subsequent sections present the results of tests of hypotheses (generated from the 
literature and first stage of fieldwork) with regard to the attitudes of UK import/export 
managers and the influence of national culture. 
The second section determines the influence of national culture on relationship 
development using Hofstede's (1980; 1991) indices of national culture. Eight 
countries examined in this section for the uncertainty avoidance, individualism, 
masculinity and power distance indices were included in Hofstede's (1980) original 
study (Spain, Germany, Italy, France, UK, Norway, USA and the Netherlands) and 
five countries are examined on the long-term orientation indices that were included in 
Hofstede's (1991) study (the Peoples Republic of China, Germany, USA, the UK. and 
the Netherlands). The hypotheses generated from the literature review (Chapter 
Three) and the first stage of fieldwork (Chapter Six) are duly tested. The following 
section re-examines the hypotheses, comparing the highest and lowest scoring 
countries, based on Hofstede's (1980; 1991) studies, to test for differentiation 
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between countries. The penultimate section examines all countries (including those 
not examined by Hofstede, 1980; 1991) in order to generate a profile for each country 
and to assess the level of consistency the findings have with the literature and 
Hofstede's (1980; 1991) studies. The final section critically examines the influence 
national culture is likely to exert on international relationships and presents 
respondents' perceptions of the influence national culture and other factors are likely 
to have on relationship development from an open-ended question in the survey. 
T -tests are used in this chapter to compare the means of country groups on each index 
in section 8.3, the highest and lowest scoring countries in section 8.4 and to build 
country profiles in section 8.6. Hypotheses are examined at the 2-tailed level for the 
null and I-tailed for the alternate. 
8.2 Characteristics of the Sample Firms 
The data analysed in this chapter is derived from two sources: UK exporter 
perceptions of their relationships with foreign buyers from the USA, the Netherlands, 
Germany, Spain, Italy, France, Eire, the Czech Republic, Norway and the PRe, and 
the attitudes of UK importers. 
The recipients of the survey were UK imporUexport managers. UK importers reported 
on their own attitudes towards 16 constructs of relationship development in order to 
ascertain the degree to which national culture influences the decisions they make in 
international relationship development. UK exporters selected a foreign market they 
served (e.g. Germany) and reported on the attitudes of their customers in this market 
(Table 8.1). . 
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Table 8.1: Final sample number by country 
Country Number of respondents 
The Czech Republic 13 
Eire 10 
France 25 
Germany 34 
Italy 13 
Netherlands 31 
The PRe 18 
Norway 15 
Sgain 20 
UK 110 
USA 34 
Total 322 
8.3 Determining the Influence of National Culture on Relationship Development 
It has been argued that the literature is often too reliant on generalising the findings of 
"" . One-shot, one-country studies to other contexts" (Kale and McIntyre, 1991, pA2). 
The values and attitudes firms have towards a variety of relationship management 
issues in one society may differ greatly with the beliefs of firms from other countries 
and societies. The emphasis in studying management issues comparatively, however, 
has predominantly been on single countries rather than country comparisons. 
Studying the behaviour of a number of countries both individually and in common 
groupings or clusters suggests common values and attitudes towards management or 
relationship issues. Furthermore, the examination of individual countries and country 
clusters is considered a robust method (Randall, 1993) and although a range of 
behaviours exist within groups (Ralston et ai, 1997) these groups are purported to 
have similar cultural values (Hofstede, 1980). 
The objective of this section is to detennine the influence of national culture on 16 
dimensions of relationship development using high scoring country groups in 
comparison to low scoring country groups on five indices of national culture 
(Hofstede, 1980; 1991). 
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Corresponding to these objectives, the respective hypotheses are as follows: 
Uncertainty avoidance 
HO There is no difference in the level of rigour expended at selection between firms 
from high and low scoring UAI countries 
HI Firms from countries with high DAI scores will be more rigorous in selection than 
firms from low UAI countries 
HO There is no difference in the emphasis on policy and planning between firms from 
high and low scoring UAI countries 
H2 Firm from countries with high UAI scores will place more emphasis on policy and 
planning than firms from countries with low UAI scores 
HO There is no difference in the level of exit barriers between firms from high and low 
scoring UAI countries 
H3 Firms from countries with high DAI scores will erect more barriers of exit than 
firms from low UAI countries 
HO There is no difference in the acceptance of problems between firms from high and 
low scoring DAI countries 
H4 Firms from countries with high UAI scores will have a lower acceptance of 
problems than firms from countries with low UAI scores 
Individualism 
HO There is no difference in the propensity to form social bonds between firms from 
high and low scoring mv countries 
H5 Firms from countries with low IDV scores will have greater propensity to form 
social bonds than firms from countries with high mv scores 
HO There is no difference in the propensity to initiate conflict between firms from high 
and low scoring IDV countries 
H6 Firms from countries with high IDV scores will have a higher propensity to initiate 
conflict than firms from countries with low mv Scores 
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Masculinity 
HO There is no difference in the propensity to dissolve and switch relationships between 
firms from high and low scoring MAS countries 
H7 Firms from countries with high MAS scores will have a higher propensity to 
dissolve and switch relationships than firms from countries with low MAS scores 
HO There is no difference in the emphasis on relationship performance between firms 
from high and low scoring MAS countries 
H8 Firms from countries with high MAS scores will place more emphasis on 
relationship performance than firms from countries with low MAS scores 
HO There is no difference in the propensity to build relationships based on calculative 
commitment between firms from high and low scoring MAS countries 
H9 Firms from countries with high MAS scores will have a higher propensity to build 
relationships based on calculative commitment than firms from countries with low 
MAS scores 
HO There is no difference in the propensity to build relationships based on affective 
commitment between firms from high and low scoring MAS countries 
HlO Firms from countries with low MAS scores will have a higher propensity to build 
relationships based on affective commitment than firms from countries with high MAS 
scores 
HO There is no difference in the propensity to build trust between firms from high and 
low scoring MAS countries 
HI1 Firms from countries with low MAS scores will have a greater propensity to build 
trust than firms from countries from high MAS scores 
HO There is no difference in the level of exit aggressivenes~ between firms from high 
and low scoring MAS countries 
H12 Firms from countries with high MAS scores will be more aggressive on exit than 
firms from countries with low MAS scores 
Power distance 
HO There is no difference in the propensity to build relationship equity between firms 
from high and low scoring PDr countries 
H13 Firms from countries with low PDr scores will have a higher propensity to build 
relationship equity than firms from countries with high PDr scores 
HO There is no difference in the propensity to use coercive power between firms from 
high and low scoring PDr countries 
H14 Firms from countries with high PDr scores will have a greater propensity to use 
coercive power than firms from countries with low PDI scores 
HO There is no difference in the propensity to misuse power leading to dysfunctional 
relationships between firms from high and low scoring PDI countries 
HIS Firms from countries with high PDr scores will have a greater propensity to use 
power leading to dysfunctional relationships than firms from countries with low PDr 
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Long-tenn Orientation 
HO There is no difference in the level of ·long-tenn planning between firms from high 
and low scoring L TO countries 
H16 Finns from countries with high LTO scores will have more long-term planning 
than firms from countries with low LTO scores 
The first series of tests examine those countries that were included in Hofstede's 
(1980; 1991) original studies. The countries and their scores on each indices of culture 
are listed below (Table 8.2). 
Table 8.2: Hofstede's Five Cultural Indices for Selected Countries 
Cultural Power . Uncertainty Individualism Masculini ty Long-term 
Dimension Distance Avoidance Orientation 
Country 
France 68 86 71 43 -
Germany 35 65 67 66 31 
Italy 50 75 76 70 -
Netherlands 38 53 80 14 44 
Norway 31 50 69 08 -
PRe - - - - 118 
Spain 57 86 51 42 -
UK 35 35 89 66 25 
USA 40 46 91 62 29 
Source: adapted from Hofstede (1980; 1997) 
The scores assigned to each country were used prior to analysis to group each country 
(either high or Iowan each index). A system for classifying countries on each index 
suggested by Newman and Nollen (1996) was used (Table 8.3). The final groups are 
presented below (Figure 8.1). 
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Table 8.3: 	 Classifying High/Low Scoring Countries on Hofstede's Indices of 
Culture 
Cultural Index 	 Classification 
Power Distance Low: 50< - High: 50> 
Uncertainty A voidance Low: 65< - High: 65> 
Individualism Low: 71 < - High: 71> 
Masculinity Low: 57< - High: 57> 
Long-term Orientation l Low: 50< - High: 50> 
Source: adapted from Newman and Nollen (1996). 
Figure 8.1: 	 High versus Low Scoring Countries Based on Hofstede's Five 
Indices of National Culture 
Dimension High scoriI!g countries Low scoring countries 
UAI Spain, Italy, Germany, UK, Norway, USA, 
France Netherlands 
IDV USA, Netherlands, France, Spain, Germany, Norway, 
Italy, UK 
MAS Germany, USA, Italy, UK Spain, Netherlands, France, 
Norway 
PDI Spain, France, Italy Germany, USA, Norway, 
UK, Netherlands 
LTO PRC Germany, Netherlands, UK, 
USA 
8.3.1 Highest Scoring Country Groups versus Lowest Scoring Country Groups: 
Test Results and Discussion 
The first series of t-tests compare the highest and lowest scoring country groupings 
presented in Figures 8.1 and 8.2. The results of these tests and their implications are 
discussed below. 
8.3.1.1 Uncertainty Avoidance 
The mean scores of Spain, Italy, Germany and France (high scoring uncertainty 
avoidance countries) were compared to the UK, Norway, the USA and the 
Netherlands (low scoring uncertainty avoidance countries) for level of rigour, policy, 
The scores for the LTO index are judged to range from 0-100 (Hofstede, 1997) (although the PRe 
score was added after the original scale had been fixed), therefore, the countries were divided into two 
groups: those countries that achieve a score that exceeds 50 and those that fall below 50. 
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switching barriers and problem acceptance. The results of these tests are presented in 
Table 8.4. 
Table 8.4: The Influence of uncertainty avoidance on relationship development 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
( alternat e) 
HI Rigour *-5.535 P=<O.Ol P=<O.OO5 
H2 Policy *-3.248 P=<O.01 P=<O.OO5 
H3 Barriers **2.223 P=<O.05 P=<O.025 
H4 Problem acceptance *3.908 P=<O.Ol P=<0.OO5 
An examination of HI (rigour) revealed that the means of both country groups 
differed significantly, therefore, the null hypothesis was rejected. An examination of 
the alternate hypothesis indicated that firms from high scoring VAl countries are less 
likely to expend greater levels of rigour at supplier selection than firms from low VAl 
scoring countries, therefore, the alternate hypothesis was also rejected. 
The results indicated a significant difference between the means ofboth high and low 
·scoring country groupings for H2 (policy), therefore, the null hypothesis was rejected. 
An examination of the alternate hypothesis revealed that high scoring VAl countries 
are less likely to institute greater degrees of policy and planning than firms from low 
UAI scoring countries, therefore, the alternate hypothesis was rejected .. 
The means for both high scoring UAI countries and low scoring UAI countries 
differed significantly in regards to propensity to erect. switching barriers (H3) and 
problem acceptance (H4), therefore, the null hypotheses was rejected in both cases. 
An examination of the alternate hypotheses revealed that firms from high uncertainty 
avoidance countries were more likely to erect switching barriers and less likely to 
tolerate problems in the dyad. Therefore, the alternate hypotheses for H3 and H4 were 
accepted in both cases. 
8.3.1.2 Individualism 
The mean scores of the USA, the Netherlands, France, Italy and the UK. 
(individualistic countries) were compared to Spain, Germany and Norway (collectivist 
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countries) for degree of social bonding and conflict initiation. The results of these 
tests are presented in Table 8.5. 
Table 8.5: The Influence of individualism on relationship development 
Hypothesis Dimension T-value 2-tailed 1-tailed 
sig. (null) sig. 
(alternate) 
HS Social bonds *4.361 P=<O.01 P=<O.OOS 
H6 Conflict initiation -.617 - ­
The findings revealed that the means of the finns from both high and low 
individualistic countries differed significantly on one dimension: social bonds. 
Therefore, the null hypothesis for HS was rejected and the alternate was accepted. 
This finding indicates that finns from highly individualistic countries will be less 
likely to develop social bonds than firms from low individualism (collectivist) 
cultures. No significant differences were identified between the means of both groups 
for conflict initiation. Therefore, the null hypotheses for H6 was accepted, indicating 
that finns from highly individualistic cultures were not more likely to initiate conflict 
than finns from collectivist cultures. 
8.3.1.3 Masculinity 
The mean scores for Germany, the USA, Italy and the UK (high scoring masculinity 
countries) were compared to Spain, the Netherlands, France and Norway (lowscoring 
masculinity countries) for propensity to switch, emphasis on performance, propensity 
for calculative commitment, propensity for affective commitment, propensity to build 
trust and propensity for aggressive exit. The results of these tests are presented in 
Table 8.6. 
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Table 8.6: The Influence of masculinity on relationship development 
Hypothesis Dimension T-value 	 2-tailed I-tailed 
sig. (null) sig. 
(alternate) 
H7 Switching -.l38 - ­
H8 Performance 1.119 - ­
H9 Calculative *3.l54 P=<O.OI P=<0.005 
commitment 
HI0 Affective commitment 1.351 - ­
H1l Trust *4.441 P=<O.OI P=<0.OO5 
H12 Exit aggressiveness 1.198 - ­
The mean scores for high masculinity and low masculinity scoring countries differed 
significantly on two dimensions: propensity for calculative commitment and 
propensity for trust, therefore, the null hypotheses for H9 and H11 were rejected. An 
examination of the alternate hypotheses revealed that firms from highly masculine 
cultures were more likely to develop relationships characterised by calculative 
commitment and less likely to build trust than firms from feminine cultures, leading to 
H9 and H11 being accepted. 
The results of the remaining tests indicated no significant differences between the 
means of firms from both high and low masculine cultures on propensity to switch, 
emphasis on performance, propensity for affective commitment and propensity for 
aggressive exit. Therefore, the null hypotheses for H7, H8, H10 and H12 were 
accepted. 
8.3.1.4 Power Distance 
The mean scores for Spain, France and Italy (high power distance scoring countries) 
were compared to Germany, the USA, the Netherlands, Norway, the UK and the 
Netherlands (low scoring power distance countries) for propensity to build 
relationship equity, propensity to use coercive power and propensity to misuse power. 
The results ofthese tests are presented in Table 8.7. 
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Table 8.7: The Influence of power distance on relationship development 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
(alternate) 
H13 Equity *-2.701 P=<0.01 P=<O.OO5 
HI4 Coercive power -1.677 - -
HI5 Power misuse -.852 - -
The mean scores for firms from high power distance countries and low power 
distance countries differed significantly on one dimension: propensity to build 
relationship equity, therefore, the null hypotheses for H13 was rejected. An 
examination of the alternate hypothesis revealed that firms from high power distance 
countries were more likely to build relationship equity than firms from low power 
distance countries, leading to H13 being rejected. The results of the remaining tests 
revealed no significant differences between the means of firms from high and low 
power distance countries on propensity to use coercive power or to misuse power. 
Therefore, the null hypotheses for HI4 and HI5 were accepted. 
8.3.1.5 Long-term Orientation 
The mean scores for the PRC (high long-term orientation scoring country) were 
compared to Germany, the Netherlands, the UK and the USA (low long-term 
orientation scoring countries) on the degree of long-term planning. The result of this 
test is presented in Table 8.8. 
Table 8.8: The Influence of long-term orientation on relationship development 
Hypothesis Dimension T-value 2-tailed 1-tailed 
sig. (null) sig. 
(alternate) 
HI6 Long-term planning -.686 - ­
The test conducted concerning firms from high and low scoring long-term orientation 
countries indicated no significant differences. Therefore, the null for H16 was 
accepted, indicating that firms from the PRC were not more likely to develop long­
term goals than firms from Germany, the Netherlands, UK or the USA. 
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In conclusion, the findings from the analysis indicated support for only five of the 
alternate hypotheses: barriers, problem· acceptance, social bonds, calculative 
commitment and trust. In three cases both the null and alternate were rejected: rigour, 
policy and equity. In these three cases the predicted relationship appeared to be in the 
wrong direction. 
The evidence implies that not all countries will behave in the manner drawn from 
Hofstede's (1980; 1991) assumptions app lied in a relationship context. Furthermore, 
there is little conclusive evidence to support Kale and McIntyre's (1991) conceptual 
framework of cultural influence on relationships. 
8.4 Comparing the Highest and Lowest Scoring Countries 
The first series of tests classified countries according to their scores on each index 
(either high or low) based on Hofstede's (1980; 1991) findings. Grouping countries 
together, however, for the purpose of analysis does not necessarily guarantee that 
there is sufficient differentiation between countries on each of the cultural indices to 
provide significant differences . Therefore, the obj ective for this section is to 
determine the influence of national culture by comparing the highest and lowest 
scoring countries based on Hofstede's (1980; 1991) studies. 
8.4.1 Selecting the Highest and Lowest Scoring Countries on each Indices of 
Culture 
Using the scores given to each country in this study from Table 8.2, the highest and 
lowest scoring countries on each cultural indices were identified (Figure 8.2). 
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Figure 8.2: 	 Higbest versus Lowest scoring countries based on Hofstede's 
(1980; 1991) indices of national culture 
Dimension Highest scoring country Lowest scoring country 
UAI France UK 
IDV USA Spain 
MAS Italy Norway 
PDI France Norway 
LTO PRC UK 
8.4.2 Highest Scoring Countries versus Lowest Scoring Countries: Test Results 

and Discussion 

A second series of t-tests were computed in order to re-examine the hypotheses. The 

results of these tests and their implications are discussed below. 

8.4.2.1 Uncertainty Avoidance 

The mean scores for France (highest scoring DAl country) were compared to the UK. 

(lowest scoring UAl country) for level of rigour, policy, switching barriers and 

problem acceptance. The results of these tests are presented in Table 8.9. 

Table 8.9: The Influence of uncertainty avoidance on relationship development 
(higbest versus lowest scoring countries) 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
( altern ate) 
HI Rigour *-6.421 P=<O.OI P=<O.OO5 
H2 Policy -1.366 P=<O.Ol P=<O.005 
H3 Barriers -.531 P=<O.OI P=<O.005 
H4 	 Problem acceptance *3.060 P=<O.OI P=<O.005 
France scores highly on Hofstede's (1980) uncertainty avoidance index: therefore, 
French firms should be unwilling to take risks and attempt to avoid any uncertainty. 
Conversely, it is expected that UK firms (the lowest ranked UAl country examined in 
this study) should be more flexible and less concerned with uncertainty and risk 
(Hofstede, 1980). No significant differences were identified between France and the 
UK concerning policy and barriers leading to the acceptance of the null hypotheses 
for H2 and H3. In two cases - the level of effort expended at selection (or rigour) and 
problem acceptance - a significant difference was identified between the means of 
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France and the UK, leading to the rejection of the null hypotheses for HI and H4. An 
examination of the alternate hypothesis for HI revealed that UK firms were more 
rigorous in selection than French firms, which is converse to the predicted influence 
of culture, leading to the rejection of the alternate hypothesis for HI. An examination 
of the alternate hypothesis for H4 revealed that French firms were more tolerant of 
problems than UK firms leading to the acceptance ofH4. 
8.4.2.2 Individualism 
The mean scores for the USA (highest scoring IDV country) were compared to Spain 
(lowest scoring illV country) for degree of social bonding and conflict initiation. The 
results of these tests are presented in Table 8.10. 
Table 8.10: The Influence of individualism on relationship development (highest 
versus lowest scoring countries) 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
(alternate) 
H5 Social bonds **-2.565 P=<0.005 P=<0.025 
H6 Conflict initiation **-2.285 P=<0.005 P=<O.025 
Spain is posited to be a low individualism country, which should result in a society of 
tightly integrated groups with higher interpersonal orientation (Hofstede, 1980; 1984; 
Rubin and Brown, 1975). In a relational context, Spanish firms should have a greater 
degree of social bonds and should have a lower propensity to engage in conflict. In 
comparison, American firms which are posited to be highly individualistic (Hofstede, 
1980), should place relatively less importance on social bonds and should have a 
greater propensity to engage in conflict. The results of the tests conducted revealed 
significant differences between the mean ranks of Spain and the USA on the 
dimensions examined. Therefore, null hypotheses were rejected for H5 and H6. An 
examination of the alternate hypotheses for H5 and H6 revealed that Spanish firms 
were more likely to develop social bonds and less likely to initiate conflict than firms 
from the USA (converse to the predicted influence of culture) leading to the rejection 
of the alternate hypotheses in both cases. 
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8.4.2.3 Masculinity 
The mean scores of Italy (highest scoring MAS country) were compared to Norway 
(lowest scoring MAS country) for propensity to switch, emphasis on performance, 
propensity for calculative commitment, propensity for affective commitment, 
propensity to build trust and propensity for aggressive exit. The results of these tests 
are presented in Table 8.11. 
Table 8.11: The Influence of masculinity on relationship development (highest 
versus lowest scoring countries) 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
(alternate) 
H7 Switching -.809 - -
H8 Performance -1.508 - -
H9 Calculative -.821 - -
commitment 
HI0 Affective commitment *2.783 P=<O.OI P=<0.005 
Hll Trust -1.188 - -
H12 Aggressive exit .687 - -
Italy is the most masculine country examined in this study; it is regarded as a society 
that places relatively greater emphasis on obtaining and achieving (Hofstede, 1980). 
In comparison, Norway (the country with the lowest masculinity score in this study) is 
posited to be a feminine society that places more importance on reflection, harmony 
and observation than obtaining and achieving (Hofstede, 1980). In a relational 
context, it is posited that firms from highly masculine cultures will place more 
importance on performance and have an increased propensity to dissolve relationships 
based on performance criteria and the process of dissolution should be relatively 
unpleasant and aggressive (Kale and McIntyre, 1991). In comparison, firms from 
feminine societies are posited to be less performance-focused, have a lower 
propensity to switch suppliers based on performance criteria and the process of 
dissolution is likely to be less aggressive. It is also likely that firms from masculine 
societies will have a greater tendency to build relationships characterised by 
calculative commitment and lower degrees of trust. Firms from feminine societies 
should have a greater propensity to build relationships ultimately characterised by 
affective commitment and have a relatively greater focus on trust. 
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The results of the tests indicated no significant differences between the means of Italy 
and Norway on propensity to switch, emphasis on performance, propensity for 
calculative commitment, propensity to build trust and propensity for aggressive exit. 
Therefore, the null hypotheses were accepted for H7, H8, H9, H11 and H12. The 
means of both countries significantly differed in one case - affective commitment, 
leading to the rejection of the null hypothesis for HIO. An examination of the 
alternate hypothesis revealed that Norwegian firms were more likely to build 
relationships based on affective commitment. Therefore, the alternate hypothesis for 
H10 was accepted. 
8.4.2.4 Power Distance 
The mean scores of France (highest scoring PDI country) were compared to Norway 
(lowest scoring PDI country) for propensity to build relationship equity, propensity to 
use coercive power and propensity to misuse power. The results of these tests are 
presented in Table 8.12. 
Table 8.12: The Influence of power distance on relationship development 
(highest versus lowest scoring countries) 
Hypothesis Dimension T-value 2-tailed I-tailed 
sig. (null) sig. 
(alternate) 
H13 Equity .946 - ­
H14 Coercive power *2.948 P=<O.Ol P=<0.OO5 
HIS Power misuse *2.458 P=<O.OI P=<0.005 
Norway receives the lowest power distance score examined in this study and France 
the highest power distance score based on Hofstede's (1980) assumptions. Countries 
with low power distance consider power as something to be ayoided (Hofstede, 1984), 
whereas countries with high power distance scores foster the perception that: 
"...Might is right" (Kale and McIntyre, 1991). In a relational context, it is posited that 
fIrms from high power distance countries will place less emphasis on achieving 
relationship equity, will use relatively more coercive power and this power misuse 
will lead to greater relationship dysfunction. In comparison, firms from low power 
distance countries will place more emphasis on relationship equity, will use less 
coercive power and will experience relatively lower levels of relationship dysfunction 
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due to power mIsuse. The results of the tests conducted indicated a significant 
difference between the mean scores of NorWay and France on the coercive power and 
power misuse dimensions, leading to the rejection of the null hypotheses for H14 and 
HIS. The alternative hypotheses were examined, the results indicated that France uses 
more coercive power than Norway and subsequently experiences greater levels of 
relationship dysfunction due to this misuse of power, leading to the acceptance of the 
alternate hypotheses H14 and HIS. An examination of H13 (equity) revealed no 
significant difference between the means of both groups, leading to the acceptance of 
the null hypothesis. 
8.4.2.S Long-term Orientation 
The means of the PRC (highest scoring L TO country) were compared to the UK 
(lowest scoring L TO country) on the degree of long-term planning. The result of the 
test is presented in Table 8.13. 
Table 8.13: The Influence oflong-term orientation on relationship development 
(highest versus lowest scoring countries) 
Hypothesis Dimension T-value 2-tailed 1-tailed 
sig. (null) sig. 
(alternate) 
H16 Long-term planning -.699 - -
The PRC achieved the highest long-term orientation score and the UK the lowest 
long-term orientation score examined in this study based on the assumptions of 
Hofstede (1991). In a relational context, Chinese firms should have more long-term 
plans than British firms. The test conducted, however, indicated no significant 
difference between the mean scores of either the PRC or UK leading to the acceptance 
of the null hypothesis for H16. 
In conclusion, the re-examination of the hypotheses revealed support for the alternate 
hypotheses in only 4 instances: problem acceptance, affective commitment, coercive 
power and power misuse. In only one case (problem acceptance) did the test confirm 
the findings of the first series of tests of comparing country groups (section 8.3). 
Therefore, little evidence was found to support the assertion that national culture 
influences relationship development on the dimensions examined. 
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8.5 Building Country Profiles 
The literature suggests that adopting domestic RM strategies in overseas markets is 
likely to fail, as RM is deigned to be different in an international context (Palmer, 
1996). Therefore, it is important to attempt to understand the attitudes of managers 
from different countries in regards to relationship development. There are two 
objectives for this section: a) to identify the attitudes of managers concerning 
relationship development in the 11 countries examined in this study and b) to identify 
those countries that achieve a consistency with the assumptions of the literature. 
A third senes of tests were conducted exammmg all countries (including those 
countries not initially examined by Hofstede, 1980; 1991). The mean scores of each 
country (obtained from the survey results) were used to group countries depending on 
whether they achieved a high or low score on the 16 dimensions examined. As 5-point 
scales were used in the survey, countries were grouped according to scoring either 
below three (high propensity) or above three (low propensity) (Table 8.14). These 
country groupings were then compared (e.g. countries with a high propensity to build 
trust compared to those that indicate a low propensity to build trust) on each of the 16 
dimensions (Table 8.15). The findings were used to generate profiles of the countries 
examined and to identify those countries that indicated a consistency with the 
assumptions elicited from the literature (e.g. Hofstede, 1980; 1991 and Kale and 
McIntyre, 1991). 
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Table 8.14: High fLow Mean Scores by Country 
Dimension High propensity 
Rigour Spain (1.2) France (2.7) Italy (2.6) 
UK (1.9) Germany (2.5) 
Norway (2.6) USA (2.6) 
Netherlands (2.2) PRC (2.6) Czech 
Republic(2.8) Eire (2.7) 
Policy Italy (2.6) France (2.6) UK (2.4) 
Germany (2.8) 
Norway (2.9) USA (2.6) 
Netherlands (2.4) PRC (2.7) 
Barriers USA (2.6) PRC (2.3) 
Czech Republic (2.4) 
Eire (2.4) 
Problem Spain (1.9) France (2.5) Italy (2.7) 
acceptance UK (2.9) Germany (2.6) USA (2.6) 
Netherlands (2.5) PRC (2.2) 
Czech Republic (2.2) Eire (2.3) 
Social bonds USA (2.9) Netherlands (2.9) Norway 
(2.1) Italy (2.4) PRC (2.5) Czech 
Republic (2.4) Eire (2.3) Spain (2.6) 
Conflict USA (2.3) Netherlands (2.5) France 
initiation (2.6) Italy (2.5) UK (2.6) PRC (2.2) 
Czech Republic (2.6) Eire (2.5) 
Spain (2.2) Germany (2.6), Italy 
(2.5) UK (2.6) 
Switching Germany (2.1) USA (2.7) 
Netherlands (2.2) Italy (2.6) France 
(2.1) UK (2.2) Spain (2.1), PRC 
(2.8), Eire (2.6) 
Performance Germany (2.3) Spain (2.2) USA (2.3) 
Netherlands (2.4) Italy (2.7) France 
(2.4) Norway (2.7) UK (2.3) PRC 
(2.5) 
Calculative Germany (2.6) USA (2.7) 
commitment Netherlands (2.9) France (2.9) UK 
(2.8) PRC (2.7) Eire (2.7) 
Affective Germany (2.7) Spain (2.6) USA (2.2) 
commitment Netherlands (2.6) Italy (2.5) France 
(2.9) Norway (2.8) UK (2.6) PRC (2) 
Czech Republic (2.4) Eire (2.3) 
Trust Germany (2.7) Italy (2.9) UK (2.8) 
PRC (2.7) 
Aggressive Germany (2.8) USA (2.9) Italy (2.7) 
exit France (2.7) Norway (2.9) UK (2.7) 
PRC (2.2) Czech Republic (2.7) Eire 
(2.5) 
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Low propensity 
None 
Spain (3.1) 

Czech Republic (3.8) 

Eire (3.1) 

Spain (3.2) France (3.1) Italy (3.1) 

UK (3.1) Germany (3.2) Norway 

(3.1) Netherlands (3.1) 
Norway (3.2) 
France (3.2) Germany (3.1) 
UK (3.5) 
Norway (3.1) 
Czech Republic (3.3) 
Norway (3.1) 
Czech Republic (3.2) Eire (3.1) 
Spain (3.3) Italy (3.1) Norway 
(3.1) Czech Republic (3.1) 
None 
Spain (3.3) USA (3.1) Netherlands 
(3 .2) France (3.5) Norway (3.1)· 
Czech Republic (3.6) Eire (3.l) 
Spain (3.1) Netherlands (3.1) 
I 
Table 8.14: High fLow Mean Scores by Country (Continued) 
Dimension High propensity 
Equity Spain (2.8) Germany (2.9) France 
(2.8) USA (2.5) UK (2) 
Netherlands (2.7) Italy (2.6) PRC 
(2.2) Czech Republic (2.3)Eire (2.5) 
Coercive USA (2.4) Netherlands (2.9) France 
power (2 .8) 
Power France (2.8) Germany (2.4) 
mlsuse 
Long-term USA (2.6) Netherlands(2.4) France 
goals (2.6) Italy (2.6) UK (2.1) PRC (2,7) 
Norway (2.9) Germany (2.8) 
8.5.1 Test Results 
Low propensity 
Norway (3.1) 
Germany (3.1) Spain (3.7) UK 
(3.1) Norway (3.4) PRC (3.2) 
Eire (3.8) Italy (3.2) Czech 
Republic (3.7) 
Spain (3.5) USA (3.1) Netherlands 
(3.2) Italy (3.8) Norway (3.5) PRC 

(3.6) Czech Republic (3.1) Eire 

(3.3) UK (3.3) 

Spain (3.1) Czech Republic (3.8) 

Eire (3.1) 

Using the mean scores for country groupings presented in Table 8.14, the following 
series of t-tests were generated in order to identify the differences of significance 
between these clusters (Table 8.15). 
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Table 8.15: Country Propensity towards 16 Dimensions of Relationship 
Development 
Construct T-value 
Rigour N/A 
Policy **2.018 
Barriers **1.917 
Problem acceptance *3.169 
Social bonds *8.924 
Conflict initiation *3 .358 
Switching *5.150 
Performance *10.037 
Calculative commitment *4.280 
Affective commitment N/A 
Trust *5.003 
Aggressive exit **1.952 
Equity **2.122 
Coercive power *5.142 
Power misuse *5.730 
Long-term goals **.157 
**P=<0.05 
*P=<O.Ol 
8.5.2 Discussion of Results 
The third series of tests indicated significant differences between the country 
groupings examined (based on highJlow means) on all the dimensions examined. The 
characteristics of buyers and their values and attitudes towards a number of key 
dimensions of relationship development are presented in Figure 8.3). 
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Figure 8.3: Country Propensity towards 16 Dimensions of Relationship 
Development: UK importers'and Exporters' perspectives 
Construct High propensity 
Rigour Spain, Czech Republic, Eire, Italy, 
France, UK, Germany, Norway, 
USA, Netherlands, PRC 
Policy Italy, France, UK, Germany, 
Norway, USA, Netherlands, PRC 
Exit barriers USA, PRC, Czech Republic, Eire 
Problem Spain, France, Italy, UK, Germany, 
acceptance USA, Netherlands, PRC, Czech 
Republic, Eire 
Social bonds USA, Netherlands, Italy, PRC, 
Czech Republic, Eire, Spain, 
Norway, 
Conflict USA, Netherlands, France, Italy, 
initiation UK, PRC, Czech Republic, Eire, 
Spain, Germany 
Switching Germany, USA, Netherlands, Italy, 
France, UK, Spain, PRC, Eire 
Performance Germany, Spain, USA, Netherlands, 
Italy, France, Norway, UK, PRC 
Calculative Germany, USA, Netherlands, 
commitment France, UK, PRC, Eire 
Affective Spain, Czech Republic, Eire, Italy, 
commitment France, UK, Germany, Norway, 
USA, Netherlands, PRC 
Trust Germany, Italy, UK, PRC 
Aggressive Germany, USA, Italy, France, 
exit Norway, UK, PRC, Czech Republic, 
Eire 
Equity Spain, Germany, France, USA, UK, 
Netherlands, Italy, PRC, Czech 
Republic, Eire 
Coercive USA, Netherlands, France 
power 
Power France, Germany 
misuse 
Long-term Germany, Norway USA, 
goals Netherlands, France, Italy, UK, PRC 
Low propensity 
None 
Spain, Czech Republic, Eire 
Spain, France, Italy, UK, Germany, 
Norway, Netherlands 
Norway 
Germany, UK, France, 
Norway 
Czech Republic, Norway 
Czech Republic, Eire 
Spain, Italy, Norway, Czech 
Republic 
None 
Spain, USA, Netherlands, France, 
Norway, Czech Republic, Eire 
Spain, Netherlands 
Norway 
Germany, Spain, UK, Norway, Italy, 
PRC, Czech Republic, Eire 
Spain, USA, UK, Netherlands, Italy, 
Norway, PRC, Czech Republic, Eire 
Spain, Czech Republic, Eire 
The results of these tests indicated some consistency with the assumptions of the 
literature (e.g. Hofstede, 1980; Kale and McIntyre, 1991) and are now examined in 
greater detail. 
-------_.. -­
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8.5.2.1 Uncertainty Avoidance 
Rigour 
Firms embarking on relationship marketing strategies expend considerably more time 
selecting partners than those firms engaging in discrete or transaction based 
exchanges (Rosenbloom, 1990). The level of risk associated with selecting an inferior 
partner might be minimal in transactional exchanges as the buyer has the ability to 
switch, often not incurring any associated costs (either psychological or financial). 
Failed relationship strategies may result in considerable loss associated with non­
transferable investment. Kale and McIntyre (1991) suggest companies from strong 
UAl countries, in comparison to companies from weak UAl cultures, will be more 
rigorous selecting relationship partners, seeking proven track records, performance 
guarantees and positive reputations of feasible exchange partners in order to reduce 
any anxiety or uncertainty. The findings indicated, however, that buyers from all 
countries were rigorous when selecting suppliers in order to avoid the risk of selecting 
a poor relationship partner, as one might imagine when embarking upon anticipated 
long-term relations. There appeared to be little difference in the level of effort put into 
selection between Spain, Germany, France and Italy (high uncertainty avoidance 
countries) and the USA, the Netherlands, Norway, UK (low uncertainty avoidance 
countries). 
Policy and Planning 
Instigating policies and planning that govern relationships represents an attempt to 
reduce any inherent risk or uncertainty of developing close relationships. The degree 
of planning is an important element of relational exchange that separates it from 
discrete or transactional exchange (Dwyer et ai, 1987). Firms from strong uncertainty 
avoidance cultures are posited to be concerned with role ambiguity (understanding 
what activities a company must perform), stressing formal exchange practices and 
policies (Kale and McIntyre, 1991). The findings suggest that firms from Spain, 
Czech RepUblic and Eire have a lower propensity to develop policies to govern a 
relationship than Italy, France, UK, Germany, Norway, USA, the Netherlands and the 
PRe. However, of these countries only Italy, France and Germany (all high 
uncertainty avoidance countries) acted in a manner consistent with Hofstede's (1980) 
findings. 
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Exit Barriers 
Exit barriers are considered to mcrease retention and loyalty in long-tenn 
relationships (e.g. Fornell, 1992; Gremler, 1995). Finns from high uncertainty 
avoidance cultures may have a stronger desire to erect barriers of exit in order to 
avoid any uncertainties of supply. The findings indicate that finns from the UK, 
Norway and the Netherlands (all posited to be low uncertainty avoidance countries), 
did have a lower propensity to develop exit barriers, whereas buyers from the USA 
(despite also being a low uncertainty avoidance country) indicated a high propensity 
to develop exit barriers. Finns from Spain, France, Italy and Germany (all posited to 
be high uncertainty avoidance countries) indicated a lower propensity for policy 
contrary to Hofstede's (1980) assumptions of uncertainty in this context. The PRC, 
Czech Republic, and Eire (countries not initially examined by Hofstede, 1980) all 
showed a high propensity to instigate relationship barriers to prevent suppliers from 
exiting a relationship. 
Problem Acceptance 
Effective relational exchange requires trust and the belief that partners will not act in 
an opportunistic manner, or rather, to co-operate rather than compete. Inevitably in 
long-term relationships, there may be times when one party is not seen to act in the 
I 
I 
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best interests of the other party. However, the level of problem acceptance finns have 
towards difficulties that arise is key to ensuring on-going relations. Norway was the 
only country examined that UK exporters perceived as being intolerant to problems. 
However, Hofstede (1980) suggests that Norway is a low uncertainty avoidance 
country and as such, is expected to be more flexible and tolerant to problems. Those 
countries which UK exporters perceived to be tolerant to problems included Spain, I
France, Italy and Germany (all considered to be high uncertainty avoidance countries) 
the UK, USA, Netherlands (all low uncertainty avoidance cultures) and the PRC, the 
Czech Republic and Eire. 
8.5.2.2 Individualism 
Social Bonds 
Social bonding has been described as a key antecedent for successful buyer-seller 
relationships, that may act as a barrier of exit in some exchanges (cf. Wilson, 1995; 
Turnbull, 1987). Williams et al (1998) argue that firms from collectivist countries 
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have a higher propensity to form social bonds in a relational context than firms from 
individualist societies. Similarly, Kale and McIntyre (1991) suggest that firms from 
low mv countries chose relationship partners they consider as friends. The findings 
indicated, however, that Norway and Spain were the only collectivist countries 
examined to have higher levels of social bonding, whereas Germany (a collectivist 
culture) indicated lower levels of social bonding, contrary to the findings of Williams 
et al (1998). Firms from France and the UK. were the only individualist countries to 
display lower levels of social bonding all other individualist countries (the USA, 
Netherlands and Italy) had a greater reported propensity for social bonding. As 
Williams et aI's (1998) findings suggest, firms from the PRC indicated higher levels 
of social bonding in their relationships with UK exporters as did firms from the Czech 
Republic and Eire. 
Conflict Initiation 
Conflict is an often unavoidable, and negative, element of relationship development 
but may also be used to raise legitimate grievances that can be dealt with positively 
(Liljegren, 1988; Katsikias, 1998). Companies from individualistic societies are 
. posited to seek arrangements that foster their own self-interests and as a result; may 
have a higher propensity to engage in more frequent conflict (Kale and McIntyre, 
1991). Norway was the only collectivist country to indicate a lower level of conflict 
initiation, whereas the other collectivist countries examined (Spain and Germany) all 
had a higher propensity for conflict initiation. Conversely, the USA, Netherlands, 
France, Italy and the UK were the only individualist countries to display a higher 
propensity to initiate conflict. UK. exporters also perceived the Czech Republic, the 
PRC and Eire to have a high propensity to initiate conflict. 
8.5.2.3 Masculinity 
Switching Behaviour 
Kale and McIntyre (1991) argue that firms from highly masculine countries will be 
more inclined to dissolve established relationships based on performance criteria on 
largely economic grounds. Conversely, firms from feminine cultures are posited to 
place considerable emphasis on relative long-term factors such as stability and 
harmony in the dyad, and as such, are less likely to switch on performance based 
criteria (Kale and McIntyre, 1991). Norway was the only feminine country examined 
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in the study that exhibited a low propensity to switch relationships based on economic 
criteria, whereas other feminine countries examined (Spain, the Netherlands and 
France) indicated a higher propensity to switch based on economic criteria. All 
countries posited by Hofstede (1980) to be masculine examined in this study 
(Germany, the USA, Italy and the UK) indicated a greater propensity to switch 
relationships based on economic criteria. Of the countries not included in Hofstede's 
(1980) study, the Czech Republic indicated a lower level of switching, whereas the 
PRC and Eire both indicated a greater propensity to switch relationships based 
primarily on economic factors. 
Performance Focus 
Employing a relationship marketing strategy is posited to lead to competitive 
advantage and greater levels of performance (cf. Turnbull and Wilson, 1989; O'Toole, 
1999). However, in masculine cultures, it is posited that greater emphasis is likely to 
be placed on achieving financial targets with a strong performance (Kale and 
McIntyre, 1991). However, UK exporters perceived buyers from all feminine 
countries examined (Spain, the Netherlands, France and Norway) to place 
considerable emphasis on performance. All masculine countries studied (Germany, 
USA, UK and Italy) indicated a high performance focus. Analysis of the countries not 
examined by Hofstede (1980) revealed that the PRe had a high performance focus 
whereas firms from the Czech Republic and Eire were perceived to have lower 
performance focus . . 
Commitment 
It has been espoused that cultural differences will be minimal or even negligible at a 
stage of relationship commitment (cf. Tormoos and Moller, 1989; Ford, 1984). 
However, the two different motives for commitment noted in the extant literature may 
be susceptible to cultural influences: calculative commitment (a wariness to dissolve 
an exchange due to the perceived costs associated with exiting the relationship), and 
affective commitment (based on positive or 'goodwill' factors) (Geyskens et ai, 
1996). The findings suggest that Spain and Norway were the only countries from · 
feminine societies to exhibit lower levels of developing relationships based on 
calculative commitment, whereas the Netherlands and France (also posited to be 
feminine cultures) indicated a greater propensity for calculative commitment. Firms 
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from the masculine cultures of Germany, the USA and the UK indicated a higher 
propensity to build relationships based on calculative commitment, whereas Italy did 
not. Exporters perceived the Czech Republic to have a smaller propensity to form 
relationships characterised by calculative commitment, whereas the PRC and Eire 
were deigned to have a greater propensity to build committed relationships based on 
this criterion. UK exporters perceived all the countries examined to have a high 
propensity to build relationships based on affective commitment. Similarly, UK 
importers also perceived themselves to develop relationships characterised by 
affective commitment. Of these countries, only Spain, the Netherlands, France and 
Norway are considered, by Hofstede (1980), to be feminine societies. 
Trust 
Effective inter-organisational relationships often have high degrees of trust based on 
management capabilities, contractual agreements and a feeling of benevolence 
between both members of the dyad (cf. Morgan and Hunt, 1994; Sako, 1992). It is 
anticipated that firms from feminine societies will have a higher propensity to engage 
in more trusting relationships compared with firms from masculine societies. This 
may be due to the feministic societal trait of creating greater levels ofhannony within 
their immediate environment, whereas in masculine societies the emphasis will be on 
performance and achievement (Kale and McIntyre, 1991). The findings indicated that 
none of the feminine countries identified by Hofstede (1980) examined in this study 
(including Spain, France, the Netherlands, and Norway) had a propensity for higher 
levels of trust in their relationships with UK exporters. Firms from the masculine 
cultures examined (Germany, Italy and the UK) all indicated a higher propensity for 
trust, with the other · masculine society examined (the USA) indicating a lower 
propensity for trust. Of the countries not examined by Hofstede (1980), the Czech 
Republic and Eire indicated a low propensity for trust, whereas the PRC exhibited a 
high propensity for trust. 
Aggressive Exit 
It has been espoused that dissolution or exit is likely to be more aggressive and 
unpleasant in highly masculine societies compared to feminine societies (Kale and 
McIntyre, 1991). The findings indicated that Spain and the Netherlands were the only 
feminine countries where UK exporters perceived exit would be less aggressive, 
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whereas there was a higher propensity for aggressive exit between UK exporters and 
France and Norway. Firms from all the masculine cultures examined (Germany, Italy, 
the UK and USA) indicated higher levels of aggressive exit consistent with their 
profiles as masculine societies. Examination of the countries not originally examined 
by Hofstede (1980) (the Czech Republic, Eire and the PRC) revealed they all 
indicated signs of aggressive exit. 
8.5.2.4 Power Distance 
Equity . 
Kale and McIntyre (1991, p.37) contend that firms from high power distance societies 
emphasise ' ...Might is right'. Companies from societies characterised as having a 
small power distance score are more likely to advocate consultative decision making, 
thus encouraging the supplier to participate in decision making. Therefore, companies 
from low power distance cultures are likely to place relatively more importance on 
perceived equity in the relationship and are likely attempt to generate a feeling of 
'fairness' between members of the dyad. Norway was the only country, considered by 
Hofstede (1980) to be a low power distance society, to have a lower propensity to 
build relationship equity or fairness. The results suggest firms from other low power 
distance societies examined (Germany, USA, Netherlands and the UK) have a higher 
propensity to enforce relationship equity. Those countries described as having high 
power distance scores (France and Italy in this study) also exhibited a greater 
propensity to initiate relationship equity, as did the Czech Republic, Eire and the 
PRC. 
Coercive Power 
Kale and McIntyre (1991) contend that companies from large PDr cultures will use 
any power they have in dyadic interactions in order to alter or coerce the behaviour of 
the other member of the dyad with little or no regard for that partner. The findings 
suggest France is the only high power dis~ance country to indicate a greater 
propensity to use coercive power, whereas other high power distance countries (Spain 
and Italy) indicated a lower propensity to use coercive power in relationships with UK 
exporters. Of the countries posited to be low power distance, only the UK, Norway 
and Germany indicated using low coercive power, whereas the Netherlands and the 
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USA exhibited a higher propensity for coercive power actions. The PRC, Czech 
Republic and Eire all indicated a smaller propensity to use coercive power. 
Power Misuse 
Companies in high power distance countries are often perceived as being more willing 
to exercise coercive power if they possess it, leading to more opportunistic behaviour 
and subsequently, dysfunctional relationships (cf. Kale and McIntyre, 1991). 
Conversely, firms in low power distance cultures are considered to value the 
importance of equity and consultative decision making, with the use of power only 
valid when it is legitimately used (Newman and Nollen, 1996). The results indicated 
that France was the only high power distance country to have a greater propensity to 
misuse power, whereas firms from other countries examined in this study posited to 
be from high power distance cultures (Spain and Italy) all indicated lower levels of 
relationship dysfunction. The USA, Norway, UK and the Netherlands (all low power 
distance countries) indicated lower levels of relationship dysfunction due to power 
misuse, whereas Germany was the only low power distance country examined to 
indicate greater levels of relationship dysfunction due to power misuse. Examination 
of those countries not studied by Hofstede (1980) indicated they all had a smaller 
propensity to misuse power leading to relationship dysfunction as perceived by UK 
exporters. 
8.5.2.5 Long-term Orientation 
Long-term Goals 
It has been advocated that the key to developing successful and committed 
relationships is to not only attract and enhance accounts but also to maintain and 
sustain them, thus requiring a degree oflong-term planning (Berry, 1983; Dwyer et aI, 
1987). Hofstede (1991) posits that high scoring long-term orientation cultures will 
place greater emphasis on the future, whereas low scoring long-term oriented cultures 
are more concerned with the past and present. The PRC was the only high scoring 
LTO country examined in this study, the findings indicated that they had a high 
propensity for long-term goals. However, the Netherlands, UK, Germany and the 
USA (posited to be low scoring LTO countries) also indicated a high propensity for 
long-term goals. The findings indicated that of those countries not examined by 
Hofstede (1991), France, Italy and Norway indicated a high propensity for long-term 
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goals, whereas Spain, the Czech Republic and Eire indicated a low propensity for 
long-term goals. 
8.5.2.6 Comparison ofResults with other Studies 
The third stage of tests revealed, that in some instances, the results concurred with the 
work of others (e.g. Kale and McIntyre, 1991; Williams et aI, 1998) based on the 
assumptions of Hofstede, (1980; 1991) and sometimes they did not. Some countries 
were strong on some of the indices examined. For example, Norway, a collectivist 
society, scored consistently on the IDV index i.e. high propensity for long-term 
planning, high social bonds, low conflict initiation. Similarly, Germany, a highly 
masculine society, scored consistently with Hofstede's (1980) assumptions on the 
MAS index i.e. high propensity to switch, focus on performance, propensity to build 
relationships characterised by calculative commitment, aggressive exit. Norway, 
however, is not the most collectivist society examined in this study nor is Germany 
the most masculine, according to the assumptions of Hofstede (1980). Therefore, no 
country, no matter how high or low they are posited to be on any of the indices of 
national culture, achieved a strong continuity on all the indices. It is, therefore, hard to 
establish a firm link regarding cultural influence and relationship development on the 
dimensions examined in this study. Figure 8.4 indicates those countries that were 
consistent with Hofstede's (1980; 1991) assumptions. 
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Figure 8.4: Continuity for each Country based on Hofstede's 
Assumptions 
Construct Country propensity 
Low High 
VAl 
Rigour None Spain, Italy, France, 
Germany, 
Policy None Italy, France, Germany, 
Barriers UK, Norway, Netherlands None 
Problem acceptance None UK, USA, Netherlands, 
IDV 
Social bonds UK, France, Spain, Norway 
Conflict initiation Norway USA, Netherlands, France, 
Italy, UK, 
MAS 
Switching Norway Germany, USA, Italy, UK, 
Performance None Germany, USA, Italy, UK 
Calculative commitment Spain, Norway Germany, USA, UK 
Affective commitment None Spain, Netherlands, France, 
Norway, 
Trust USA, None 
Aggressive exit Spain, Netherlands Germany, USA, Italy, UK, 
PDI 
Equity None Germany, USA, UK, 
Coercive power Germany, UK, Norway, France 
Power misuse USA, UK, Netherlands, France, 
Norway, 
LTO 
Long-term goals None ThePRC 
It is possible that some of the dimensions examined are more likely to be susceptible 
to the influence of national culture than others. For example, trust and commitment 
are considered to be active at an individual level rather than at an organisational level 
and may, therefore, be more likely to be influenced by the cultural background of the 
actors directly involved with the relationship (Rylander, Strutton, and Pelton, 1997). 
Similarly, social bonding has been described as "...Getting to know each other 
activities, which adds the critical human dimension to the relationship" (Morgan and 
Hunt, 1994, p.25) and may therefore, also be more likely to be influenced by the 
influence of national culture. Dimensions such as a focus on performance, or a 
propensity to switch based on economic criteria, are more likely to be influenced by 
senior management directives and commercial reality rather than being influenced by 
the cultural background and values of the individuals involved in the management of 
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the relationship. There was, however, no indication of greater cultural influence on 
those factors that suggest a greater likelihood of being more sensitive to national 
cultural values than those factors that do not. 
It has been argued that companies who successfully practice relationship marketing in 
their domestic market logically have an advantage when attempting to practice it 
abroad (cf. Dominguez and Zinn, 1994). There is, however, a danger that some firms 
will engage in 'ethnocentric relationship marketing', by attempting to transfer their 
relationship management approach - which may have worked in a domestic context ­
to relationships that cross international borders. As Hall (1960, p.SO) notes: 
"Fundamental beliefs ... are shown to vary widely from one culture to the next". The 
findings offer evidence to . indicate that there are differences in relationship 
management between a number of countries. 
8.6 The Extent of National Culture influence on International Business 
Relationships 
The findings of the tests conducted in previous sections in this chapter offer no 
concrete support to suggest that differences in national culture prescribed by Hofstede 
have an 'all-pervading' effect on international relationships. The purpose of this 
section, therefore, is to examine the reasons why national culture may not exert a 
strong influence on international relationship development and to present the 
respondents' perceptions of the influence of culture on relationships taken from an 
open-ended question in the survey. 
8.6.1 Understanding the Influence of Culture 
Hofstede (1984) describes individuals acting non-rationally because of their mental 
programming. Businesses, however, are driven by rational decisions in an attempt to 
achieve maximum performance and may not, therefore, behave according to a rigid 
set of assumptions supposedly predetermined by cultural values in all instances. We 
are not however, necessarily justified in suggesting cultural differences have no 
consequences for international relationship development, relationships may be subject 
to a series of factors that are directly important to each member of the dyad that may 
transcend cultural values. 
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Although Hofstede's work has been praised and described as a landmark study by 
many scholars, it has also received a degree of criticism. One of the hazards in 
conducting cultural research is regarding the complexity of the unit of analysis to 
define cultural boundaries, i.e. country borders (as was the case in this study and 
Hofstede's research). Usunier (1998, p.80) suggests that using countries as units of 
analysis is problematic because of the following reasons: 
1. 	 Some countries are multi-cultural (e.g. India - highly diversified: ethnic, 
religious and linguistic groups). 
11. 	 Some nation-states are explicitly multi-cultural (e.g. Switzerland - strong 
emphasis on defence ofparticularisms and politics). 
111. 	 Colonisationldecolonisation - borders on a map have little respect for cultural 
realities (ethnic culture may be more important in some countries than national 
culture). 
The problem associated with selecting countries as a unit of analysis, is inherently, is 
the sample taken a sample of national culture or is it a sample of individuals from a 
certain country that do not display the cultural characteristics of the country under 
study? Furthermore, using country borders to define cultural boundaries may be 
oversimplifying a complex phenomenon, as many countries are multi-cultural 
(Barkema and Vermeulen, 1997). By using countries as a unit of analysis there is a 
danger that abusive stereotyping or 'ideal typing' will occur, anticipating that 
individuals will be carriers of national culture. Weber (1958, in Usunier, 1998, p.86) 
describes ideal types as " ... Systematically composed forms which cannot be found in 
the real world but allow one to draw clear conceptual borders between aspects of 
reality." Hofstede's (1980; 1991) studies us.e central tendencies, not individuals 
themselves, which may serve to bias results. It seems unlikely that individuals and 
personalities can be averaged so as to fit into a 'cluster' or common group and thereby 
solving cultural problems so easily. 
There have also been a number of concerns regarding the nature of Hofstede's (1980) 
sample. Hofstede's use of IBM employees, the suitability of IBM as a valid 
organisation on which to base findings, the dominance of male responses to the 
survey, the types of people who are attracted to work at IBM and the possibility of 
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people of different nationalities working in foreign countries, are all elements of his 
study that have been criticised. These factors might influence the responses and bias 
the results towards a group of certain individuals. In the current study, the views of 
UK import and export managers were collected, comprising individuals from different 
industries/market segments, and possibly also differences in seniority between the 
respondents that may affect the results. Nevertheless, if specific industries, company 
sizes or levels of seniority are the unit of analysis then it becomes difficult to attribute 
behavioural and organisational differences or observed variances to a definite level. 
For example, are any differences due to the individual, the organisation, the nature of 
the industry, culture or the nation in which all these elements exist? The current study 
used the perceptions of UK import and export managers of foreign partners based on 
that partners nationality. No demographic data was gathered in regards to the 
respondents or their foreign partners in order to attain sampling equivalence other 
than nationality. Nevertheless, it is hard to precisely sample business managers on 
certain constant factors in order to attain sampling equivalence. For example, 
matching individuals by seniority or industry might ensure that they are less well 
matched on other factors such as gender or age that may themselves influence results. 
It may also be the case that seniority structures vary between industries and the nature 
of industries themselves may be considerably different to domestic markets. 
Differences may be just as likely to occur that are based on demographic variables 
such as gender, age, seniority and level of education, as they may be in regards to 
nationality. Usunier (1998) suggests a multi-level (or Russian doll) approach by 
examining individuals within organisations, organisations within industries and 
industries within countries, he notes however, that this research has not yet been 
undertaken due to the enormity of the task. It is therefore, difficult to provide concrete 
behavioural and organisational differences and ways to deal with them in interactive 
settings. 
There is also a degree of concern regarding the age of the data Hofstede collected and 
the stability of the indices over time. The data used to derive Hofstede's five cultural 
indices are now over twenty years old. The values and behaviours of a society may 
change as they become more or less multicultural creating a cultural-shift that may be 
observable over long periods of time. There are also some doubts regarding the long­
term orientation index. The data gathered to derive the LTD index was based on a 
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different survey to that of the one used by Hofstede and was administered to 
undergraduate students in fewer countries: The current study, however, was not a 
replication of Hofstede's research but rather an interpretation of the study in a 
relationship context. Therefore, it is perilous to offer a high degree of criticism based 
on the study's findings. 
A number of academics suggest that national cultures are converging (e.g. Levitt, 
1983; Ohmae, 1985) particularly with the noticeable convergence in peoples needs 
and wants and the globalisation of certain products and brands such as Levi's jeans, 
McDonalds fast-food, Coca Cola, MTV, CNN, Business week (Barkema and 
Vermeulen, 1997). These 'cultural convergencies' may be more than the superficial 
trappings of culture and may indicate a shift in cultural values. In an industrial 
context, however, it is inherently harder to establish the degree to which the product 
itself is susceptible to cultural influence. Although there may be a degree of 
convergence regarding some consumer products, industrial products are likely to be 
more homogeneous worldwide than consumer products. For example, steel is 
generally bought for the same purpose regardless of the nationality of the buyer, 
provided the product meets the buyer's standards, industrial goods are considered to 
be more likely to be influenced by technical factors than by cultural (Reeder et ai, 
1991). 
From a methodological perspective, it has been argued that surveys are not 
particularly good for analysing something as complex as culture (Lane, 1989). The 
operationalised variables used in surveys may lead to significant pieces of information 
being lost " ...Because of an imposed research instrument" (Usunier, 1998, p.89). 
Nevertheless, despite this caveat, the interviews conducted in this study also failed to 
provide any concrete evidence to support the notion of national culture as being a 
strong influence on relationship development. 
In conclusion, international relationships are influenced by differences in the 
international environment that require marketers to interpret unfamiliar situations 
which extends beyond merely understanding the cultural differences between buyer 
and supplier as prescribed by anthropologists. The international environment 
comprises a number of factors that are all likely to influence relations to some degree 
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including the domestic market environment, legal structures, economIC climate, 
political forces, cultural forces, geography, infrastructure, structure of distribution, 
level of technology and competitive forces (Cateora and Hess, 1987 cited in Reeder et 
ai, 1991). 
8.6.2 Respondents' Perceptions of the Influence of Culture 
Respondents' were given the opportunity to cite any difficulties they perceived arose 
because of cultural differences. The results are presented in Tables 8.16 and 8.17 (see 
legend). 
Legend 
Importer Factor 
Did not respond 1 
Culture has no effect 2 
Culture has an effect 3 
Communication/language barriers 4 
Political barriers 5 
Geographic distance (e.g. trade routes) 6 
Economic factors (e.g. exchange rates) 7 
Positive factors (e.g. hones~ enthusiasm, reliable) 8 
Different business practices 9 
Culture has no effect (e.g. similar productlindustry) 10 
Time differences 11 
Technology barriers 12 
Exporter Factor 
Did not respond 0 
Culture has no effect 1 
Culture has an effect 2 
Technology barriers 3 
Communicationilangu<IKe barriers 4 
Economic factors (e.g. exchange rates) 5 
Time differences 6 
Legal differences 7 
Customs procedures 8 
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Table 8.16: Respondents' Perceptions of the influence of national culture 
(importer) 
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Table 8.17: Respondents' Perceptions of the influence of national culture 
(exporter) 
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In both importer and exporter samples a considerable number of respondents 
considered culture to have no effect on relationship development. Some respondents 
claimed that differences in culture did impact upon international relationships but yet 
had a positive effect reflected in the traits they believed their relationship partner to 
posses e.g. honesty, enthusiasm, reliability. The respondents from both samples did, 
however, cite a number of factors they perceived to influence international 
relationships, emerging in a common group of factors (Figure 8.5). 
Figure 8.5 Respondents' Perceptions of the Factors that Influence Relationships 
Communication/language barriers: 	 Translation of material, language 
difficulties, 
Political barriers: 	 Government change, political instability, 
Geographic distance: 	 Distribution costs, trade routes, 
Economic factors: 	 Economic climate, exchange rates, 
Industry barriers: 	 Differences in business practices, level of 
competition, 
Time differences: 	 Time disparity between domestic and 
foreign market, 
Technology barriers: 	 Different understanding of technology, 
Legal differences: 	 . Different legal practices, 
Infrastructure barriers: 	 Customs procedures. 
The factors identified in Figure 8.5 confirm much that has been written on the 
international marketing environment. Work conducted by the IMP group indicated 
that country barriers might create 'distance' between buyer and seller which includes 
language, cultural, geographic, social, time, and technological differences 
(Cunningham, in Hakansson, 1982). National culture may, therefore, be just one force 
in many that influences international relationships. 
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The greatest influence exerted on relationships is likely to be by the individuals 
involved in its management; their attitudes and behaviour are likely to shape the 
nature of relations. Relationship development will also be influenced at a societal 
level (e.g. culture), by the organisation (e.g. corporate culture, the departments within 
the organisation) and by the industry in which the organisation exists (e.g. practices, 
customs and standards). A final layer of factors will include those elements described 
in Figure 8.5 (e.g. political barriers, economic factors). These factors will (to some 
degree) 'nest' inside one another to affect international relationships (Figure 8.6). 
Perhaps the most effective way of overcoming these 'barriers' and the influence they 
exert on international business is by developing close relationships. By achieving 
close relationships elements such as trust, social bonding, increased communication 
and commitment begin to evolve allowing both parties to appreciate the others needs 
and to overcome any obstacles. 
Figure 8.6: The International Marketing Environment: its influence on 
International Relationships 
Communication/language barriers Political barriers Geographic distance 
Society/nation 
Cultural beliefs 
Economic factors Industry barriers 
Interaction 
Industry between Org~nisation 
Practices individuals Corporate 
Customs culture 
Standards (Relationship (shared 
Time differences 
development) meamngs 
and beliefs) Technology barriers 
Sub-culture 
( departments) 
Legal differences Infrastructure barriers 
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8.7 Conclusions 
This study found little conclusive evidence to imply that national culture has a strong 
influence on relationship development using Hofstede's assumptions. Nevertheless, 
determining the influence of culture is complex and as Ralston et al (1997, p.184) 
note: " .. . A genuine challenge in today's changing, dynamic global economy, with its 
vastly improved communication and transportation capabilities, because there will be 
some cross-pollination of culture and ideology across all countries." Furthermore, few 
countries are 'one culture societies'; countries such as the USA and UK are 
multicultural, and as such, it is difficult to correctly establish their national culture. 
National culture, therefore, may not be the primary force that influences relationships 
as has been commonly assumed. Although a number of academics argue that 
Hofstede's cultural theory is suitable to apply to studies of international IORs (e.g. 
Kale and McIntyre, 1991; Ahmed et aI, 1998), it has received a degree of criticism, 
and is, as Hofstede (1980) himself espouses, not exhaustive. 
Although national culture may affect international business, the evidence presented in 
this chapter indicated that international relationships are also influenced by a number 
of factors such as the organisation and its corporate culture, the industry it operates 
within and the economic climate. All these factors will undoubtedly influence 
decisions taken regarding the management of relationships because as Solberg (1995, 
p.1095) notes: " .. . Markets with different cultures and with different functional needs 
for relations have to be treated differently." Practising ethnocentric RM therefore may 
be dangerous because international relationships are likely to be influenced by a large 
number of factors that will vary widely between markets. Therefore, success in 
international markets may not only be linked to how one deals with cultural 
differences as some argue (Bush and Ingram, 1996) but also how one deals with 
different markets' needs. 
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9.0 Summary of the Major Findings: Integrating the Influence of 
Culture and International Relationship Development 
9.1 Introduction 
It has been asserted that in the latter part of the twentieth century, the most valuable 
contribution to contemporary marketing thought will have been made through a 
conceptual and practical understanding ofbuyer-seller relationships (Lewin and 
Johnston, 1997). A review of the literature, however, indicates that answers to many 
ofthe questions posed are still some way off. One of the most vital areas elicited from 
the extant literature is understanding how relationships develop from pre-formation to 
dissolution and how managers from different countries behave across a common set 
of relationship development dimensions (Eiriz and Wilson, 1999; Kale and McIntyre, 
1991). 
This study sought to examine two key areas of contemporary thought concerning the 
development of relationships: how international lORs evolve and the influence 
national culture exerts on salient dimensions associated with this process. Wilson 
(1995, p.343) notes: 
"Tracking the process of a relationship is a daunting task; it will be time 
consuming and difficult. However, the payoff may be outstanding. We may 
fare better by focusing on the different stages to gain a better understanding 
of how relationships progress." 
The purpose of this chapter is to integrate the findings from the two principal areas of 
research examined in the study, highlighting the findings generated from the chapters 
that presented empirical data and their implications for each stage of hypothesised 
relationship development. 
This chapter has three objectives: a) to highlight the major findings concerning the 
stages of relationship development, b) to suggest the ways in which different 
countries may act at these stages; and c) to indicate how the impact of macro and 
micro forces may impede relationship development. 
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9.2 Pre-relationship Formation 
A number of seminal models examining buyer-seller relationship development treat 
the stage of pre-formation as relatively unimportant (compared to the later stages in 
development) providing little detail of the factors that facilitate awareness (e.g. Dwyer 
et aI, 1987). Some have argued that buying firms suffer from inertia and are therefore, 
reliant on using suppliers of which they have previous experience (Ford, 1980). 
At pre-formation, both parties may take considerable time to assess the worth of a 
relationship in terms of anticipated costs and benefits. The findings from Chapters 
Five and Seven indicated that buyers are proactive in their attempts to seek out 
feasible sources of supply. Although the findings suggest that importers rely chiefly 
on referrals, (corroborated by the exporter findings) 18 categories of facilitators of 
awareness were identified including supplemental factor$ such as reputation, 
government assistance and referrals from competitors. The major implication of this 
finding is that suppliers should endeavour to satisfy current relationship partners in 
order to encourage them to act as positive vocal advocates, thereby reducing the costs 
associated with attracting new customers and also increasing the likelihood of 
retaining existing accounts. 
In the examination of national cultural influence in Chapter Eight, the fmdings 
indicated that companies from all the countries studied expended a considerable 
degree of rigour in attempting to find feasible suppliers. The level of rigour put into 
selection refers to the time spent before the relationship has begun. 
9.3 Formation 
The literature has recognised for some time that understanding the motives for 
formation and identifying what constitutes attraction in inter-organisational 
relationships is an important but yet neglected aspect of relationship development 
theory (Eiriz and Wilson, 1999; Oliver, 1990). However, few studies have 
comprehensively attempted to identify the determinants of formation prior to long­
term exchange. 
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Although previous research has indicated that the motives to form relationships may 
have been accidental or misdirected (e.g. ecology and random choice models, cf. 
Oliver, 1990), the findings indicated that the decisions to form relationships are based 
on a large number of selection criteria. The study found evidence in Chapter Five to 
suggest that companies are moving away from short-term transactions in favour of 
developing long-term international exchanges with foreign partners. Furthermore, the 
criteria for the selection of suppliers, and the basis for formation, could comprise a 
large number of elements (12 categories of determinants). The findings presented in 
Chapter Seven indicated that formation (or attraction) was motivated by the desire to 
increase efficiency for importers, whereas exporters perceived many suppliers to 
select them on the grounds of having prior knowledge of the supplier as a relationship 
partner. Chapter seven also presented five supplemental factors that determine 
formation including trustworthiness and flexibility, totalling 17 categories of factors 
that motivate the formation of long-term exchange. 
Chapter Eight reported a number of ways in which the attitudes of managers from 
different countries varied concerning issues that might affect relationship 
development at the formation stage (i.e. the level of long-term goals and propensity to 
stress formal exchange practices and policies). The ability to institute long-term 
planning is a key aspect of relational exchange and is likely to separate effective from 
ineffective relationships. The findings suggested that UK exporters perceived buyers 
from the PRC, USA, Italy, the Netherlands, Germany, France and Norway to all have 
a higher propensity to formulate long-term goals than buyers from Spain, Eire and the 
Czech Republic. UK importers reported that they have a high degree of long-term 
planning and future goals in their relationships with foreign suppliers. 
Stressing formal exchange practices and policies is an element of relational exchange 
that separates it from transactional exchange (Dwyer et ai, 1987). Greater policies and 
practices are likely to 'steer' the relationship towards achieving the goals of all 
parties. The findings suggested that buyers from the PRC, USA, Italy, the 
Netherlands, Germany, France and Norway were all perceived to institute a high 
degree of policy and planning in their relationships with UK exporters, whereas 
Spain, Eire and the Czech Republic were regarded as having little policy and planning 
in their international relationships with UK exporters. UK. importers reported that they 
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considered their relationships with foreign suppliers to have a high degree of policy 
and planning. 
9.4 Early Relationship Development 
At a stage of early relationship development, the variables that lead to commitment 
have been extensively noted in the literature: trust (Morgan and Hunt, 1994; Dwyer et 
ai, 1987), power (Hansen, 1997; Dwyer et at, 1987), communication (Morgan and 
Hunt, 1987) and social bonds (Wilson, 1995). The literature, however, has not been 
clear its interpretation of which variables are antecedents for different motives of 
commitment. Findings from Chapters Five and Seven indicate that antecedents differ 
greatly and may strongly influence the nature and motive for commitment in more 
evolved exchanges. 
The research conducted supported some of the assumptions of the literature, 
indicating that commitment should not be viewed as a single measure (often based on 
benevolence or positive attachment, i.e. reflective of affective commitment). A 
significant criticism of the literature is that many studies view commitment as a form 
of 'benevolence', or a desire to continue the exchange due to considerable satisfaction 
with the other member of the dyad and the relationship's outcomes (e.g. Morgan and 
Hunt, 1994). In order to interpret relations as accurately as possible, commitment 
needs to be considered as two separate dimensions: affective commitment (based on 
positive, or goodwill, factors) and calculative commitment (based on the desire to 
continue the exchange due to a negative or 'neutral' state). 
Previous research indicates that trust is one of the primary antecedents of commitment 
and that commitment increases with trust. However, the literature has often been 
content to treat both trust and commitment as single measures. The findings revealed 
that the different elements of trust (i.e. competence, contractual and goodwill trust) 
had very different relationships in regards to the two motives for commitment. A 
stronger relationship was found between competence trust and goodwill trust and 
affective commitment than calculative commitment. In comparison, calculative 
commitment appeared only to have a consistent link with contractual trust, indicating 
that by only fostering the belief that partners will adhere to their contractual 
agreements, and none of the other. elements of trust (either competence or goodwill 
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trust), a relationship is more likely to lead to calculative commitment. Therefore, the 
evidence reinforces the views of the literature indicating that is trust is a key 
antecedent of effective commitment (e.g. Morgan and Hunt, 1994). However, the 
findings advance the literature by indicating that the elements of trust examined in the 
current study are important in differentiating between exchanges that ultimately 
evolve into effective relationships and those which can be described as ineffective. 
Therefore, these findings cast some doubts on previous work that establishes a link 
between single measures of trust and commitment. 
Despite the VIews of the literature, no significant link was found between 
communication and contractual trust, indicating that other variables not examined in 
the study foster contractual trust other than communication. A positive relationship 
was found, however, between communication and competence trust for both importer 
and exporter samples indicating that positive two-way communication enables the 
evolution of the perception that the other member of the focal dyad is sufficiently 
competent to carry out their allotted roles. A link was also identified between 
communication and goodwill trust for the exporter sample, indicating that positive 
communication between members of the dyad also serves to foster the perception that 
the other party will act in a way that is beneficial to the relationship and consistent 
with the interests of the other party. The findings also revealed that importers 
perceived communication to be an antecedent of affective commitment, where 
exporters perceived a link between communication and both types of commitment, 
suggesting that positive two-way communication might serve to foster commitment in 
highly evolved exchanges. 
The literature suggests that social bonds may not act as a strong exit barrier. The 
findings, however, did indicate that social bonding is a strong positive antecedent of 
affective commitment, but no consistent relationship was identified between social 
bonding and calculative commitment for both importer and . exporter samples. 
Therefore, social bonding is a significant factor for differentiating between affective 
commitment and calculative commitment. 
Relationships that evolve to become grounded in higher levels of affective 
commitment are more likely to have done so because of the evolution of a number of 
--------.­
344 
important variables such as trust and social bonds. Relationships ultimately based on 
affective commitment should experience greater stability due to a greater degree of 
confidence in the capabilities of the other member of the focal dyad, and should hold 
the belief that the other party will behave in a way that is mutually beneficial for both 
parties. Relationships based on affective commitment should also enjoy significant 
levels of social bonds and positive two-way communication. Conversely, 
relationships that are characterised by calculative commitment have evolved partly 
out of neglect, as both parties appear to have little social bonding or trust. This form 
of commitment is more reflective of a type of transactional commitment, which is 
influenced more by the perceived need to continue relations. Calculative commitment 
is not strongly influenced by the variables examined in the current study that are 
posited to be the antecedents of successful inter-organisational relationships (e.g. 
trust, social bonds). 
The results from Chapters Six and Eight identified no concrete support to assert that 
national culture has an impact on relationship development. However, it did provide 
evidence to suggest a number of ways in which the attitudes of managers from 
different countries vary concerning variables that are of relevance to this stage of 
development (coerci ve power use, equity, trust and social bonds). 
Power has been described as one of the primary factors in understanding how 
relationships develop (Dwyer et ai, 1987). The party with the greatest degree of 
power in the dyad will be able to impose their values and attitudes on the relationship 
regardless of the other actor's beliefs. UK exporters perceived buyers from the PRC, 
Spain Eire, the Czech republic, Italy, Germany and Norway to be less likely to use 
coercive power, whereas buyers from the USA, the Netherlands and France were 
regarded as being more likely to use coercive power to influence relationship 
development. UK importers also perceived themselves to be less likely to use power 
to coerce their suppliers. 
Equity refers to the degree of perceived fairness within the focal dyad. A high degree 
of equity is relatively more likely to lead to stable relations, whereas, a low degree of 
equity is likely to induce negative feelings between members of the focal dyad. The 
findings from Chapter Eight revealed that UK exporters perceived their relationships 
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with buyers from the PRC, USA, Spain, France, Germany, the Netherlands, Italy, Eire 
and the Czech Republic to be characterised by degrees of equity at the focal dyad 
level, whereas their relationships with Norway were characterised by low equity. The 
findings also indicated that UK importers perceived their relationships with foreign 
suppliers to be grounded in high levels of equity. 
Social bonding has been espoused as an important antecedent of commitment 
(Wilson, 1995). It should be easier to maintain complex relationships when members 
of the focal dyad enjoy positive relationships. The findings from Chapter Eight 
indicated that UK export managers considered their relationships with buyers from 
the PRC, USA, Spain, Eire, the Czech Republic, Italy, the Netherlands and Norway to 
be characterised by greater degrees of social bonding. However, their relationships 
with buyers from Germany and France were reported as having low social bonding. 
The findings also revealed that UK importers perceived their relationships with 
foreign customers to have little social bonding between members ofthe focal dyad. 
Trust has been described as a binding force in relationships and an important concept 
for sales and purchasing managers to understand (Dion et aI, 1995). The findings in 
Chapter Eight indicated that UK export managers claimed to have relationships based 
on high degrees of trust with customers from the PRC, Italy and Germany. UK 
exporters perceived relatively more of their relationships to be characterised by low 
degrees of trust, especially with their customers from the USA, Spain, Eire, Czech 
Republic, the Netherlands, France and Norway. UK importers also perceived their 
. relationships with their foreign customers to have high degrees of trust. 
9.5 Commitment 
Few studies ofRM omit a discussion of commitment, however, many of these studies 
treat commitment as a single dimension. The findings from Chapters Five and Seven 
indicated that commitment could be viewed as two measures: affective and 
calculative. The literature indicates that affective and calculative motivations for 
commitment have rarely been studied in either domestic or international settings 
(Ahmed et aI, 1998; Geyskens et aI, 1996). The results indicated that relationships 
that are able to achieve outcomes that exceed those available from feasible 
alternatives are more likely to result in relations being characterised by affective 
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commitment rather than calculative commitment. The findings also suggest that 
relationships based on affective commitment will have a greater tendency to invest 
and, subsequently, will experience greater switching costs which serves to reinforce 
commitment and may increase customer retention in long-tenn relations. In 
comparison, relationships based on calculative commitment have a relatively lower 
tendency to invest in the exchange, as parties may be wary of increasing the level of 
switching costs. 
Few studies suggest what the outcomes of successful and committed relationships are, 
often treating commitment as a measure of relationship success. Although the 
common assumption is that developing and maintaining relationships improves 
perfonnance (e.g. Ahmed et aI, 1998; Turnbull and Wilson, 1989), little empirical 
evidence has indicated the performance outcomes of relationships. Many of the 
leading conceptual and empirical studies neglect to include a measure of performance, 
instead relying on indicators such as commitment as the principal outcome of 
relationship development, and then infer from this that committed relationship enjoy 
greater performance outcomes (e.g. Dwyer et aI, 1987; Hakansson, 1982; Morgan and 
Hunt, 1994). This has led some scholars to call for more research concerning the 
performance outcomes of relationships and to establish a link between relationships 
and performance (O'Toole, 1999). 
The findings presented in Chapter Seven indicated that for both importer and exporter 
samples, affective commitment explained a significant degree of the variance of 
behavioural performance, suggesting a link between affective commitment and 
greater levels of co-operation and satisfaction. Conversely, calculative commitment 
explained only a small amount of the variance of behavioural commitment, indicating 
relatively lower levels of behavioural performance outcomes and co-operation. The 
findings from the importer sample also revealed that affective commitment was able 
to explain a high proportion of the variance of economic perfonnance, whereas, the 
exporter sample indicated that affective commitment predicted a slightly lower but 
nevertheless significant proportion of the variance of economic performance. ill 
comparison, no strong relationship was found between economic performance and 
calculative commitment for either importer or exporter samples. Relationships based 
on affective commitment should, therefore, experience relatively greater levels of 
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short-term financial gam than relationships based on calculative commitment. 
Therefore, the evidence suggests that relationships based on affective commitment 
lead to greater performance outcomes than relationships based on calculative 
commitment. 
As well as commitment, a number of other variables strongly influenced the 
performance outcomes of the long-term relationships examined in the study. The 
findings indicated that competence trust, comparison level of the alternatives, social 
bonds, goodwill trust, communication and power, were able to predict the greatest 
degree variance of behavioural performance consistently for importer and exporter 
samples. Fostering these factors should not only lead to greater satisfaction but also 
increased retention. The most powerful antecedents of economic performance that 
were consistent to both importer and exporter samples included communication, 
goodwill trust, switching costs and investment. Relationships that have high levels of 
these variables should lead to greater economic performance outcomes. 
The literature suggests that investments help to create competitive advantage and 
increase performance outcomes (Hakansson and Johansson, 1989; Jackson, 1985). 
The findings from Chapter Seven provided evidence to suggest relationships between 
investment and economic and behavioural performance (in the case of the importer 
sample) and a relationship between investment and economic performance for the 
exporter sample. Although investment was able to predict some of the variance of 
behavioural and economic performance, it was low for both importer and exporter 
samples. Therefore, although investment does influence performance a number of 
variables discussed previously are likely to influence performance to a greater extent. 
The findings from Chapter Eight indicated a number ofways in which the attitudes of 
managers appear to differ regarding a number of variables that are likely to affect 
relationship development at a stage of commitment (propensity towards commitment, 
propensity to develop exit barriers and performance focus). UK exporters perceived 
their relationships with their customers from the PRe, USA, Eire, the Netherlands, 
Germany and France had the propensity to be based on either motive for commitment 
(affective or calculative). UK exporters perceived that their relationships with 
customers from Spain, the Czech Republic, Italy and Norway were more likely to be 
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based on affective commitment. The findings also indicated that UK importers 
perceived their relationships with foreign customers to be principally based on 
affective commitment. Exit barriers provide a powerful force that deter companies 
from switching relationships (Jackson, 1985). Therefore, in order to increase 
retention, firms may erect barriers of exit. UK exporters indicated that some of their 
foreign customers were more likely to erect exit barriers than others. UK exporters 
perceived buyers from Spain, Italy, the Netherlands, Germany, France and Norway to 
have a lower tendency to erect barriers of exit, whereas buyers from the PRC, USA, 
Eire and the Czech Republic were more likely to invest heavily in a relationship in 
order to erect exit barriers. The findings also indicated that UK importers perceived 
themselves to erect exit barriers in order to deter suppliers from switching. 
9.6 Dissolution 
The study of dissolution in long-term relationships has been regarded by many as an 
area of considerable neglect. A number of scholars have suggested that more attention 
needs to be devoted to understanding not only relationships at their apotheosis (i.e. 
commitment), but also when these exchanges become unhealthy and begin to decline 
(Gronhaug et at, 1998; Morgan and Hunt, 1994; Dwyer et ai, 1987). Although a 
number of academics are addressing the reasons for dissolution in consumer 
relationships (e.g. Stewart, 1997), the literature concerning dissolution in an industrial 
context is scant, and often over-reliant on the findings from other disciplines such as 
the social psychology literature (e.g. Dwyer et ai, 1987). The review of literature in 
Chapter Two suggests that the process of dissolution begins with an evaluation of 
dissatisfaction that leads to one party wishing to dissolve relations informing the other 
member of the focal dyad. A period of negotiated unbonding then ensues which can 
be measured by the speed of exit from an exchange. When the relationship finally 
dissolves, the 'degree' of dissolution varies between relationships and can be 
measured by the intensity of exit. After dissolution, both buyer and seller will attempt 
to find other partners. The current study examined the key factors of this process: the 
causes of dissolution, the speed of exit (and the factors that impede it) and the 
intensity of exit in previously committed, long-term relationships. 
In an industrial context, few reasons have been offered to indicate why relationships 
that could be once described as 'committed' fail and dissolve. The fieldwork revealed 
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that companies were aware of the causes of dissolution in long-term relationships, 
however, it was not clear how proactive managers were at collecting information 
about dissolved relationships and acting upon their conclusions in order to increase 
retention. The findings from Chapters Five and Seven identified 30 determinants of 
dissolution in long-term relationships from 4 categories: buyer factors, supplier 
factors, competitor factors and environmental factors. The findings in Chapter Seven 
revealed that importers perceived competitor factors (particularly better price offers) 
were the category that accounted for the greatest source of instability in long-term 
relationships, suggesting that even in long-term, committed relationships, buyers are 
sensitive to lower prices from rival suppliers. Exporters perceived the buying firm to 
be responsible for dissolution (principally the buyer's lack of commitment), although 
they did report that better prices offered by competitors was a source of instability in 
relationships that often resulted in dissolution. 
The literature concerning dissolution implies that relationships permanently dissolve 
at a fixed point in time. The findings revealed, however, that the speed of exit (the 
time spent dissolving relations) could be lengthy. Importers and exporters reported an 
average dissolution period of six months indicating that the consequences of failed 
relations are significant, often leading to a considerable period of time spent on 
dissolving failing exchanges. 
The findings presented in Chapter Seven indicated that commitment had little 
influence in regard to the speed of exit from failed relationships. Therefore, the type 
of commitment a relationship is characterised by prior to dissolution is unlikely to 
influence the time spent dissolving relations. The literature has not comprehensively 
identified the variables that impede exit and reduce a firm's speed of exit from a 
failing relationship. The fieldwork identified two groups of factors that attenuate and 
impede exit. Micro factors were perceived to impede exit because of the actions of 
members of the focal dyad (i.e. buyer factors, supplier factors and cost of separation 
factors), whereas, macro factors impeded exit from relationships at an industry-wide 
level (i.e. market environment, competitor factor). 
Dissolution has been defined in the literature in a number of ways (e.g. withdrawal, 
exit, disengagement, uncoupling, break-up and termination) indicating that the 
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literature views dissolution as permanent. However, the research conducted indicated 
that these interpretations of dissolution might be inaccurate. The findings suggested 
that dissolution could be measured by its degree of intensity and not simply as a 
permanent end to relations. The fieldwork conducted identified that dissolution can be 
measured by three degrees of exit intensity: full exit (dissolution of the relationship), 
partial exit (cancellation of a product category) and temporary exit (relationship 
becomes dormant or inert for a period of time). Fu1l, partial and temporary exit 
represent varying degrees of intensity from which a buyer can exit a relationship and 
reflect the complexity of dissolution not previously identified within the limited 
extant literature. 
The findings in Chapter Seven indicated that relationships based on affective 
commitment prior to dissolution experienced lower exit intensity after dissolution 
than relationships based on calculative commitment prior to dissolution. Relationships 
that dissolve which were characterised by affective commitment prior to dissolution 
may only be partial or temporary exit with a decreased chance of exit being 
permanent (due to the goodwill and positive nature of relations prior to dissolution). 
In comparison, relationships characterised by calculative commitment prior to 
dissolution seem more likely to result in permanent exit as both parties take the 
opportunity to dissolve a relationship that may have been unproductive and continued 
primarily based on the costs associated with terminating the exchange. 
The findings from Chapter Eight indicated a number of ways in which finns from 
various countries might act that may influence dissolution (propensity for aggressive 
exit, propensity to switch, power misuse, problem tolerance and conflict initiation). 
Managers from some countries seem more likely to exert aggressive exit behaviour 
during dissolution. UK exporters suggested their relationships with customers from 
the PRC, USA, Eire, the Czech Republic, Italy, Gennany, France and Norway were 
more likely to resort to aggressive exit tactics, whereas buyers from Spain and the 
Netherlands were perceived as relatively less likely to engage in negative exit 
behaviour. UK importers reported that their relationships with foreign customers had 
a low incidence ofnegative, or aggressive, exit behaviour. 
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Replacing customers is costly particularly in markets with a limited customer base. 
Some of the countries examined in Chapter Eight indicated a greater propensity to 
switch suppliers based on economic criteria. UK exporters suggested that buyers from 
the PRC, USA, Spain, Italy, Eire, the Netherlands, Germany and France were 
relatively more likely to switch suppliers based on economic criteria, whereas buyers 
from the Czech Republic, and Norway were regarded as being less likely to switch 
based on economic criteria. UK importers also indicated a high propensity to switch if 
they could attain greater performance outcomes with other suppliers. 
A greater tendency to misuse power is likely to result in relationship dysfunction and 
dissolution. Buyers from Germany and France were considered by UK exporters to 
have a higher propensity to misuse power, whereas the PRC, USA, Spain, Eire, the 
Czech Republic, Italy, the Netherlands and Norway were all perceived as countries 
where buyers had a lower propensity to misuse power. The findings also indicated 
that UK importers perceived themselves as relatively unlikely to misuse power 
leading to relationship dysfunction in their international relationships. 
Managers of international relationships that have an increased propensity to accept 
problems are relatively more likely to experience relationships that are characterised 
by greater longevity than those managers who cannot tolerate problems that occur 
from time to time. The evidence indicates that UK exporters perceive buyers from the 
PRC, USA, Spain, Eire, the Czech Republic, Italy, the Netherlands, Germany and 
France to be relatively more likely to accept short-term problems than buyers from 
Norway. The findings also indicated that UK buyers perceived themselves as being 
tolerant to problems that occur during relationship development. 
Habitual conflict is likely to impede successful relationship outcomes. UK exporters 
reported a large number of buyers from countries they perceived were relatively more 
likely to engage in harmful conflict behaviour, including the PRC, USA, Spain, Eire, 
Czech Republic, Italy, the Netherlands, Germany and France. In comparison, buyers 
from Norway were regarded as being less likely to initiate harmful conflict with their 
UK suppliers. 
352 
= " '." _W~ . ••~.. n • 
9.7 Forces that Impede Relationship Development 
A criticism of the lOR development literatUre by some scholars is that many of the 
studies of industrial relationships fail to recognise that the process of relationship 
development is susceptible to dynamic forces that impede or attenuate development 
(Halinen, 1998). The findings presented in Chapters Five and Seven revealed a 
number of 'forces' that affect relationship development. The literature recommended 
that future studies apply Porter's (1980) five forces to ascertain the influence of 
industry-wide forces on individual relationships (Keep et aI, 1998). Each of Porter's 
(1980) five forces was found to affect relationship development, for example, the 
threat posed by new market entrants or cheap foreign alternatives. 
The fieldwork also identified that relationships were affected by forces unique to each 
exchange and were the result of actions of either member of the focal dyad. Four 
categories of forces were identified to affect relationships at the focal dyad level 
including problems caused by either buyer or supplier (e.g. personnel problems), 
mutual problems (e.g. language difficulties) and financial problems (e.g. buyers' lack 
of funds). 
These forces may have a pronounced effect on each stage of relationship 
development. For example, a number of macro forces are likely to impede the 
possibility of relations ensuing at pre-formation. Poor market conditions, such as 
fluctuations in currency levels, are likely to impede formation; significant world-wide 
competition is also likely to influence the level of rigour put into selection. Macro and 
micro forces may affect the criteria for selection. In markets with a high degree of 
competition organisations may wish to form relationships based on stability or risk 
reduction in order to avoid staying with anyone supplier. 
9.8 The Influence of National Culture on Inter-organisational Relationship 
Development 
Applying the assumptions of national culture of Hofstede (1980; 1991) provided no 
conclusive support to demonstrate that culture has a strong effect on international 
relationships. The findings in Chapter Eight did, however, present nine factors that 
provide a milieu of factors that will influence international relationships (e.g. 
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communication barriers and industry barriers), of which, national culture IS one 
element. 
9.9 Conclusions 
The findings indicate that the stages of relationship development are complex and 
have not previously been comprehensively explained in the literature from pre­
formation to dissolution. Relationships evolve and dissolve due to a large number of 
reasons; different antecedents are likely to lead to different motives for commitment 
and indeed, different performance outcomes. 
Although the antecedents of commitment examined in the current study predicted a 
significant proportion of the variance of affective commitment, it clearly did not 
encompass all the antecedents of commitment, indicating that other factors will also 
influence relationship commitment. The antecedents of commitment are complex and 
may even vary in different industrial contexts. Other factors not examined in this 
study, such as Morgan and Hunt's (1994) 'shared values', or Geyskens et aI's (1996) 
'interdependence', may help to explain a greater degree of the variance of affective 
commitment. The antecedents of calculative commitment are likely to be very 
different in comparison, perhaps more strongly linked to variables such as the 
perceiv~d risk and the cost of dissolving the exchange. By identifying the antecedents 
of different commitment motives, practitioners and academics will be provided with a 
greater knowledge of the antecedents of commitment in both effective and ineffective 
relationships. 
The attitudes of managers towards 16 relationship dimensions were provided in this 
study. However, to degree to which the attitudes of buyers can be so easily predicted 
is uncertain. Chapter Eight warns of the dangers of applying prescriptive domestic 
RM solutions to international relationships (or ethnocentric relationship marketing). 
Managers need to be cautious in their approach to international relationship marketing 
problems as although national culture might not always affect the nature of 
relationship development in an all-pervading manner, the characteristics of the 
industry, the corporate culture of the organisation, national culture and a number of 
factors such as communication barriers, industry barriers and geographic distance 
may all have a pronounced effect on international relationships. 
354 
10.0 Summary, Conclusions and Recommendations 
10.1 Significance of the Research Problem................................................. ..... 356 

10.1.1 Inter-organisational Relationship Development........... ............... .... 356 

10.1.2 The Influence of National Culture on lOR Development.................. 358 

10.2 Summary of the Research Design and Methodology... .... .......... ........... 358 

10.3 Summary of Major Research Findings..... ................................................ 360 

10.3.1 Pre-relationship Formation................................................................ 360 

10.3.2 Fonnation..... ............ .............. .... ....... ...................... ........................ 360 

10.3.4 Early Relationship Development........................................................ 360 

10.3.5 Commitment..... ...... ................ ..... ...... ......... ........ ...... ..... ....... ..... ...... 361 

10.3.6 Dissolution. ............ .... ................ ............. .................. ....... ......... ....... 362 

10.3.7 Factors That Impede Relationship Development.. ...... ... ............ ..... 363 

10.3.8 The Influence of National Culture on Relationship Development......... 363 

10.4 Implications.................................................................................. ........ 	 363 

1004.1 The lOR Development Process................ .......................................... 364 

10.4.2 The Influence of National Culture on Relationship Development......... 367 

10.5 Conclusions........................................................................................... 367 

lO.6 Recommendations.................................................................................. 368 

10.7 Contribution.......................................................................................... 369 

10.8 Limitations ofthe Study.......................................................................... 371 

10.9 Areas for Future Research...................... ............... ............... ............... .... 372 

355 
10.0 Summary, Conclusions and Recommendations 
This chapter presents an overview of the major research findings and contribution of 
the thesis and a discussion of the implications for managers of international inter­
organisational relationships. The purpose of this chapter is to: a) outline the 
significance of the research problem, b) summarise the major findings and their 
implications, c) offer conclusions drawn from the study, d) offer recommendations, e) 
highlight the contribution of the study f) suggest limitations and g) to offer areas for 
further research. 
10.1 Significance of the Research Problem 
The study of buyer-seller relations and lORs has been described as representing a 
" ...Fundamental reshaping of the field" (Webster, 1992), that deserves a new 
language and theory (Achrol, 1991). Empirical evidence, however, is still relatively 
scarce concerning many vital aspects of this new theory (Collins, 1999; Eiriz and 
Wilson, 1998). Previous studies have often addressed only fragments of the lOR 
development process, and in many cases has been content to study these phenomena 
in a domestic context. The last two decades has witnessed a steady increase in the 
level of UK import and export activity (1996 International Trade Statistics Yearbook, 
1997) indicating the growing importance to both academics and practitioners of 
understanding the evolution oflong-term relationships in an international context. 
The research problem was therefore: to examine the development of lORs between 
UK importers and exporters and their foreign partners from pre-formation to 
dissolution, and to determine the influence national culture has on this process. These 
two areas are examined in greater detail below. 
10.1.1 Inter-organisational Relationship Development 

Although a number of conceptualisations of relationship development are consistently 

reported in the literature, they are often grounded in research conducted in areas such 

as sociology or contract law or else suffer from a lack of empirical evidence (e.g. 

Guillet de Monthoux, 1979; Dwyer et aI, 1987). Thus, considerable lacunae exist, 

raising a number of significant questions .. 

356 
Little research has been conducted concerning the factors that facilitate awareness or 
regarding the determinants of fonnation (Eiriz and Wilson, 1999). Therefore, little is 
known concerning the reasons why long-tenn relationships fonn or how buyers are 
aware of feasible sources of supply. 
When relationships are established, the literature suggests they often evolve over a 
period of time to be characterised by their level of commitment. Commitment, 
however, is frequently viewed in the literature as an urn-dimensional concept. It has 
been argued that commitment may evolve because of a number of different factors 
making the nature of commitment in long-term relations differ greatly (e.g. Geyskens 
et ai, 1996). Nevertheless, few empirical studies have examined the dual motives for 
commitment in detail in order to identify the factors that are antecedents of effective 
and ineffective relationships. 
A common assumption has been that relationships improve perfonnance (Turnbull 
and Wilson, 1989), however, empirical research concerning the performance 
outcomes of relationships is limited (O'Toole, 1999). The literature has been content 
to focus on relationship processes and to treat commitment as a measure of success 
with many of the models examining buyer-seller relations often neglecting to include 
an indicator of relationship perfonnance. Therefore, the perfonnance outcomes of 
relationships (particularly those based on different motives for commitment) have 
been neglected. 
A number of academics have called for research to examine the nature of dissolution 
in long-term relationships (e.g. Dwyer et aI, 1987, Wilson, 1995), however, there are 
few empirical studies. Little is known about the process by which relationships that 
were once· committed, dissolve, and in particular: what causes relationships to 
dissolve, what factors attenuate dissolution and impede the speed of exit and in what 
ways do partners exit from relationships. There is, however, currently limited 
understanding of these questions in the literature despite the phenomenon of 
dissolution being an area of significant importance. 
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10.1.2 The Influence of National Culture on lOR Development 
A number of authors suggest that cultural differences or "cultural distance" are one of 
the most powerful barriers or obstacles to achieving performance and success in 
. international relationships (Hakansson, 1982; Kale 	and McIntyre, 1991). There are, 
however, few empirical studies that examine the influence of national culture on 
relationship development. As Ahmed et al (1998, p.l31) argue: "...While it is 
accepted that buyer-seller relationships play an important role in marketing, little 
research has been done to determine their nature and role in an international setting." 
Quite how culture exerts an influence on lOR development when it traverses national 
boundaries has remained unclear. 
The study sought to achieve a number of objectives: 
1. 	 To critique the extant literature on lOR development with the aIm of 
developing a conceptualisation of the stages of relationship development 
incorporating key variables, 
11. 	 To develop an empirically supported model of the stages ofIOR development, 
Ill. 	 To apply a conceptual framework for studying the possible influence of 
cultural in the lOR context, 
IV. 	 To examine the influence of culture on lORs for UK importers and exporters; 
and 
v. 	 To offer recommendations for practitioners. 

10.2 Summary of the Research Design and Methodology 

The study adopted a mixed-research design comprised of both qualitative and 

quantitative research paradigms. Two instruments of data collection were utilised: in­

depth interviews and a mail survey. 

The first stage of fieldwork employed seven in-depth interviews adopting an 
exploratory case study strategy in order to examine the propositions borne out of the 
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literature review. The interview approach allowed the examination of the proposed 
model and influence of culture on relationship development with a less striot or 
rigorous method than is often associated with quantitative methods, arguably leaving 
more room for creativity and flexibility (Locke, 1989). The informants selected to be 
interviewed met a rigid criteria based on their own experience of managing 
international relationships and that of the organisation. The evidence obtained from 
the interviews was analysed by adopting a three stage method that involved initially 
coding the interview transcripts, putting the major findings into tables and verifying 
the conclusions (Miles and Huberman, 1994). 
The second stage of fieldwork utilised a mail survey in order to examme the 
hypothesised model developed from the literature and from the first stage of 
fieldwork. The second stage of fieldwork was also used to determine the influence of 
national culture on relationship development. The survey predominantly comprised of 
ordinal scales taken from other studies and in some cases developed based on the 
extant literature (Spector, 1992). Employing a sample stratification technique, UK 
export managers' perceptions of buyers in ten countries were attained. The attitudes 
of UK import mangers were obtained using a random sample. The exporter strata 
were developed by choosing eight countries initially studied by Hofstede (1980) (used 
to hypothesise the likely affect of national culture on relationship development), and 
by selecting three further countries at random. 2000 questionnaires were mailed to 
UK. export managers to canvass their opinions of ten countries (Spain, Germany, 
Italy, the Netherlands, the PRC, the USA, Norway, Eire, the Czech Republic and 
France), and 1000 questionnaires were mailed to UK. import managers to assess their 
attitudes towards relationship development. Some 322 useable questionnaires were 
duly returned (110 from the importer sample and 212 from the exporter sample) 
resulting in an overall response rate of 11 %. The reasons why some managers did not 
complete the questionnaire were also compiled. 
The survey employed a 5-point semantic differential scale with 'agree strongly' and 
'disagree strongly' as anchors. A number of statistical tests were adopted in order to 
analyse the stages of the model and the hypothesised influence of culture. Friedman 
and Wilcoxon tests were used to examine the facilitators of awareness, determinants 
of formation and determinants of dissolution. Pearson's correlation coefficients and 
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regresslOn were used to analyse the hypothesised stages of the model from early 
relationship development to commitment and to determine the relationships between 
commitment and speed and intensity of exit. T -tests were used in order to determine 
the influence of culture on relationship development. 
10.3 Summary of Major Research Findings 
The findings from the thesis were derived from the two principal areas of study: 
firstly, from the stages of the model of lOR development, and secondly, the influence 
of national culture on a number of salient dimensions of relationship development. 
The major findings from these two areas are summarised as follows. 
10.3.1 Pre-relationship Formation 
The findings indicate that awareness can be facilitated through a number of factors. 
Eight facilitators for awareness were examined. Importers indicated that the principal 
methods were through third party referral sources (from current or lapsed partners). 
The findings from the exporter category suggest that they perceive importers to rely, 
in most cases, on referral sources to gain initial awareness. The findings from the 
survey also identified ten supplemental factors. 
10.3.2 Formation 
The research identified a number of determinants for formation that transcended price 
and delivery considerations. Twelve categories of factors were identified. The 
findings from the importer sample indicate that efficiency was the main determinant 
of relationship formation, whereas the exporter sample revealed that they perceived 
their foreign customers to form relationships based on having previous experience of 
them as a relationship partner. The findings from the survey also identified five 
. supplemental determents for formation. 
10.3.4 Early Relationship Development 
Four principal dimensions were established that drive early relationship development 
(trust, power, social bonds and communication). The findings indicated that trust 
could be based on three elements identified in the extant literature, goodwill trust, 
competence trust and contractual trust. 
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The results suggested a divergence between the variables that influenced affective 
commitment and the variables that influenced calculative commitment. The results 
from the importer and exporter samples indicated that a strong relationship existed 
between goodwill trust, competence trust, communication, social bonds and affective 
commitment. In comparison, the only variables that influenced calculative 
commitment in both importer and exporter samples were contractual trust and 
communication. Relationships were also identified between positive two-way 
communication and competence trust and goodwill trust. 
The study offered evidence to suggest that trust, social bonds and communication 
were responsible for shaping the character of a relationship after formation. 
Furthermore, the results indicated that different variables influence the development 
of different types of commitment. lORs that evolve into exchanges chiefly 
characterised by affective commitment indicated a stronger relationship with 
competence trust, goodwill trust, social bonds and communication. Relationships that 
evolve into calculatively-committed exchanges indicated a stronger relationship with 
contractual trust, rather than with the factors that are posited to be the drivers of 
effective relationships such as social bonding or goodwill trust. 
J 
10.3.5 Commitment 
The study examined the variables that 'reinforce' commitment ill long-tenn 
relationships. The findings revealed that relationships that exceed the perfonnance 
outcomes compared to all known alternatives are more likely to lead to affective 
commitment than calculative commitment. The findings also indicated stronger 
relationships between affective commitment and investment and switching costs than 
they did in regards to calculative commitment. Therefore, the evidence indicates that 
the actors in relationships based on affective commitment will have a greater 
propensity to invest in the exchange, and also have to a stronger desire for its 
continuation in comparison to relationships characterised by calculative commitment. 
The findings advance the literature ,concerning the performance outcomes of long­
term, committed, relationships. The evidence revealed a stronger link between 
affective commitment and behavioural and economic performance than between 
calculative commitment and behavioural and economic performance. The findings 
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also indicated that a numbe f h .root er vanables act as powerful antecedents for both 
performance outcomes B h · I 
. e aVlOura performance was most strongly influenced by 
competence trust, exceeding alternatives, social bonds, goodwill trust, communication 
and power, whereas economic performance was mostly influenced bv 
communication, goodwill trust, switching costs and investment. 
10.3.6 Dissolution 
The research addressed some of the most pressing factors concerning the phenomenon 
of relationship dissolution, including the causes of dissolution in previously 
committed relationships, the factors that influence the speed with which firms can exit 
from a relationship and the ways in which firms exit from relationships. Thirty 
determinants of dissolution were identified from four categories of factors (buyer 
factors, supplier factors, competitor factors and environmental factors). The principal 
category causing dissolution and switching behaviour from an exporter perspective 
was buyer factors, whereas, the main factor causing dissolution from an importer 
perspective was due to competitor factors . 
The research identified two factors that were seen as key to the dissolution process: 
speed of exit (the time taken to dissolve an exchange) and intensity of exit (the 
permanency of exit). The fieldwork indicated that the speed of exit is influenced by a 
number of factors that impede swift dissolution and act as exit barriers. Three of these 
categories of factors operate at the micro level (i.e. buyer factors, supplier factors and 
cost of separation factors), and two categories of macro factors were identified that 
affect the speed of exit at an industry-wide level (i.e. market environment and 
competitor factors). The findings from the importer and exporter samples revealed no 
significant relationship between speed of exit and commitment motive prior to 
dissolution, suggesting that the type of commitment a relationship is based upon prior 
to dissolution may not be an accurate predictor of the speed of exit from a 
relationship. Therefore, it is more likely that the speed of exit may be influenced by a 
number of factors unique to each relationship, with little bearing on the nature of 
commitment prior to dissatisfaction. 
. ··d d ·dence to suggest that dissolution 
The findings presented III Chapter FIVe prov! e eVl 

or exit could be measured in three ways: permanent exit (dissolution of relations), 
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partial exit (exit product category) or temporary exit (period of donnancy). Therefore, 
the degree of exit could be measured by its intensity. The results presented in Chapter 
Seven revealed a stronger, and more significant relationship, between calculative 
commitment and intensity of exit than between affective commitment and intensity of 
exit for both importer and exporter samples. Therefore, relationships based on 
affective commitment prior to dissolution are likely to experience a lower degree of 
exit intensity compared to relationships based on calculative commitment prior to 
dissolution. This suggests that dissolution in relationships previously based on 
calculative commitment is likely to be permanent, whereas dissolution in relationships 
previously characterised by affective commitment is more likely to be partial or 
temporary. 
10.3.7 Factors That Impede Relationship Development 
The findings indicate that all relationships are susceptible to forces that impede or 
attenuate development. Two groups of forces were identified: firstly, those factors 
that operate at an industry-wide level: threat of substitution, rivalry, threat of entry, 
power of suppliers' and power of buyers' (porter, 1980), and secondly: factors 
operating at a micro or 'relationship specific' level: buyer factors, supplier factors, 
financial factors and mutual factors. 
10.3.8 The Influence of National Culture on Relationship Development 
This study found little conclusive evidence to imply that national culture has a strong 
influence on relationship development adopting the assumptions of Hofstede (1980; 
1991). The study did, however, find evidence to suggest that international 
relationships are likely to be influenced by a number of factors, of which, national 
culture is only one element. The findings identified nine factors such as industry 
barriers and communication barriers that were also likely to affect international 
relationships. 
10.4 Implications 
The major implications from the findings for both the development of lORs and the 
influence of national culture are as follows: 
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10.4.1 The lOR Development Process 
1. 	 Managers should place considerable emphasis on attempting to satisfy their 
current relationship partners to generate vocal advocates as this was cited as 
the primary facilitator of awareness for both importers and exporters. 
Managers should also attempt to understand the myriad of other principal 
factors that facilitate awareness. 
11. 	 Suppliers should endeavour to understand the primary motives for relationship 
formation for each relationship. This should help to reduce the disparity 
between the supplier's offering and the buyer's needs and requirements. 
Suppliers may also need to understand that buyers often require mUltiple needs 
and that these carry significant future implications, especially as the selection 
of feasible suppliers is not based on random decisions, but rather, as a result of 
complex selection criteria. 
111. 	 The findings indicate that the dimensions that evolve in the early stage of a 
relationship significantly affect its development at latter stages. Relationships 
grounded in higher levels of affective commitment are more stable and 
dedicated compared to relationships based primarily on calculative 
commitment. For example, affective commitment had a greater positive 
relationship with competence trust, goodwill trust, social bonds and 
communication - factors that seem indicative of healthy and stable exchange. 
Import and export managers should cultivate these factors in order to achieve 
more effective relationships. 
IV. 	 IORs have two strong and distinct motives for commitment. The antecedents 
and outcomes of relationships based on affective commitment differ greatly to 
those influencing exchanges characterised by calculative commitment, thus, 
compelling managers to understand the key differences. At a stage of 
commitment, members of relationships characterised by affective commitment 
are more· inclined to invest in the exchange than relationships characterised by 
calculative commitment. Relationships based on affective commitment also 
have higher switching costs than relationships based on calculative 
commitment as partners harbour a stronger desire to continue relations. 
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Relationships that attain outcomes that exceed all known alternatives also 
enforce affective commitment in long-term relationships. 
v. 	 Practitioners need to be aware that the level of performance attained by 
developing long-term relationships (i.e. behavioural and economIC 
perfonnance) varies with the motive for commitment the relationship is based 
upon. Relationships that are characterised by affective commitment have a 
stronger relationship with both economic performance and behavioural 
performance than calculative commitment. As well as the influence the type of 
commitment has on performance, goodwill trust, social bonds, power, 
investment, competence trust, communication, switching costs and exceeding 
alternatives also influence performance outcomes of relationships. 
VI. 	 The higher economIC and behavioural performance attained by affective 
commitment should lead to greater retention due to higher levels of 
satisfaction than those obtained in calculatively committed relationships. 
Therefore, the evidence underpins the need for both buyers and suppliers to 
foster relationships that will ultimately result in affective commitment. 
Furthennore, a satisfied buyer can be expected to allocate a greater share of 
their business to favoured suppliers. Therefore, managers who successfully 
develop relationships characterised by affective commitment can expect to 
increase their share ofbusiness with key accounts. 
Vll. 	 Firms should not be content with using market share as an indicator of relative 
success but should endeavour to collect as much infonnation from lapsed 
customers concerning their motivations for dissolving lORs in order to 
conduct meaningful 'defection analyses'. By initiating fonnalised structures to 
examine the phenomenon, finns can learn from their mistakes, thus attempting 
to enforce greater levels ofretention from their existing customer base. 
viii. 	 Firms should consider the value and implications of continuing doomed 
exchanges that were not destined to last before managing the exchange to one 
of commitment with degrees of non-transferable investment. Deciding which 
, 
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relationships to continue with maxImum effort and which accounts to 
discontinue, is a key strategic issue. 
IX. Finns should be aware that even committed lORs that have often existed for 
considerable periods of time are still susceptible to switching behaviour by 
customers. Commitment does not desensitise the customer on price and 
product issues. Finns should be aware that buyers perceive competitor actions 
as the principal cause of instability in long-term relationships. 
x. The speed from which partners will be able to exit failing relationships will be 
accelerated or attenuated based on the level of barriers preventing easy exit or 
factors hastening it. The factors that impede exit emerge as a result of actions 
by either buyer or supplier finn (e.g. investment actions) and because of 
industry-wide forces (e.g. the market environment and the level of 
competition). Managers need to accept that switching may not be a simple or 
rapid process, but rather, it will be based upon the history of the exchange and 
the nature of the market segment in which it operates. 
Xl. Exit from a relationship may not always be manifested simply by the entire 
cessation of exchange. Exit can be measured in three ways: full exit, partial 
exit and temporary exit. Managers need to understand the reasons for 
permanent exit (to avoid further failure in the future), the reasons for partial 
exit (to attempt to stave off full exit) and the reasons for temporary exit (in an 
attempt to ascertain the possible length of dormancy and possible rejuvenation 
of the account). Firms that develop relationships characterised by affective 
commitment are likely to have a lower intensity of exit than those 
characterised by calculative commitment prior to dissolution. By building 
affective commitment, firms are more likely to experience greater partial or 
temporary exit than permanent exit, thus, increasing the "likelihood of being 
partners in the future. 
xu. Relationships will not always evolve in a smooth and linear manner. Micro 
and macro level forces will impede the linear development and progression of 
exchange. Managers will ultimately have a degree of control over micro 
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factors, as they are the result of actions taken by members of the focal dyad. 
They will not, however, have any control over industry level or macro factors, 
as these forces shape the nature of all relationships in individual market 
segments. 
10.4.2 The Influence of National Culture on Relationship Development 
1. 	 Although the study found little support to suggest that national culture effects 
relationships when they traverse national borders in an all-pervading manner 
as prescribed by Hofstede (1980; 1991), managers wishing to develop 
successful exchanges still need to appreciate that it might have some degree of 
influence. 
11. 	 International relationships will be influenced by a large number of factors 
including industry differences, legal differences and economic differences. 
Firms practising ethnocentric RM, therefore, may experience difficulties in 
their international relationships. Success in international markets may not only 
be contingent upon dealing with cultural differences as some advocate, but 
also dealing with different markets needs. 
10.5 Conclusions 
The literature has, for a considerable period of time, recognised the growmg 
importance of buyer/supplier relationships, indicating that the focus of industrial 
marketing should be on buyer-seller relationships not products (Webster, 1979). Since 
its inception, the area of relationship marketing and inter-organisational relationship 
development has been described as a paradigm shift in contemporary marketing 
thought that deserves a new language and theory (Achrol, 1991; Gronroos, 1994a; 
1994b). Nevertheless, despite many advocating the importance of the area, the 
literature suggests that it has suffered from empirical neglect (Collins, 1999). 
The importance of studying international relationships has also been gathering 
support, particularly as it is recognised that many international research projects adopt 
the traditional marketing mix or 'nea-classical' paradigm (Styles and Ambler, 1994) 
rather than a relational context, condemning the area to become little more than a 
topic of marketing. 
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The findings from this study reveal that inter-organisational relationship development 
evolves though five stages from pre-formation to dissolution. It also provides 
evidence to suggest that relationships that ultimately develop into exchanges 
characterised by affective commitment have a greater likelihood of increased 
performance outcomes. It is, however, difficult to provide criteria by which successful 
relationships develop, as Jackson (1985, p.165) argues: " ...There cannot be any 
cookbook or even any relatively complete set of rules for relationship marketing." 
The current research also indicates that even committed relationships can fail, 
suggesting a number of factors that are responsible for their demise. 
The current research offers evidence to suggest that although national culture may not 
affect international relationship development according to the strictly prescribed 
VIews of the literature (Hofstede, 1980; 1991), individual countries (or indeed 
industries) may still have unique preferences (or attitudes) towards relationship 
management. Furthermore, the findings indicated that a number of factors will 
influence international relationship development including communication barriers 
and technology barriers. It is, therefore, not enough simply to engage in ethnocentric 
relationship marketing management by applying domestic solutions in an 
international context. These strategies will lose their impetus when confronted by the 
myriad traditions and customs that are specific to each society or industry, therefore 
forcing managers of international relationships to treat each international market as 
individualistic and unique. 
10.6 Recommendations 
The findings of this study suggest a number of actionable implications for marketers 
practising RM strategies in an international setting: 
1. 	 Firms should focus on satisfying current relationship partners, as they are a 
primary method for facilitating awareness in global markets. 
11. 	 Firms should be clear regarding the motives for formation and appreciate their 
long-term implications. 
111. 	 Firms need to focus on developing relationships that are based on trust, social 
bonds, positive two-way commul1ication and investment in order to develop 
relationships based on affective commitment. 
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IV. Firms need to develop relationships characterised by affective commitment in 
order to achieve greater performance outcomes. 
v. Firms should not be content with using market share as an indicator of relative 
success but should endeavour to conduct 'defection analysis' to identify why 
customers leave relationships. 
VI. Achieving commitment is not a guarantee of the long-term survival of a 
relationship, nor does it desensitise the customer on price and product issues. 
VB. Managers of lORs need to be aware of competitor offers in order to be 
competitive. 
Vll1. Managers of lORs should appreciate that success in international business 
relationships depends not only on understanding foreign cultures but also on 
the needs of the market. Domestic solutions to problems may not work as 
values and attitudes towards relationship development differ. 
10.7 Contribution 
Little previous empirical research has been conducted concerning the development of 
international lORs. The development process has not been explored holistically in a 
detailed manner from pre-formation to dissolution prior to this investigation. Thus, 
many of the stages of relationship development have been neglected. The study 
advances relationship development by presenting a model providing evidence for the 
key variables at five stages of relationship development. As well as identifying the 
factors that facilitate an awareness of feasible partners and the reasons for relationship 
formation, the study identified the antecedents of successful and effective 
relationships. 
The study advances current thought in regards to relationship dissolution. There has 
been little empirical examination of the causes of dissolution or the process by which, 
previously committed, long-term relationships fail. The current study identified thirty 
causes of dissolution in previously committed relationships, furthermore, the study 
identified five categories of factors that impede exit from relationships and found that 
exit could comprise three types: permanent, partial and temporary. The findings also 
identified that the type of exit was influenced by the nature of commitment prior to 
dissolution. 
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The findings cast some doubt on the interpretative power of some previous studies, 
particUlarly those that use single measures of certain constructs e.g. commitment or 
trust. The findings advance the literature by identifying that different antecedents lead 
to different motives for commitment. The antecedents of relationships that evolved 
into exchanges characterised by their degree of affective commitment (including high 
levels of social bonds, competence trust, goodwill trust, communication, investment, 
exceeding alternatives, and levels of switching costs) differed significantly to the 
antecedents of relationships based on calculative commitment (only contractual trust 
was consistent across both samples). Furthermore, the study examined the 
performance outcomes of committed relationships and offered evidence to suggest 
that relationships characterised by affective commitment experienced greater levels of 
behavioural performance (i.e. greater co-operation) and economic performance (i.e. 
short-term financial gain) compared to relationships based on calculative 
commitment. The research also identified that a number of the variables that acted as 
antecedents for affective commitment were also powerful antecedents of performance. 
The marketing literature describes national culture as a considerable obstacle or 
barrier to success for international relationships. Sixteen relationship dimensions were 
examined based on the literature and on Hofstede's (1980; 1991) cross-cultural 
studies. There was, however, little empirical support for the assertion that national 
culture influences relationship development in a manner prescribed by Hofstede. The 
findings identified a number of factors that would influence international 
relationships, such as the nature of the industry, communication barriers and 
economic factors. 
Many studies of lORs are conceptual in nature with little empirical support for the 
assumptions made by the literature. The current study utilised an empirical approach 
comprising of both qualitative and quantitative research paradigms in order to explore 
the stages of relationship development and to determine the influence of national 
culture on a number of relationship development variables. 
Due to the lack of empirical research in the area, many of the scale items used in the 
• 

mail questionnaire had to be developed from the extant theory and using a scale i 
! 
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development procedure. The study also developed a case study protocol for use in in­
depth interviews and applied a coding method of analysis. 
10.8 Limitations of the Study 
The current study adopted a cross-section examination of relationship development. 
It has been suggested, however, that the 'ideal' methodological approach for 
examining relationship development is the longitudinal research design (Ralinen, 
1998). Few would disagree that the best method of examining relationship 
development between buyers and sellers is one that observes its evolution at close 
hand over a number of years. However, as many relationships exist for many decades 
(as indicated in the current study) this methodological approach if often not a feasible 
option. 
1. 	 The study obtained data on a wide spectrum of industrial markets in order to 
formulate a general model rather than to focus on specific market segments. 
Therefore, implications and recommendations for specific industrial market 
segments cannot be offered. 
11. 	 In assessmg the influence of national culture on UK. importer/exporter 
relationships the study did not directly obtain the views of foreign managers, 
instead, relying on the perceptions ofUK managers. Some may criticise this for 
being 'culture-bound data' that is unable to accurately ascertain the impact of 
national culture or to provide a valid model of international lOR development. 
It does, however, provide key implications for UK. managers regarding the 
behaviour of foreign managers towards international relationship development. 
Ill. 	 The literature suggests that studies of relationship development should 
endeavour to elicit information from both sides of the focal dyad (i.e. buyer and 
supplier) (cf. Anderson, 1994). Although this study gained both buyer and 
supplier perspectives, it did not admittedly, attain this information for 
individual relationships. 
IV. 	 The current study does not profess to have examined all possible relationship 
dimensions that may affect the development of IORs. The literature review 
371 
I 
. 

indicates that numerous dimensions exist, however, the purpose of this research 
design was to select those dimensions that seemed to occur most often in the 
extant literature. Similarly, the study examined 16 dimensions of relationship 
management that indicated a likelihood of being influenced by national culture 
in an international context and did not attempt to provide an exhaustive list of 
dimensions. In reality, there may be countless permutations of factors 
concerning relationship development that national culture may affect to some 
degree. 
10.9 Areas for Future Research 
It is possible to advance the current literature in a number of ways not explored in this 
thesis. 
1. 	 An empirical awareness of relationships is at an early stage. The current 
research identified that relationships characterised by affective and calculative 
commitment had different antecedents. Future research, therefore, might focus 
on understanding more about relationships characterised by a high degree of 
calculative commitment, as few studies exist. Future research could also 
incorporate a greater number of variables not included in this study to see how 
they lead to different commitment and performance outcomes. The current 
research focused on the variables which influence commitment that are most 
consistently reported, however, future research may wish to examine the 
influence of other variables reported in the literature and their relationships 
with commitment. Other variables examined could include co-operation, 
mutual goals and satisfaction (Wilson, 1995), opportunistic behaviour 
(Morgan and Hunt, 1994) or the age of the relationship and level of support 
provided (Anderson and Weitz, 1987). 
11. 	 Future research may attempt to gain data examining relationship development 
longitudinally. Although a longitudinal approach will take a considerable 
amount of time (as some of the relationships examined in this study were 
reported to be over thirty-years duration), the stages of development proposed 
in this study can then be examined in greater detail leading to stronger 
inferences. 
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lll. 	 Although Webster (1979) argues that a greater focus should be on 
relationships rather than products, studies of specific industries might have a 
number of benefits. For example, Studies of specific industries would allow 
researchers to ascertain the micro and macro level factors that impede 
relationship development in certain market segments, or to examine the 
peculiarities of individual industries. Studies of specific industries would also 
provide data in regards to how the activities at each stage of the model differ 
according to the industry. The amount of time available to develop a 
relationship may differ greatly between industries and on the situation. For 
example, future research could examine the differences between dynamic 
industries with short product life cycles (e.g. computer hardware), in 
comparison to stable industries with long product life-cycles (e.g. 
plant/machinery). In such as study, the research might also address the 
influence of the 'buygrid' to examine if the various buy-classes (e.g. new buy, 
modified rebuy, straight rebuy) influence variables such as commitment and 
trust. 
IV. 	 The current research examined relationships from a dyadic perspective (i.e. 
buyer-seller), future research, however, might endeavour to examine 
relationships in different situations or contexts. Examining relationships in a 
number of contexts (with the variables remaining constant) could lead to some 
degree of reconceptualisation of the original model as situational" factors may 
differ. For example, network theorists advocate the usefulness of looking at 
the position of firms in networks or channels as well as dyadic exchange as 
these types of relationships are all likely to differ (Johanson and Mattsson, 
1985; Hallen et ai, 1991; Johanson and Mattsson, 1995). A number of other 
types of relationships could be examined such as strategic alliances, internal 
relationships, lateral relationships (e.g. between focal firm and intennediaries). 
Future research could attempt to ascertain if the assumptions of this research 
underlie all relationships (e.g. the antecedents of commitment and 
performance outcomes). 
)
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v. 	 Future research may attempt to canvass the attitudes of foreign managers to 
see how congruent they are with UK import/export managers' perspectives of 
them reported in this study. Data could also be gathered from both sides of the 
focal dyad. For example, research could examine the extent to which trust and 
commitment converge or diverge between both members of the focal dyad, 
and it could offer explanations for any divergence. 
v. 	 Our current understanding of the influence of national culture on relationship 
development is limited. Future research could advance the understanding of 
cultural influence on relationship development in a number of ways. For 
example, other factors that indicate a likelihood of being influenced by 
national culture not considered in this thesis could be examined possibly using 
a larger sample of countries. Research applying other cultural theories could 
also be examined (e.g. Hall's high/low context cultures) which might lead to a 
clearer understanding of the influence of culture on international relationships. 
Researchers examining the influence of culture on relationships could strive 
for greater sampling equivalence by incorporating a greater number of 
constants in their sampling designs. For example, constants might include 
relationships between companies within one industry with similar corporate 
cultures (e.g. owner-managed companies). As well as understanding the 
influence of national culture on similar relationships, research could focus on 
the barriers to international relationship marketing (e.g. communication 
barriers, technology barriers) in order to identify which are the most powerful. 
Future research could extend this further by examining in more detail the 
individuals involved in the relationship, the organisations culture, the nature of 
the industry and the country they all exist in (or the Russian Doll approach). 
Research following the Russian Doll approach would then be in a position to 
suggest which factors most influence relationship development. 
VI. 	 There is limited understanding of how companies collect, interpret and act 
upon information about their dissolved relationships (defection analyses). The 
relationship development theory could advance considerably if greater 
research was conducted to exami~e the phenomenon of fading and dissolved 
relationships. Future research could focus on the variables that influence 
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dissolution (particularly the speed of exit and intensity of exit) such as the 
level of trust or social bonds prior to dissolution. 
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APPENDIX A 
The Interview Protocol 
The protocol for the in-depth interviews conducted contained the following areas advocated by Yin (1994): 
l. 	 A. clear overview of the purpose of the flrst stage of fieldwork (objectives),
ii. FIeld procedures (sources of information), 
ll!. Themes and questions; and 
iv. The rationale for selecting informants. 
v. 	 Final coding scheme 
The protocol also contains the flnal coding sheet and the method of analysis applied. 
i. Research objectives 
The objectives for the first stage of fieldwork were as follows: 
i. 	 To identify the factors that facilitate the awareness offeasible partners, 
ii. 	 To identify the primary determinants of relationship formation, 
lll. 	 To examine the relationship between the variables that evolve at an early stage of relationship 
development and affective and calculative conunitment, 
iv. 	 To examine the motives for commitment and to examine the relationship between investment, 
switching costs and the level of alternatives and the motives for commitment, 
v. 	 To identify the key reasons for dissolution in previously committed relationships, 

vi. 	 To identify the factors that impede exit, 

vii. To identify the types of exit from long-term relationships; and 

Vlll. To identify the extent to which national culture differences affect relationship development. 

ii. Field Procedures (sources of information) 

Information was obtained using in-depth interviews with the following cases: 

Case Industry Informants position Discussion theme 
No. in organisation 
1 Communications Managing Director Relationships with 
equipment buyers 
2 Scientific measurement Senior Export Relationships with 

equipment Manager buyers 

3 Scientific measurement Senior Procurement Relationships with 

equipment Manager suppliers 

Relationships with4 Scientific measurement Managing Director 
equipment buyers 
5 Water meters Senior Export Relationships with 
Manager buyers 
Managing Director Relationships with6 Communications 
buyers and suppliersequipment 
Commercial Director Relationships with7 Steel fasteners 
buyers 
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iii. Interview Questions 

Themes for the interview (export and import managers in lJK companies) 

Pre-formation 
i. Through what sources are you aware of feasible suppliers? 
Reasons for selecting possible long-term partners 
i. What are the key reasons for selecting suppliers? 
Factors driving early relationship development 
1. How does developing social bonds (or friendships) help the future of a relationship? 
Ii. How does positive two-way dialogue affect trust in relationships? 
iii. 	 Do you perceive any actions taken to be reflective of unjust power actions and just power actions? 
iv. 	 How would the use ofpower affect relationships? 
v. 	 How important is trust? Particularly in the following contexts: your partner will act for the good of 
the relationship, can perform relationship management roles competently and will adhere to 
contracts. 
vi. 	 How will these elements of trust affect your level and nature of commitment? 
Commitment 
1. 	 What do you perceive are your motives for being committed to a relationship? 
ii. 	 How does the level of alternative suppliers affect your level of commitment? 
iii. 	 In what type ofrelationships are you more likely to invest? 
iv. 	 How does investment make it difficult to leave a relationship and how does it affect commitment? 
v. 	 How do you measure the performance outcomes of relationships? 
vi. 	 In what types of relationships would you expect the greater performance outcomes? 
vii. 	 How does investment help performance? 
4. Dissolution 
i. 	 What factors cause previously committed relationships to dissolve? 
ii. 	 In what ways do relationships end? 
iii. 	 What factors slow down or impede the dissolution of relationships? 
IV. 	 Does your level of commitment prior to deciding to dissolve a relationship affect how long it takes 
to end a relationship? 
v. 	 Does your level of commitment prior to deciding to end a relationship affect the likelihood of 
doing business with a particular company again? 
5. Dynamic factors 
What factors impede the smooth development of relationships? 
6. National Culture 
1. 	 How do differences attributable to national culture affect your relationships with foreign partners? 
UAI 
ii. Are buyers from some countries more rigorous in selecting suppliers than buyers from others? 
HI. Do buyers from some countries have a greater degree ofplanning than buyers from others? 
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iv. 	 Do buyers from some countries attempt to erect exit barriers (e.g. investment) to stop suppliers 
leaving the relationship? 
v. 	 Are buyers from some countries more likely to accept problems in supply that might occur than 
buyers from other countries? 
mv 
i. 	 Are buyers from some countries more likely to strike up personal friendships with suppliers than 
buyers from other countries? 
ii. 	 Are buyers from some countries more likely to start a conflict than buyers from other countries? 
MAS 
i. 	 Are buyers from some countries more likely to end relationships and switch to using other 
suppliers based only on performance criteria? 
11. 	 Do buyers from some countries have a greater focus on performance than buyers form other 
countries? 
iii. 	 Do buyers from some countries have a propensity to have on-going relationships that exist 
primarily because they would be expensive to end rather than because they are based on mutual 
respect and a genuine desire to continue exchange? 
IV. 	 Do buyers from some countries have relationships that can be characterised as having higher 
levels of trust than buyers from other countries? 
v. 	 Are buyers from some countries more likely to be hostile when a relationship is ending than 
buyers from other countries? 
PDI 
1. 	 Are buyers from some countries more likely to 'fair-minded' in relationships than others? 
ii. 	 Are buyers from some countries more likely you use power to influence your behaviour than 
buyers from other countries? 
lll. 	 Are buyers from some countries more likely to use power to influence their suppliers to the extent 
that it makes continuing the relationship difficult? 
LTO 
1. 	 Do buyers from some countries have greater long-term planning than buyers from other countries? 
iv. The rational for selecting informants 

The relationships the infonnants discussed had to meet the following criteria: 

Relationship Criteria 
Discrete Transactions 	 Relational Exchan2e 
Short-term Long-term 
Two parties Often numerous parties 
Low unity Efforts to establish unity and trust 
Limited Interaction Interactive marketing 
Minimal personal relationships Personal relationships 
Limited communication Increased communication 
No joint efforts Joint efforts and planning 
No anticipation of future exchaI!Ke Significant focus on future interaction 
Adapted from: MacneIl (1980), Dwyer et al (1987) and Gromoos (1991). 
The companies selected had to meet the following sample characteristics: 
1. 	 Medium or large size organisations with international involvement, 
ii. 	 Industrial (business-to-business) context; and 
iii. 	 The organisation must have on-going relationships with foreign customers or suppliers (and be 
able to provide evidence of relationship development from pre-formation to dissolution) . 
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The informants had to fulfil the following criteria: 
i. To have an integral part, or control over, the organisation's export function or import/procurement 
function; and 
ii. To have an important capacity in handling the organisation's relationship management with foreign 
customers/suppliers, 
v. Final Coding Scheme 
Pre-relationship 
formation 
Relationship 
formation 
Early 
Relationship 
Development 
Connections through family and friends 
Direct contact 
Previous experience 
Promotional activities 
Propinquity 
Referral 
Tradeshow/ conference 
Publication 
Asymmetry 
Desire to build a relationship 
Efficiency 
Necessity 
Negative episodes in existing relationships 
Legitimacy 
Previous experience 
Product related factors 
Reciprocity 
Service and support 
Stability 
Risk reduction 
Social bonds 
Social bonds and affective commitment 
Social bonds and calculative commitment 
Reasons for forming social bonds 
Social bonds between individuals 
Multiple links 
Consistency 
Communication 
Communication and contractual trust 
Communication and competence trust 
Communication and goodwill trust 
Power 
Just power actions 
Unjust power actions 
Power and affective commitment 
Power and calculative commitment 
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PF-CF 
PF-DC 
PF-PE 
PF-PA 
PF-PP 
PF-RF 
PF-TC 
PF-PB 
RF-AS 
RF-DB 
RF-EF 
RF-NC 
RF-NG 
RF-LG 
RF-PE 
RF-PF 
RF-RP 
RF-SS 
RF-ST 
RF-RR 
ED-SB-AC 
ED-SB-CC 
ED-SB-RF 
ED-SB-BI 
ED-SB-ML 
ED-SB-CN 
ED-CM-CTT 
ED-CM-CT 
ED-CMGT 
ED-PW-JU 
ED-PW-UJ 
ED-PW-AC 
ED-PW-CC 
Early 
Relationship 
Development 
(Cont.) 
Commitment 
Dissolution 
Trust 
Contractual trust and affective commitment 
Competence trust and affective commitment 
Goodwill trust and affective commitment 
Contractual trust and calculative commitment 
Competence trust and calculative commitment 
Goodwill trust and calculative commitment 
Motive for commitment 
Affective commitment 
Calculative commitment 
Alternatives 
Alternatives and level of commitment 
Investment 
Tangible investments 
Intangible investments 
Investments and affective commitment 
Investments and calculative commitment 
Switching costs 
Switching costs and affective commitment 
Switching costs and calculative commitment 
Buyer factors 
Opportunistic behaviour 
Conflict 
Lack of commitment 
Key account manager turnover 
Company acquisition 
No longer need product 
Competitor factors 
More attractive alternatives 
Better competitor price 
Better competitor offer 
Better competitor package 
Supplier factors 
Links with wrong people 
Lack of required product knowledge 
Price too high 
Product unsatisfactory 
Not extensive enough product line 
Poor working relationship 
Business environment 
Economic factors 
Cultural differences 
Geographic distance 
ED-TR-CTIA 
ED-TR-CTA 
ED-TR-GTA 
ED-TR-CTIC 
ED-TR-CTC 
ED-TR-GTC 
CT-MT-AC 

CT-MT-CC 

CT-AT 
CT-IN-Tl 
CT-IN-ll 
CT-IN-AC 
CT-IN-CC 
CT-SC-AC 
CT-SC-CC 
DS-BF-OB 
DS-BF-CF 
DS-BF-LC 
DS-BF-AC 
DS-BF-FS 
DS-BF-AQ 
DS-BF-NP 
DS-CF-MA 
DS-CF-CP 
DS-CF-CO 
DS-CF-CP 
DS-SF-LP 
DS-SF-LK 
DS-SF-PH 
DS-SF-PU 
DS-SF-NP 
DS-SF-PW 
DS-BE-EF 
DS-BE-CD 
DS-BE-GD 
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Speed of exit 
Dissolution Investment 
(Cont.) Alternatives DS-SE-IN 
Speed of exit and commitment DS-SE-AL 
DS-SE-CT 
Intensity of exit 
Full exit 
Partial exit DS-IE-FE 
Temporary exit DS-IE-PE 
Intensity of exit and commitment DS-IE-TE 
DS-IE-CT 
Dynamic forces Macro factors DF-MF 
Micro factors DF-MF 
National culture Culture has an affect NC-AF 
Culture has no affect NC-NA 
Uncertainty Rigour NC-UAlcRG 
Avoidance Planning NC-UAI-PG 
Exit barriers NC-UAI-EB 
Problem acceptance NC-UAI-PA 
Individualism Social bonds NC-IDV-SB 
Conflict NC-IDV-CF 
Masculinity Switch relationships NC-MAS-SR 
Performance NC-MAS-PF 
Calculative commitment NC-MAS-CC 
Affective commitment NC-MAS-AC 
Trust NC-MAS-TR 
Aggressive exit NC-MAS-AE 
Power Distance Equity NC-PDI-EQ 
Coercive power NC-PDI-CP 
Power misuse NC-PDI-PM 
Long-term Long-term goals NC-LTO-LTG 
Orientation 
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APPENDIXB 
The Survey Cover Letter 

(Originally issued on University of Luton headed notepaper). 

Date 

Dear Sir or Madam, 

Survey on UK ExporterlImporter Relationships with Foreign Customers/Suppliers - A Request for Co­

operation 
I am currently studying for a Ph.D. at the University of Luton focusing on international buyer-seller 
relationships. I would be grateful if you would be able to complete the survey I have enclosed and return it 
in the business-reply envelope provided. All information will be treated confidentially and used to provide 
advice for UK importers and exporters on successful international practice. 
It would be ideal if you could please return the completed survey by October, 1999. 
Thank you in advance for your time and co-operation. 
Yours faithfully, 
Andrew D. Pressey 
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A Questionnaire to Examine the Development of long-term 

Relationships between UK Exporters and their Foreign 

Customers. 

Insert logo 
The purpose of this research is to understand how business relationships develop between 
UK and foreign companies. All information will be treated confidentially. 
It is hoped that by doing this research a greater understanding of how companies manage 
successful relationships will be generated. This will be used to advise companies on ideal 
strategies to employ when dealing with foreign companies. 
This questionnaire is concerned with long-term relationships rather than short-term ones. 
Long-term, on-going relationships differ from others because of a number of factors like 
those listed below. 
Buyers and suppliers develop relationships that are: 
¢long-term 
¢ focus on future interaction 
¢develop personal relationships 
¢establish unity and trust 
¢and have increased communication 
The Questionnaire 
There are three parts to the questionnaire: 
The questionnaire requires you to consider your customers in one foreign country 
• 	 Section A of the questionnaire concerns one foreign buyer with whom you currently 
do business and it refers to this company as buyer X, 
• 	 Section B of the questionnaire is concerned with your views of foreign buyers from 
the same country as buyer X, and refers to them as customers from country X; and 
• 	 Section C of the questionnaire concerns a previously committed relationship (from 
the same country as sections A & B) that has now been terminated and refers to this 
company as buyer Z 
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Could you please consider an on-going business relationship your company has with a foreign buyer and to 
which your company is highly committed to maintaining (ideally one that you have been dealing with for 
more than a year) . 
On a scale of 1-5 to what extent do you agree or disagree with the following statements? Please circle a 
number on the scales below to indicate your opinion. 
The flrst series of questions are general ones about the nationality of your customer 
What country is buyer X based in _________________ 
What is your nationality 
What is the nationality of employees at buyer X in tenns of: 
A) Management; and 
B) Contact personnel 
The next series of questions are concerned with how buyer X was aware ofyour company. 
Please look at the table below and score the sources through which buyer X was made aware that you could 
be a ['"ble exc heaSl ange partner. 
,1 ",1:,,,- ' 
l .r, If. , 1 ~~valita~ nJA*a::~~ss ,~IiOd ' ~ ... " ,1' Score bttef\m~.of~mJlo~t~!lce' '\' <~:' '~:, . "~~ ~:';~·.I : ,'~ ".. ';#. ,;A. ,: • '-'~ " ~ , ' , • > ", " l=aeree stron~lyt; ?S'BdlSalOCee ,stro~~lv ' ': ', 
1.1 	 Referral source/positive word-of-mouth from 1 2 3 4 5 

contact 

1.2 	 Trade-show/ conference 1 2 3 4 5 

1.3 	 Promotional material/advertisement 1 2 3 4 5 

1.4 	 Connections though family and friends 1 2 3 4 5 

1.5 	 Telephone enquiry from buyer 1 2 3 4 5 

1.6 	 Previous experience of us 1 2 3 4 5 

1.7 	 Publications/articles in trade magazines 1 2 3 4 5 

1.8 	 Weare located near to the buyer 1 2 3 4 5 

Others, PIease specify 
1.9 	 Score in terms of importance 

1 2 3 4 5 

1.10 	 1 2 3 4 5 

1.11 	 1 2 3 4 5 
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The next series of questions are concerned with the reasons for buyer X selecting you as a supplier. 
There are a number of reasons for selecting a supplier. Please look at the table below and rate each item in 
terms of the importance you think buyer X placed on selectinll_ou as an exchange~artner 
2" ,­
,. , : Re~son (ot:Ls~lettirig$4pI.mefs . . ~~rre ,iilt~rm.s '(,f;~pq*t~i1~e:· .'. .' .,', '.' \t,'~ " 
.:' . : ' .. . . > .. .. ~ . . . / . ' .~,'
" ..,' 	 ·:i~i~ree stron2iY ;f;·5~s~ee'.stron21Y ,:.'i· ·: 
2.1 	 To attain greater efficiency 1 2 3 4 5 

2.2 	 They had previous experience of us 1 2 3 4 5 

2.3 	 Out of necessity (e.g. you are the only supplier 1 2 3 4 5 

they could use) 

2.4 	 Common interest in building a relationship 1 2 3 4 5 

2.5 	 Suppliers' important status and reputation in the 1 2 3 4 5 

market 

2.6 	 To attain stability in a turbulent market 1 2 3 4 5 

2.7 	 Due to suppliers' experience 1 2 3 4 5 

2.8 	 Collaboration (e.g. jointproject devels>Qment) 1 2 3 4 5 

2.9 	 Service and support 1 2 3 4 5 

2.10 	 Product related factors (e.g. increased quality) 1 2 3 4 5 

2 .11 	 Due to problems with their current s~liers 1 2 3 4 5 

2.12 	 Risk reduction through having a number of 1 2 3 4 5 

suppliers 

Others, Please specify 
2 .13 Score in terms of importance 

1 2 3 4 5 

2.14 	 1 2 3 4 5 

2.15 	 1 2 3 4 5 

The next series of questions requires you to think how buyer X would rate your company in comparison 

TO WHAt "EXTENT.DO YOU :" '< : '~....... ,: il-=::l'greestrongly. " · ..?=disagreEtsirongly . 

with other feasible sources of su 1 

AGREE(.DI~AGREE."'ruiTHE I. ~.' ' .' :'. 1~ , .*;''.t~ .~.:~;:~'; . , ~iA·.' " ....:. ..' : ~ 

FOLiIQ'WINOSTATEMENTSJ· : .. ~: .. ,', \ . . ,' .. ~ .' " •. '.. . _ ' 'j
3.1 	 The outcomes of using us compared with 1 2 3 4 5 

alternatives sources of su I are much better 

3.2 	 We consider ourselves much better compared 1 2 3 4 5 

with feasible alternative su liers 

3.3 	 Approximately how many other suppliers could 1..:5 6-10 11-15 16-20 20+ 
have satisfied buyer X's needs? (please circle 
one 
Has there ever been any difficulties that arose you perceived were due to differences in culture? 
It was expected that the more powerful party 
should use whatever means necessary to get its 
ownwa 
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4.2 	 In this relationship, It is expected that each party 1 2 3 4 5 
should use whatever power they have over th 
other party e 
4.3 	 It is okay to use any power we have relative to 1 2 3 4 5 
buyer X to achieve our goals 
4.4 	 We hold many face-to-face communications 1 2 3 4 5 
4 .5 	 Buyer X provides us with regular information 1 2 3 4 5 
about new pricing policies, promotions etc. 
4.6 	 I would classify my contacts with X as friends 1 2 3 4 5 
4.7 	 I get along well with the people I deal with at X 1 2 3 4 5 
4 .8 	 I rely on written agreements with buyer X 1 2 3 4 5 
4.9 	 It ~s important to have contracts with buyer X 1 2 3 4 5 
4 .10 It IS not important to have oral agreements with 1 2 3 4 5 

buyer X 

4.11 	 I bel~eve that buyer X is competent technically 1 2 3 4 5 

and IS able to do what they promise they will 

4 .12 	 I bel~eve that buyer X is competent managerially 1 2 3 4 5 
and IS able to do what they promise they will 
1 2 3 4 54.13 	 Buyer X is able to perform its allocated roles 
4.14 	 There is no need to check buyer X's activities 1 2 3 4 5 

because we know they will do the job correctly 

1 2 3 4 5 
learnt about my organisation confidential 
2 3 4 5 
4 .15 	 I know that buyer X will keep all information 
4.16 	 It would be costly (fmancially) for us if we 1 

changed from buyer X to dealing with another 

company 
1 2 3 4 54.17 	 It would cost us too much time and effort to 
change from buyer X to dealing with another 

companv 

1 2 3 4 5 4.18 	 I want to continue using buyer X because we 
genuinely enjoy our relationship with them 
1 2 3 4 5 The maintenance of our relationship with buyer 4.19 

X deserves our fIrm's maximum effort 
 4 51 2 3Buyer X could cancel their order with us 

relatively easily 

4 .20 
4 51 2 3We have invested a good deal in our relationship 4.21 

with buyer X and would be reluctant to end it 

Relationships may not develop smoothly over time i.e., from initial purchase to mutual comrruOTIeIlt for a 
number of reasons . Please state what factors (if any) impeded the relationship's smooth progressIon (e g 
they stopped buying the product fQr a while because of poor market conditions, or they had an offer from 
better alternative supplier). 
The next series of questions are concerned with the level and type of investment that has gone into the 
relationshi . 1";'agr~~: strongly5=disagree stron:ly 
, . .".• ' JP:'«,' .~ , ~ .~ : . ·T.O wHAT EXTEW'DO ·you . .. 

', ', " ',AGREElDiSAGREE'WITH-THE ' 
'F,QtE(r~W~G,sl:,AiiMEN[S ' : 3 4 5
1 2 Investment in our relationship with buyer X 5.1 
often includes tangible investments such as just-

in-time s stems or shared technolo 
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5.2 	 In vestment in our relationship with buyer X 1 2 3 4 5 

often includes non-tangible items such as staff 

training or offering expert advice 

Please state what types of investments have been made: 
The following questions require you to consider the performance outcomes you have achieved with buyer 
X. 
Intangible benefits of performance 
6.1 	 W.e are happy with this relationship 1 2 3 4 5 

6.2 	 A lot of value that is hard to quantify has been 1 2 3 4 5 

created in this relationship 

6.3 	 The quality of this supplier is higher than others 1 2 3 4 5 

The long-term profitability of this relationship is 1 2 3 4 5 

hi her in com arison to others 
7.2 	 The prices we pay in maintaining this 1 2 3 4 5 

relationshi are less than in others 

7.3 	 The overall costs of running this relationship are 1 2 3 4 5 

lower in com arison to others 

The f< 11 a~ects 0 fth usmess dea mg you have WI uyer X0 owmg questions concern more genera e b . 1" ·th b 
8.1 	 What product( s) do you supply to buyer X Please list: 
8.2 	 Is buyer X bigger or smaller than your company Much Bigger Same Smaller Much 
in terms of employees bigger size smaller 

1 2 3 4 5 

8.3 	 Approximately how long has your organisation Please state: 

been doing business with buyer X 

8.4 	 How long have you personally been involved in Please state: 

managing the supply of goods to buyer X 
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,T6wHXTEXTENTDO'YOUl' ': .,:: 
.'AGREEIDISAGREE WITH THE:', . '::. , ' 
;!'FOnL;,Q~G:&;rA:rEN:i:ENrS '" ',';' ,,~:,' :' " ' 
9.1 Buyers from country X often use suppliers they 1 2 3 4 5 
have not dealt with.Qrevious1y 
9.2 Buyers from country X usually want experience 1 2 3 4 5 
of a supplier before usin-.K them 
9.3 Buyers from country X are usually quite 1 2 3 4 5 
rigorous when selecting suppliers 
9.4 Buyers from country X are willing to break up 1 2 3 4 5 
existing relationships for new ones on purely 
economic grounds 
9.5 Buyers from country X seem happy to dissolve 1 2 3 4 5 
existing relationships with suppliers if they can 
achieve greater performance with other suppliers 
9.6 Achieving equity seems important to buyers 1 2 3 4 5 
from country X when forming business 
relationships 
9.7 Buyers from country X consider it important to 1 2 3 4 5 
have a match between the effort put into a 
relationship and its return 
9.8 Buyers from country X consider clearly 1 2 3 4 5 
structured agreements to be important in an on­
going relationship 
9.9 Buyers from country X consider it is important 1 2 3 4 5 
to have formal exchange practices governing the 
flow of goods and information 
9.10 Buyers from country X consider that it is more 1 2 3 4 5 
important to consider the future of their business 
relationship_s than meetin~ short-term goals 
9.11 Buyers from country X have long-term goals in 1 2 3 4 5 
their business relationships 
, , .' ( 
" .' , 
SECTION B 
The following section is concerned with your view~ of buyers from country X's behaviour. 
Please consider a number of customers you have from buyer X's country which you have on-going 
relations with. 
On a scale of 1-5 to what extent do you agree or disagree with the following statements? Please circle a 
number on the scales below to indicate your opinion. 
. ' j ' ';:,," T~" .', . -",,': 3"'" , ...~~'~- ' 4'" '.' .'';'~'" -: -; 5" ' " . 
IM~d~r~te"y Agree:: , ' Neither Agree' ~.~de...~t.elt.~~i.· , ; .Disagree :SttqnglY :;',:: " 
,', ';>';" "i '~ : ii; ;, ~9rP~~agr,e¢ . . " ;- , l)is~gr:¢e ;·;;r::.' ,',' ~: ,':" " ;:, 
Approximately how many customers do you have based in this market? 
These customers will be referred as buyer'S from country X in the following questions 

The next series of questions are concerned with your views of the attitudes of buyers from coun!I}' X. 
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9.12 	 Buyers from country X are more performance-
driven when dealinz with suppliers 
9.13 	 Buyers from country X consider that achieving 
performance _goals is vital 
9.14 Buyers from country X consider it is more 
important to achieve performance goals above 
all else 
9.15 	 Buyers from country X engage in frequent 
conflict with suppliers in order to get them to do 
certain things 
9.16 	 Buyers from country X see conflict as being 

negative in long-term relationships 

9.17 	 Buyers from country X place a high degree of 
emphasis on problem solving 
9.18 	 Buyers from country X are keen to invest in 

relationships with supplier's in order to 

encourage them to not go elsewhere 

9.19 Buyers from country X do not consider it is 

important to preventing suppliers from going 

elsewhere by investing in the exchange 

9.20 Buyers from country X consider it to be 

important to build committed relationships 

based on liking suppliers rather than having to 

use them because of the costs associated with 

cancelling the order 

9.21 	 Buyers from country X usually have business 
relationship's with their supplier's that are based 
on a positive r~ard for each other 
9.22 	 Buyers from country X want to continue their 

supplier relationships because they genuinely 

enioy working with them 

9.23 	 Buyers from country X think it would be 
relatively easy to switch to using other suppliers 
9.24 	 Buyers from country X are usually committed to 
suppliers because of the level of cost associated 
with leaving the exchange 
9.25 	 Buyers from country X consider it to be 
important to form strong social bonds with their 
supply partners 
9.26 	 Buyers from country X usually have supply 
relationships that could be classified as being 
unfriendly 
9.27 	 Buyers from country X do not see developing 
social bonds with their supplier's as being very 
important 
9.28 	 Buyers from country X accept short-term 
problems in business relationships 
9.29 	 Buyers from country X do not tolerate short-
term problems in their supply relationships 
9.30 	 Buyers from country X have used suppliers 
again after they have ~eviously cancelled orders 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
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9.31 The attitude of buyers from country X after 1 2 3 4 5 
supply relationships have ended towards their 
suppliers are usually quite positive 
9.32 	 Buyers from country X think that those who 1 2 3 4 5 
have more power than others have the right to 
use it 
9.33 	 Buyers from country X think that it is okay to 1 2 3 4 5 
use any power they have relative to their 
suppliers to achieve their goals 
9.34 	 There is no need to check the activities of 1 2 3 4 5 
buyers from country X because we know they 
will do the job correctly 
9.35 	 I know that buyers from country X will keep all 1 2 3 4 5 
information learnt about my organisation 
confidential 
9.36 	 I trust buyers from country X 1 2 3 4 5 
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SECTION C 

This section of the questionnaire is concerned with understanding why certain long-term business 
relationships end. Please recall an important, long-term relationship your company had with a foreign 
company from buyer X's country (or from another country if this is not applicable) that ended in the last 
two years. For this section, this company will be referred to as buyer Z. 
All information will be treated confidentially. 
TO WHAT EXTENT DO YOU AGREEIDISAGREE WITH THE FOLLOWING STATEMENTS 
; ~'~-"" :..:i ·.;.. ' ~,~ . ~:" ~," " '.. ,f ....~":',. .~'.•.'";~:~" r":;;'~~+ ~ .... ~.~ '"';r :.:~ .,:~ ~~i. 'i":"-" 

~ '.Agree stronglY' '..Moderately Agr~e" ~ , ,~~~t:~~F:~g;~e '" ,Moderately" , ~lIIJrpp.~tronullv ;, 

~' • . ':. ~ ; ,NQ.t;:Qi~~g~~e··'.· :.' Disagtee .· . 

,. ;':,' .. 
The fIrst series of uestions are concerned with the relationshi before it ended. 
,to , ' ;'!C;> ~':l',;E~~~~T;~O,Y.OU 
AGREElDISAGREE WITH TJIE
"'. ':FOLThOW!N<tsT'*TEmNTS '":' ,.' 
10.1 	 My company was very conscientious in 4· 5 

maintaining a competitive relationship with 

bu er Z 

10.2 	 At the time, we devoted our maximum effort to 1 2 3 4 5 

maintainin the relationshi 

10.3 	 It was expensive terminating our relationship 1 2 3 4 5 

with bu er Z 

10.4 	 We had invested a good deal in our relationship 1 2 3 4 5 

with bu er Z and were reluctant to end it 

In your opinion, what problems with your relationship with buyer Z contributed towards the relationship 
coming to an end? Please look at the grid below and score the factors according to their contribution to the 
termination of the relationship with buyer Z. 
Please circle according to the contribution each factor had in the relationship ending. 
..~, .~:. ';' .. '" 
..:. . , ,~' .
' 
Actions by Customer Z 
11.2 They could not resolve an ongoing conflict 1 2 3 4 5 
11.3 Their company was taken over by another 1 2 3 4 5 
11.4 They no longer felt committed to preserving the 1 2 3 4 5 
relationship 
11.5 The employee that managed the relationship at 1 2 3 4 5 
buyer Z left the organisation 
11.6 They no longer needed the.Qroduct 1 2 3 4 5 
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C IOnsAt" b,y your company 
11.7 Our account manager left and they were 1 2 3 4 5 
unhappy with the replacement 
11.8 Our intermediary was unsatisfactory 1 2 3 4 5 
11.9 We did not have the required product 1 2 3 4 5 
knowledge 
11.10 We had links with the wrong people in their 1 2 3 4 5 
organisation 
11.11 We engaged in conflict with them that could not 1 2 3 4 5 
be resolved 
11.12 Our price was too high 1 2 3 4 5 
11.13 Our product was unsatisfactory 1 2 3 4 5 
11.14 We did not have an extensive enough product 1 2 3 4 5 
line 
11.15 We no longer felt commitment to the 1 2 3 4 5 
relationship 
11.16 Our working relationship with them on a 1 2 3 4 5 
personal level was poor 
C Ions )yCAt" 	 b ompetItors 
11.17 	 An alternative organisation had a better price 1 2 3 4 5 
11.18 	 An alternative organisation had a more 1 2 3 4 5 
extensive product line 
11.19 	 An alternative organisation had a better offering 1 2 3 4 5 
11.20 	 An alternative organisation had people with 1 2 3 4 5 
whom buyer Z could work with better 
Factors due to the business Environment 
11.21 	 Economic or unfavourable market conditions 1 2 3 4 5 
made the continuation of the relationship 
impossible Please state: 
11 .22 The geographic distance between us and the 1 2 3 4 5 
buyer was too great 
11.23 	 The differences in cultural background between 1 2 3 4 5 
us and buyer Z contributed towards the 
relationship ending 
'fOthers, PIease specHy 
11.24 	 Please rate in terms of importance 
1 2 3 4 5 
11.25 	 1 2 3 4 5 
11.26 	 1 2 3 4 5 
392j 
r 
x 
The next series of questions are concerned with the length of time the relationship existed for and the time 
it took to dissolve the relationshi . 
12.1 From the point of initial dissatisfaction to the Please state: 
termination of the relationship, approximately 

how long did it take? (e.g. a day, a week, a . 

month 

12.2 	 Approximately how long had the relationship Please state: 
lasted rior to dissolution 
The next series of uestions are concerned with the seed it took for the relationshi to dissolve. 
13.1 The relationshi ended suddenl 
13.2 Even though we were keen to dissolve the 2 3 4 5 
relationship it had to continue for a while 
because of com lications 
Please state any factors that caused complication in the relationship's break-up (e.g. significant investment 
costs) 
e 1 0 f e a ternahves thatwere a t0 SUpplY 
15 Approximately how many other suppliers could 1-5 6-10 11-15 16-20 20+ 
have satisfied the needs of buyer Z? (please 
circle one) 
The nextguestlon IS concerned WI·th th eveI POSSI·bl 	 ble 1 b uyer z 
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The following questions are interested in more general aspects of the business dealing you had with buyer 
Z 
16.1 What product(s) did you supply to buyer Z Please list: 
16.2 
16.3 
16.4 
16.5 
Is buyer Z bigger or smaller than your 
company in terms of employees 
Approximately how long had your 
organisation been doing business with buyer Z 
How long have you personally been involved 
in managing the sUJ'ply of goods to buyer Z 
What is the nationality of employees at buyer 
Z in terms of: 
A) Management 
B)Contact personnel 
Much Bigger 
bigger 
1 2 
Please state: 
Please state: 
A) 
B) 
Same 
size 
3 
Smaller 
4 
Much 
smaller 
5 
Thank you very much for completing this questionnaire and 
participating in this research. 
(EXP4) 
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APPENDIXD 
A Questionnaire to Examine the Development of long-term 

Relationships between UK Importers and their Foreign 

Suppliers. 

Insert logo 
The purpose of this research is to understand how business relationships develop between 
UK and foreign companies. All information will be treated confidentially. 
It is hoped that by doing this research a greater understanding of how companies manage 
successful relationships will be generated. This will be used to advise companies on ideal 
strategies to employ when dealing with foreign companies. 
This questionnaire is concerned with long-term relationships rather than short-tenn ones. 
Long-term, on-going relationships differ from others because of a number of factors like 
those listed below. 
Buyers and suppliers develop relationships that are: 
¢long-tenn 
¢focus on future interaction 
¢develop personal relationships 
¢establish unity and trust 
¢have increased communication 
The Questionnaire 
There are three parts to the questionnaire: 
The questionnaire requires you to consider your suppliers in one foreign country: 
• 	 Section A of the questionnaire concerns one foreign supplier with whom you 
currently do business and it refers to this company as buyer X, 
• 	 Section B of the questionnaire is concerned with your attitude towards a variety of 
relationship management issues; and 
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• 	 Section C of the questionnaire concerns a previously committed relationship (from 
the same country as sections A & B) that has now been terminated and refers to this 
company as supplier Z 
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SECTION A 
Could you please consider a business relationship your company has with a foreign supplier and whICh 
your company is highly cOmmitted to maintaining (ideally one that you have been dealing with fo[ morethan a year). 
On a scale of 1-5 to what extent do you agree or disagree with the following statements" Please clrcie a 
number on the scales below to indicate your opinion. 
4 5 
Moderately Disagree Strongly
, Disagree 
The first series of questions are general ones about the nationality ofyour supplier 
What country is supplier X based in ________________ 
What is your nationality 
What is the nationality of employees at supplier X in tenns of: 
A) Management; and 
B) Contact personnel 
The next series of questions are conceme Wl ow your cod ·th h mpany was aware of supplier X. 
Please list the sources through which you were made aware that sUQPlier X could be a feasible exchange 
-'partner. 
: 1 ' 
.. Evaiuation"metlioa ·· . ~ ~~.,~. . JiJt~' ::~~~1' ~! I . .. •• ' ~J(.J~: ' 'oF­ . '"",.:'., .-".. ,1-.,. ..~ _. I agree strongly 5=disagree siron Iy 
' 1.1 Referral source/positive word-of-mouth from contact I 2 3 4 5 
1.2 Trade-show/ conference 1 2 3 4 5 
1.3 Promotional material/advertisement 1 2 3 4 5 
1.4 Connections though family and friends 1 2 3 4 5 
1.5 Telephone eI!9.uiry from buyer . 1 2 3 4 5 
1.6 Previous e~erience of the supplIer 1 2 3 4 5 
1.7 Publications/articles in trade magazines 1 2 3 4 5 
1.8 Weare located near to the supplier 1 2 3 4 5 
Others, Please ~ecili-' 
1.9 	 Score in terms of importance 
1 2 3 4 5 
1 2 3 4 51.10 
1 2 3 4 51.11 
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The next series of questions are concerned with your reasons for selecting supplier X. 

There are a number of reasons for selecting a supplier. Please look at the table below and rate each item on 

the scale for its importance in electin~ to use supplier X 
2.1 	 To attain greater efficiency 1 2 3 4 5 

2.2 	 We had previous experience of the supplier 1 2 3 4 5 

2.3 	 Out of necessity (e.g. you they the only supplier 1 2 3 4 5 

we could use) 

2.4 	 Common interest in building a relationship 1 2 3 4 5 

2.5 	 Suppliers' important status and reputation in the 1 2 3 4 5 

market 

2.6 	 To attain stability in a turbulent market 1 2 3 4 5 

2.7 	 Due to the suppliers' experience 1 2 3 4 5 

2.8 	 Collaboration (e.g. ioint project development) 1 2 3 4 5 

2.9 	 Service and support 1 2 3 4 5 

2.10 	 Product related factors (e.g. increased quality) 1 2 3 4 5 

2.11 	 Due toproblems with our current suppliers 1 2 3 4 5 

2.12 	 Risk reduction through having a number of 1 2 3 4 5 

suppliers 

·fOthers, PIease specuy 
2.13 	 Score in terms of importance 

1 2 3 4 5 

2.14 	 1 2 3 4 5 

2.15 	 1 2 3 4 5 

3.1 The outcomes ofusing supplier X compared 
with alternatives sources of supply are much 

better 

3.2 	 Supplier X are much better compared with 1 2 3 4 5 

feasible alternative su 1iers 

3.3 	 Approximately how many other suppliers did 1-5 6-10 11-15 16-20 20+ 
you think could have satisfied your needs? 

lease circle one 

Has there ever been any difficulties that have arose that you perceived were due to culture? 
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Coul~ you please look at the follOWing statements and score them according to your relationship with 
suppherX . 
4.1 It was expected that the more powerful party 1 2 3 4 5 
should use whatever means necessary to get its 
own way 
4.2 In this relationship, It is expected that each party 1 2 3 4 5 
should use whatever power they have over the 
other party 
4.3 It is okay to use any power we have relative to 1 2 3 4 5 
supplier X to achieve our goals 
4.4 We hold many face-to-face communications 1 2 3 4 5 
4.5 Supplier X provides us with regular information 1 2 3 4 5 
about new pricing policies, promotions etc. 
4.6 I would classify my contacts with X as friends 1 2 3 4 5 
4.7 I get along well with the people I deal with at X 1 2 3 4 5 
4.8 I rely on written agreements with supplier X 1 2 3 4 5 
4.9 It is important to have contracts with supplier X 1 2 3 4 5 
4.10 It is not important to have oral agreements with 1 2 3 4 5 
supplier X 
4.11 I believe that supplier X is competent 1 2 3 4 5 
technically and is able to do what they promise 
they will 
4.12 I believe that supplier X is competent 1 2 3 4 5 
managerially and is able to do what they 
4.l3 
promise they will 
Supplier X is able to perform its allocated roles 1 2 3 4 5 
4.14 There is no need to check supplier X's activities 1 2 3 4 5 
4.15 
because we )mow they will do the job correctly 
I know that supplier X will keep all information 1 2 3 4 5 
4.16 
learnt about my organisation confidential 
It would be costly (fmancially) for us if we 1 2 3 4 5 
changed from supplier X to dealing with another 
4.17 
company 
It would cost us too much time and effort to 1 2 3 4 5 
change from supplier X to dealing with another 
4.18 
company 
I want to continue using supplier X because we 1 2 3 4 5 
4.19 
genuinely enjoy our relationship with them 
The maintenance of our relationship with 1 2 3 4 5 
4.20 
supplier X deserves our firm's maximum effort 
I could cancel our order with supplier X 1 2 3 4 
5 
4.21 
relatively easily . . 
We have invested a good deal in our relatlons~p 1 2 3 4 5 
with supplier X and would be reluctant to end It 
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7.1 
7.2 
7.3 
Relationships may not develop smoothly over time i.e., from initial purchase to mutual coinmitment for a 
number of reasons . Please state what factors (if any) impeded the relationship's smooth progression (e.g. 
you stopped buying the product for a while because of poor market conditions, or you had a better offer 
from an alternative supplier). 
The next series ofquestions are concerned with the level and type of investment that has gone into the 
relationshi . 
5.1 	 Investment in our relationship with buyer X 

often includes tangible investments such as just­

in-time s stems or shared technolo 

5.2 	 In vestment in our relationship with buyer X 1 2 3 4 5 

often includes non-tangible items such as staff 

trainin or offerin ex ert advice 

Please state what types of investments have been made: 
The following questions require you to consider the performance outcomes you have achieved with 
supplier X. 
Intan ible benefits of erformance . 
\6 " ' TO WHAT. EXTEN:fDQ.YO(f' · ". 

,:' .': ~ AGREEiDfS GREE WiTH im/ . 

. ;: '; :': : FOLL(j~G STAF,rEMENrS 

6.1 
6.2 	 1 2 3 4 
6.3 	 1 2 3 4 5 
Tan ible benefits of erformance 
. 7 "· ".f9,:WJp\~Ex;rEN'FDO ,YO.:o "" . 
:~AGRJL~Il;lIS:.\GREE WIrtH THE ~,. , ' 
,;;FOLLQWING'SJATEMENTS <'.' ' '. 
The prices we pay in maintaining this 

relationshi are less than in others 

The overall costs of running this relationship are 

lower in com arison to others 

1 2 3 4 5 
1 2 3 4 5 
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The following questions are interested in more general aspects of the business dealing you have with 
supplIer X' 
8.1 	 What product( s) do you buy from supplier X Please list: 
8.2 	 Is supplier X bigger or smaller than your Much Bigger Same Smaller Much 
company in terms of number of employees bigger size smaller 

1 2 3 4 5 

8.3 	 Approximately how long has your organisation Please state: 

been doing business with supplier X 

8.4 	 How long have you personally been involved in Please state: 

managing the flow of goods from supplier X 
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SECTION B 

The following section is concerned with your attitude towards a variety of relationship management 
issues. 
• 
On a scale of 1-5 to what extent do you agree or disagree with the following statements? Please circle a 
number on the scales below to indicate your opinion. 
9i" :;' ,:TQwHATlEXTENTDO?~lQU... :i', , ~~l,;t~~" ~ l";-agiee strongly ',. · ,I,::, 1,!,'~ 'V':, ·,{ .r ,"""" , 
)~'" f~AGREE1I>ISAGRl1:E\viTHTBE':; ;,~,I.,:" " ,' ,-:-, :',:(:.::";:,' ~ i ';"/ : '.',:' ,';: ,,'. ,~'" 
.'" ,:FOLLOWINGSTi\TEMENTS '<': : ,.':,~,' ' 5;':disi~ree :~trQ'~'~lY, :~":' '~'t"<r:-; ' "; ,<i,.'. :: 'r, 
9.1 	 We often use suppliers we have dealt with 1 2 3 4 5 
previously 
9.2 	 It is important to us that we have had experience 1 2 3 4 5 
of a supplier before usin~ them 
9.3 	 It is important to be rigorous when selecting 1 2 3 4 5 
suppliers 
9.4 	 We would be willing to break up existing 1 2 3 4 5 
relationships for new ones on purely economic 
grounds 
9.5 	 Weare happy to dissolve existing relationships 1 2 3 4 5 
with suppliers if we can achieve greater 
performance with other suppliers 
9.6 	 It is important not to take advantage of suppliers 1 2 3 4 5 
when forming relationships 
9.7 	 Achieving a fair match between the effort put 1 2 3 4 5 
into a relationship and its return is important 
9.8 	 Clearly structured agreements between us and 1 2 3 4 5 
our suppliers is important in an on-going 
relationship 
9.9 	 It is important we have formal exchange 1 2 3 4 5 
practices governing the flow of goods and 
information 
9.1 0 It is more important to consider the future of our 1 2 3 4 5 
business relationships than meeting short-term 
goals 
9.11 We have long-term goals in our business 1 2 3 4 5 

relationshiPs 

9.12 	 Performance-driven criteria are most important 1 2 3 4 5 
in business relationshiJ:>s with suppliers 

9,13 It is vital that performance goals are achieved 1 2 3 4 5 

9.14 	 It is more important to achieve performance 1 2 3 4 5 

goals above all else 

9.15 	 We have frequent conflict with suppliers in 1 2 3 4 5 

order to get them to do certain things 

9.16 	 Conflict is negative in lonkterm relationships 1 2 3 4 5 
9.17 	 We place a high degree of emphasis on problem 1 2 3 4 5 

solving 
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9.18 Weare likely to use our influence to get 1 2 3 4 5 
suppliers to do things for us 
9.19 It is important to invest in a relationship in order 1 2 3 4 5 
to encourage suppliers not to go elsewhere 
9.20 Preventing suppliers from going elsewhere by 1 2 3 4 5 
investing in the exchange is not important 
9.21 It is more important to us that we build 1 2 3 4 5 
committed relationships based on liking the 
supplier rather than having to use them because 
of the costs associated with cancelling the order 
9.22 Our relationships with our suppliers are usually 1 2 3 4 5 
based on a positive regard for each other 
9.23 We want to continue our relationships with 1 2 3 4 5 
suppliers because we genuinely enjoy working 
with them 
9.24 It would be relatively easy to switch to using 1 2 3 4 5 
other suppliers 
9.25 The costs associated with relationships are a 1 2 3 4 5 
good reason not to switch to other suppliers 
9.26 It is important to fonn strong social bonds with 1 2 3 4 5 
our suppliers 
9.27 We would classify our relationships with our 1 2 3 4 5 
suppliers as being W1friendly 
9.28 Developing strong social bonds do not generally 1 2 3 4 5 
make a great deal of difference in a relationship 
9.29 Short-tenn problems in business relationships 1 2 3 4 5 
should be accepted 
9.30 Short-tenn problems in supplier relationships 1 2 3 4 5 
should not be tolerated 
9.31 Weare quite happy to use suppliers we have 1 2 3 4 5 
used previously_ after the relationship has ended 
9.32 After relationships have ended our attitude 1 2 3 4 5 
towards the other party is usually positive 
9.33 Those who have more power than others have 1 2 3 4 5 
the right to use it 
9.34 It is okay to use any power we have relative to 1 2 3 4 5 
our suppliers to achieve our goals 
9.35 There is no need to check the activities of our 1 2 3 4 5 
suppliers because we know they will do the job 
correctly 
9.36 I know that our suppliers will keep all 1 2 3 4 5 
information learnt about my organisation 
confidential 
9.37 I trust our suppliers 1 2 3 4 5 
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SECTION B 

This section of the questionnaire is concerned with understanding why certain long-term business 
relationships end. Please recall an important, long-term relationship your company had with a foreign 
supplier that ended in the last two years, from supplier X's country (or from another country if this is not 
applicable). For this section, this company will be referred to as supplier Z. 
All information will be treated confidentially. 
TO WHAT EXTENT DO YOU AGREEIDISAGREE WITH THE FOLLOWING STATEMENTS 
10 ·' ~.. 
>,\­ • ." 
My company was very conscientious in 
maintaining a competitive relationship with 
su lier Z 
10.2 At the time, we devoted our maximum effort to 1 2 3 4 5 
rnaintainin the relationshi 
10.3 It was expensive terminating our relationship 1 2 3 4 5 
with su lier Z 
lOA We had invested a good deal in our relationship 1 2 3 4 5 
with su lier Z and were reluctant to end it 
In your opinion, what problems with your relationship with supplier Z contributed towards the exchange 
coming to an end? Please look at the grid below and score the factors according to their contribution to the 
termination of the relationship with supplier Z. 
Please circle according to the contribution each factor had in the relationship ending. 
11.1 
11.2 Our com an was taken over b another 2 3 
11.3 We no longer felt committed to preserving the 1 2 3 4 5 
relationshi 
11.4 The employee that managed the relationship left 1 2 3 4 5 
the or anisation 
11.5 We no Ion er needed the roduct 1 2 3 4 5 
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b h SActions 'Y t e upp:ier 
11.6 Their account manager left and we were 1 2 3 4 5 
unhappy with the replacement 
11.7 Their intennediary was unsatisfactory 1 2 3 4 5 
11.8 They did not have the required product 1 2 3 4 5 
knowledge 
11.9 They had links with the wrong people in our 1 2 3 4 5 
organisation 
11.10 They engaged in conflict with us that could not 1 2 3 4 5 
be resolved 
11.11 Their price was too high 1 2 3 4 5 
11.12 Their product was unsatisfactory 1 2 3 4 5 
11.13 They did not have an extensive enough product 1 2 3 4 5 
line 
11.14 They lacked commitment to the relationship 1 2 3 4 5 
11.15 Our working relationship with them on a 1 2 3 4 5 
personal level was poor 
A' b Cctwns )y ompetltors 
11.16 An alternative organisation had a better price l' 2 3 4 5 
11.17 An alternative organisation had a more . 1 2 3 4 5 
extensive product line 
11.18 An alternative organisation had a better offering 1 2 3 4 5 
11.19 An alternative organisation had people we could 1 2 3 4 5 
work with better 
Factors due to the Business Environment 
11.20 Economic or unfavourable market conditions 1 2 3 4 5 
made the continuation of the relationship 
impossible Please state: 
11.21 The geographic distance between us and the 1 2 3 4 5 
supplier was too great 
11.22 The differences in cultural background between 1 2 3 4 5 
us and supplier Z contributed towards ipe 
relationship ending 
Oth ers, ·fplease speclty 
11.23 1 2 3 4 5 
11.24 1 2 3 4 5 
11.25 1 2 3 4 5 
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12.1 	 From the point of initial dissatisfaction to the 
termination of the relationship, approximately 
how long did it take? (e.g. a day, a week, a 
month 
12.2 	 Approximately how long had the relationship Please state: 
existed rior to dissolution 
13 .1 When problems arose the relationship ended 

ve uickl 

. 13.2 	 Even though we were keen to dissolve the 1 2 3 4 5 
relationship it had to continue for a while 
because of com Iications 
a ain 
Please state any factors that caused complication in the relationship's break-up (e.g. significant investment 
costs) 
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k, 
The following questions are interested in more general aspects of the business dealing you had with 
supplier Z: 
16.1 What product(s) did you buy from supplier Z Please list: 
16.2 Is supplier Z bigger or smaller than your Much Bigger Same Smaller Much 
company in terms of number of employees bigger size smaller 
1 2 3 4 5 
16.3 Approximately how long had your organisation Please state: 
been doing business with supplier Z 
16.4 How long had you personally been involved in Please state: 
managing the flow of goods from supplier Z 
16.5 What is your nationality Please state: 
16.6 What is the nationality of employees at supplier 
Z in terms of: A) 
A) Management 
B )Contact personnel 
B) 
Thank you very much for completing this questionnaire and 
participating in this research. 
(IMP4) 
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APPENDIXD 
Results of Wilcoxon test for Dissolution Categories 
Dimension Importer Exporter 
Negative Positive Ties Significance Negative Positive Ties Significance 
ranks ranks ranks ranks 
Buyer Versus supplier 97 226 227 *.000 187 736 347 *.000 
Buyer Versus competitor 171 111 158 *.001 227 428 191 *.000 
Buyer Versus environment 70 152 108 *.000 126 380 128 *.000 
Supplier Versus competitor 246 47 147 *.000 391 82 375 *.000 
Supplier Versus 104 78 148 **.041 
environment 224 78 334 *.000 
109 255 272 *.000 
Competitor Versus 54 168 108 *.000 
environment 
Results of Wilcoxon test for Facilitators of Awareness 
Dimension Exporter Importer 
SignificanceNegative Positive Ties Negative Positive Ties Significance 
ranks ranks ranks ranks 
Referral vs tradeshow/conference 40 118 54 *.000 31 53 26 *.009 

Referral vs promotional activity 29 137 46 *.000 21 51 38 *.000 

Referral vs connections 13 172 27 *.000 8 64 38 *.000 

Referral vs direct contact 24 136 52 *.000 10 58 42 *.000 

.:1()R 
~-- " "ill "-'-'«- - - ..., 
m iQlll! "1!11"'!lilt' -" 
Referral vs previous experience 
Referral vs publication 
Referral vs propinquity 
16 
22 
11 
167 
139 
173 
29 
51 
28 
*.000 
*.000 
*.000 
15 
32 
11 
51 
41 
84 
44 
37 
15 
*.000 
*.009 
*.000 
Tradeshows vs promo 
Tradeshows vs connection 
48 
20 
79 
122 
85 
70 
*.000 
**.034 
16 
19 
32 
50 
62 
41 
*.042 
*.000 
Tradeshows vs direct contact 56 88 68 *.000 14 46 50 *.005 
Tradeshows vs previous 19 105 88 *.000 20 38 52 *.005 
experience 
Tradeshows vs publication 45 71 96 *.000 28 28 54 .265 
Tradeshows vs propinquity 
Promo vs connection 
41 
29 
134 
113 
37 
70 
*.000 
*.000 20 43 47 **.040 
Promo vs direct contact 47 70 95 .117 24 32 54 **.014 
Promo vs previous experience 33 105 74 *.000 29 34 47 .250 
Promo vs publication 46 68 98 .381 36 13 61 *.000 
Promo vs propinquity 45 118 49 *.000 17 61 32 *.000 
39 22 49 .610 
Connections vs direct contact 97 26 89 *.000 
Connections vs previous 68 32 112 *.011 36 16 58 .259 
experience 
Connections vs pUblication 106 17 89 *.000 56 15 39 *.001 
Connections vs propinquity 95 62 55 **.038 32 48 30 **.017 
23 20 67 .391 
Direct contact vs previous 24 82 106 *.000 
experience 
Direct contact vs pUblication 64 56 92 .471 47 11 52 *.000 
Direct contact vs propinquity 62 110 40 *.000 26 55 29 *.001 
40 12 58 *.000 
Previous experience vs publication 84 23 105 *.000 
Previous experience vs propinquity 88 74 50 .641 24 58 28 *.000 
409 
Publication vs 2ro2inguity 55 113 44 *.000 15 68 27 *.000 
P=<O.Ol. 
Results of Wilcoxon test for Detenninants ofFonnation 
Dimension Importer Exporter 
Negative Positive Ties Significance Negative Positive Ties Significance 
ranks ranks ranks ranks 
Efficiency vs product related 33 41 36 .316 93 43 74 *.000 
factors 
Efficiency vs asymmetry 31 54 25 *.001 94 54 64 *.001 
Efficiency vs build reI 32 47 31 **.026 105 57 50 *.001 
Efficiency vs legitimacy 18 57 35 *.000 99 65 48 *.000 
Efficiency vs stability 27 48 35 *.001 83 68 61 .251 
Efficiency vs previous experience 34 47 29 **.029 107 35 70 *.000 
Efficiency vs necessity 19 70 21 *.000 37 144 31 *.000 
Efficiency vs negative episodes 21 68 21 *.000 67 89 56 .070 
Efficiency vs reciprocity 14 69 27 *.000 87 73 52 **.020 
Efficiency vs service and support 15 73 22 *.000 110 59 43 *.000 
Efficiency vs risk reduction 20 71 19 *.000 80 73 59 .191 
Product related factors vs . 23 46 41 *.001 51 77 84 *.001 
asymmetry 
Product related factors vs desire to 28 42 40 .170 58 92 62 *.003 
build reI 
Product related factors vs 18 55 37 *.000 50 79 83 *.010 
legitimacy 
Product related factors vs stability 28 39 43 *.004 61 99 52 *.000 
Product related factors vs previous 27 37 46 .364 60 60 92 .993 
410 
expenence 
Product related factors vs necessity 
Product related factors vs negative 
episodes 
. Product related factors vs 
reciprocity 
Product related factors vs service 
and support 
Product related factors vs risk 
reduction 
Asymmetry vs build rel 
Asymmetry vs legitimacy 
Asymmetry vs stability 
Asymmetry vs previous experience 
Asymmetry vs necessity 
Asymmetry vs negative episodes 
Asymmetry vs reciprocity 
Asymmetry vs service and support 
Asymmetry vs risk reduction 
Desire to build reI vs legitimacy 
Desire to build rel vs stability 
Desire to build reI vs previous 
expenence 
Desire to build rel vs necessity 
Desire to build reI vs negative 
episodes 
Desire to build reI vs reciprocity 
Desire to build reI vs service and 
support 
16 
17 
13 
13 
13 
35 
32 
44 
32 
32 
34 
26 
29 
32 
24 
34 
39 
26 
27 
23 
22 
63 
65 
69 
69 
71 
26 
49 
32 
20 
55 
54 
54 
57 
59 
52 
39 
29 
56 
57 
58 
61 
31 
28 
28 
28 
26 
49 
29 
34 
58 
23 
22 
22 
24 
19 
34 
37 
42 
28 
26 
29 
27 
*.000 
*.000 
*.000 
*.000 
*.000 
.099 
.063 
.979 
*.008 
*.002 
*.004 
*.002 
*.000 
*.000 
*.000 
.072 
.675 
*.000 
*.000 
*.000 
*.000 
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10 
36 
52 
58 
49 
64 
67 
66 
82 
11 
37 
65 
79 
60 
71 
67 
92 
15 
53 
77 
88 
166 
127 
98 
91 
109 
64 
71 
85 
43 
170 
114 
77 
68 
84 
57 
81 
45 
174 
112 
84 
66 
36 *.000 
49 *.000 
62 *.000 
63 .073 
54 *.000 
84 .647 
74 .708 
61 *.008 
87 *.000 
31 *.000 
61 *.000 
70 .066 
65 .361 
68 *.002 
84 .609 
64 **.039 
75 *.000 
23 *.000 
47 *.000 
51 .323 
58 .065 
Desire to build reI vs risk reduction 21 58 31 *.000 63 85 64 **.032 
Legitimacy vs stability 45 24 41 **.034 55 80 77 *.003 
Legitimacy vsprevious experience 59 16 35 *.000 82 48 82 *.000 
Legitimacy vs necessity 39 53 18 .178 15 168 29 *.000 
Legitimacy vs negative episodes 41 47 22 .306 SO 116 46 *.000 
Legitimacy vs reciprocity 35 48 27 .096 73 84 55 .076 
Legitimacy vs service and support 32 52 26 **.023 81 76 55 .409 
Legitimacy vs risk reduction 32 51 27 **.039 66 101 45 .004 
Stability vs previous experience 42 32 36 **.021 90 38 84 *.000 
Stability vs necessity 32 60 18 **.020 24 143 45 *.000 
Stability vs negative episodes 38 58 14 *.007 70 105 37 *.005 
Stability vs reciprocity 26 58 26 *.002 79 73 60 .267 
Stability vs service and support 27 58 25 *.001 95 57 60 *.000 
Stability vs risk reduction 27 51 32 *.001 68 78 66 .889 
Previous experience vs necessity 21 63 26 *.001 5 183 24 *.000 
Previous experience vs negative 24 60 26 *.000 36 136 40 *.000 
episodes 
Previous experience vs reciprocity 22 62 26 *.000 56 97 59 *.000 
Previous experience vs service and 18 66 26 *.000 57 88 67 **.025 
support 
Previous experience vs risk 
reduction 
19 66 25 *.000 40 106 66 *.000 
Necessity vs negative episodes 
Necessity vs reciprocity 
Necessity vs service and support 
Necessity vs risk reduction 
40 
40 
37 
36 
40 
37 
44 
41 
30 
33 
29 
33 
.705 
.807 
.470 
.804 
123 
146 
166 
148 
31 
23 
12 
26 
58 
43 
43 
38 
*.000 
*.000 
*.000 
*.000 
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Negative episodes vs reciprocity 
Negative episodes vs service and 
support 
Negative episodes vs risk 
reduction 
30 
32 
34 
32 
43 
34 
48 
35 
42 
.622 
.207 
.373 
88 
103 
102 
55 
43 
61 
69 
66 
49 
*.000 
*.000 
*.004 
Reciprocity vs service and support 
Reciprocity vs risk reduction 
29 
35 
33 
30 
48 
45 
.530 
.672 
75 
58 
58 
76 
79 
78 
**.018 
.271 
Service and support vs risk 
reduction 
P=<O.Ol 
P=<0.05 
32 26 52 .751 54 82 76 *.000 
Results ofWilcoxon test for Buyer Factors 
Dimension Exporter Importer 
Negative 
ranks 
Positive 
ranks 
Ties Significance Negative 
ranks 
Positive 
ranks 
Ties Significance 
Opportunistic behaviour by 
buyer vs unresolved 
conflict initiated by buyer 
Opportunistic behaviour by 
. buyer vs acquisition of 
company 
Opportunistic behaviour by 
buyer vs lack of 
commitment 
Op'Qortunistic behaviour by 
49 
30 
90 
40 
40 
124 
50 
113 
123 
58 
72 
59 
.176 
*.000 
*.000 
*.000 
N/A 
N/A 
N/A 
N/A 
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buyer vs key employee 
turnover 
Opportunistic behaviour by 47 121 44 .*000 N/A 
buyer vs product no longer 
needed 
Unresolved conflict 25 127 60 *.000 6 77 27 *.000 
initiated by buyer vs 
acquisition of company 
Unresolved conflict 87 64 61 *.002 23 31 56 .989 
initiated by buyer vs lack 
of commitment 
Unresolved conflict 37 112 63 *.000 5 66 39 *.000 
initiated by buyer vs key 
employee turnover 
Unresolved conflict 40 118 54 *.000 40 58 12 .120 
initiatedby buyer vs 
product no longer needed 
Acquisition of company vs 134 24 54 *.000 75 6 29 *.000 
lack of commitment 
Acquisition of company vs 43 22 147 **.049 29 11 70 **.033 
key employee turnover 
Acquisition of company vs 52 40 120 ** .048 51 10 49 *.000 
product no longer needed 
Lack of commitment vs 26 131 55 *.000 7 70 33 *.000 
key employee turnover 
Lack of commitment vs 29 130 53 *.000 35 54 21 .062 
product no longer needed 
Key employee turnover vs 47 47 118 .722 49 14 47 *.000 
p~odtlct no longer needed 
414 
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Results of Wilcoxon test for Supplier Factors 
Dimension Negative Positive Ties Significance Importer 
ranks ranks 
Negative Positive Ties S ignifican ce 
ranks ranks 
Unhappy with account 22 6 184 *.002 22 8 80 **.036 
manager vs unsatisfactory 
intermediary 
Unhappy with account 28 22 162 *.002 23 15 72 **.036 
manager vs lack of required 
product knowledge 
Unhappy with account 39 14 159 **.017 13 15 82 .795 
manager vs links with 
wrong people 
Unhappy with account 63 18 131 *.000 42 12 56 *.000 
manager vs unresolved 
conflict initiated by 
supplier 
Unhappy with account 136 9 67 *.000 66 11 33 *.000 
manager vs price too high 
Unhappy with account 59 27 126 *.000 58 14 38 *.000 
manager vs product 
unsatisfactory 
Unhappy with account 64 20 128 *.000 38 11 61 *.001 
manager vs not extensive 
enough product line 
Unhappy with account 104 20 88 *.000 69 7 34 *.000 
manager vs supplier lacked 
commitment 
41 5 
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" 
Unhappy with account 101 14 97 *.000 64 10 36 *.000 
manager vs poor personal 
relationship 
Unsatisfactory 30 38 144 .349 25 24 61 .706 
intermediary vs lack of 
required product 
knowledge 
Unsatisfactory 35 30 147 .602 9 27 74 **.019 
intermediary vs links with 
wrong people 
Unsatisfactory 53 25 134 *.000 27 12 71 .072 
intermediary vs unresolved 
conflict initiated by 
supplier 
Unsatisfactory 124 23 65 *.000 61 8 41 *.000 
intermediary vs price too 
high 
Unsatisfactory 54 39 119 **.014 54 11 45 *.000 
intermediary vs product 

unsatisfactory 

Unsatisfactory 53 30 129 *.002 31 15 64 .071 

intermediary vs not 

extensive enough product 

line 

Unsatisfactory 98 27 87 *.000 60 7 43 *.000 

intermediary vs supplier 

lacked commitment 

Unsatisfactory 97 23 92 *.000 57 15 38 *.000 

intennediary vs poor 

personal relationship 

Lackofrequiredproduct 27 21 164 .171 ]4 26 70 **.014 

-.-. -- --'---~~- ----~-"~-----~------------~-- - - ---"~,~--~~"- - - - ---,------ -.~~-"~~-,..­
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knowledge vs links with 
wrong people 
Lack of required product 57 28 127 *.002 39 26 45 .270 
knowledge vs unresolved 
conflict initiated by 
supplier 
Lack of required product 122 20 70 *.000 61 16 33 *.000 
knowledge vs price too 
high 
Lack of required product 50 32 130 **.040 55 9 46 *.000 
knowledge vs product 
unsatisfactory 
Lack ofrequired product 55 24 133 **.014 33 22 55 .213 
knowledge vs not extensive 
enough product line 
Lack of required product 91 22 99 *.000 60 17 33 *.00 
knowledge vs supplier 
lacked commitment 
Lack of required product 92 32 88 *.000 59 17 34 *.000 
knowledge vs poor 
personal relationship 
Links with wrong people vs 47 24 141 *.000 38 12 60 *.000 
unresolved conflict 
initiated by supplier 
Links with wrong people vs 119 10 83 *.000 71 5 34 *.000 
price too high 
Links with wrong people vs 56 52 124 *.003 62 10 38 *.000 
product unsatisfactory 
Links with wrong people vs 53 17 142 *.000 39 7 64 *.000 
not extensive enough 
product line 
417 
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Links with wrong people vs 94 26 92 *.000 70 5 35 *.000 
supplier lacked 
commitment 
Links with wrong people vs 94 30 88 *.000 66 5 39 *.000 
poor personal relationship 
Unresolved conflict vs 106 35 71 *.000 55 22 33 *.000 
price too high 
Unresolved conflict vs 41 55 116 .126 51 17 42 *.000 
product unsatisfactory 
Unresolved conflict vs not 46 48 118 .242 29 31 50 .958 
extensive enough product 
line 
Unresolved conflict vs 73 37 102 *.000 51 15 44 *.000 
supplier lacked 
commitment 
Unresolved conflict vs poor 74 38 100 *.006 49 24 37 *.001 
personal relationship 
Price too high vs product 22 107 83 *.000 27 31 52 .836 
unsatisfactory 
Price too high vs not 26 98 88 *.000 18 56 36 *.000 
extensive enough product 
line 
Price too high vs supplier 57 96 59 *.000 35 28 47 .736 
lacked commitment 
Price too high vs poor 53 101 58 *.000 29 44 37 .054 
personal relationship 
Product unsatisfactory vs 37 31 144 .432 17 46 47 *.000 
not extensive enough 
product line 
Product unsatisfactory vs 92 36 84 *.000 33 28 49 .910 
supplier lacked 
418 
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commitment 
Product unsatisfactory vs 
poor personal relationship 
Not extensive enough 
product line vs supplier 
lacked commitment 
Not extensive enough 
product line vs poor 
personal relationship 
Supplier lacked 
commitment vs poor 
2ersonal relationshiQ 
P=<O.O 
91 
84 
83 
43 
39 
39 
44 
59 
82 
89 
85 
110 
*.002 
*.000 
*.007 
**.015 
32 
54 
48 
19 
34 
16 
18 
37 
44 
40 
44 
54 
.131 
*.000 
*.001 
**.045 
Results ofWilcoxon test for ComEetitor Factors 
Dimension Exporter Importer 
Negative 
ranks 
Positive 
ranks 
Ties Significance Negative 
ranks 
Positive 
ranks 
Ties Significance 
Better competitor price vs 
better alternative product 
line 
Better competitor price vs 
V s better alternative 
offering 
Better competitor price vs 
V s better personal 
relationship with 
competitor 
Better alternative product 
20 
23 
17 
52 
108 
95 
112 
24 
84 
94 
94 
136 
*.000 
*.000 
*.000 
*.000 
13 
33 
16 
41 
38 
18 
51 
8 
59 
59 
43 
61 
*.0001 
.0813 
*.000 
*.000 
419 
line vs better alternative 
offering 
Better alternative product 
line vs better personal 
relationship with 
competitor 
Better alternative offering 
vs better personal 
relationship with 
competitor 
26 
22 
52 
73 
134 
117 
*.011 
*.000 
20 
6 
35 
53 
55 
51 
.0844 
*.000 
Results ofWilcoxon test for Environmental Factors 
Dimension Exporter Importer 
Negative 
ranks 
Positive 
ranks 
Ties Significance Negative 
ranks 
Positive 
ranks 
Ties Significance 
Poor market conditions vs 
geographic distance 
Poor market conditions vs 
cultural distance 
Geographic distance too 
great vs cultural distance 
18 
17 
31 
111 
111 
25 
83 
84 
156 
*.000 
*.000 
.953 
17 
9 
12 
44 
49 
26 
49 
52 
72 
*.000 
*.000 
**.046 
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